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Housekeeping

* Please remain on mute when not speaking

* Do place questions in the chat

* The session is being recorded

» We will send the recording for watch-back and sharing

» Please identify yourself if asked

* For more information visit www.isba.org.uk

 Members can sign in to access the member area and member content
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Agenda

An update on ISBA's priorities

Responsible use of Generative Al

Accessible advertising in practice

Origin — Why it’s so important for
advertisers

Does brand safety still matter?

Q&A
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|1 S B A ISBA's Priorities

Phil Smith
Director General
ISBA
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Purpose

To create an advertising environment that is transparent, responsible and
accountable; one that can be trusted by the public, by advertisers and by

legislators
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Origin

« Concluded Alpha Trial

« Launched Beta Trials
(@ Origin

Welcome

« Grew advertiser funding
« Confirmed new stakeholders
« Supported Aquila in US

 Built team




Contract Templates

« Updated Media Services Framework for Jan launch

« Launched Generative Al Contract Addendum




158 A
Media Accountability

e Conducted member consultation on ITV Contract
Rights Renewal

« Embedded Retail Media Framework in IAB Europe
standards

« Updated Programmatic Financial Audit Toolkit
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158 A
Sustainability

 Engaged with regulator and members on
sustainability claims clarity

« Supported launch of Media Emissions
Measurement Framework

« Established ISBA Sustainability Forum

Asav
AD

NET
ZER*

Global Alliance for
Responsible Media
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Advertising Accessibility — captions and audio description

* Led multi-country Ad Accessibility Alliance

« Convened digital working group Ad
. Agreed measurement framework A Accessibil'ity
« Established Community Calls . All.iarlce

* Prepared hub and resources for Dec launch
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158 A
Political Strategy

<

 Engaged with Labour pre and post General Election -

« Contributed to Online Advertising Taskforce
« Chaired Age Assurance and Influencer Working Groups 1 &
« Drafted fourth update to Influencer Marketing Code of Conduct
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Brand Safety Adoption

 Held third bootcamp
 Ran implementation workshops with major platforms

« Launched online training with Brand Safety Institute
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Advice & Guidance

Held two events on Responsible Use of Generative Al

Completed third Media Foundation Certificate course

Launched Media Excellence Certificate

Increased Working Group member engagement
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| S B A Responsible use of Generative Al

”
Lorna East Robert Wegenek
Head of Agency Services International Media Consultant
9|lSBAy I The Quarterback
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1

Produce further advice and guidance
for brands In the use of generative Al.

2024 Priority
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ISBA / IPA 12 Principles have guided the way...

THE PRINCIPLES ARE:

Al should be used responsibly and ethically.

Al should not be used in a manner that is likely to
undermine public trust in advertising (for example,
through the use of undisclosed deepfakes, or fake,
scam or otherwise fraudulent advertising).

Advertisers and agencies should ensure that their
use of Al is transparent where it features prominently
in an ad and is unlikely to be obvious to consumers.

Advertisers and agencies should consider the
potential environmental impact when using
generative Al

Al should not be used in a manner likely to
discriminate or show bias against individuals or
particular groups in society.

Al should not be used in a manner that is likely to
undermine the rights of individuals (including with
respect to use of their personal data).

Advertisers and agencies should consider the
potential impact of the use of Al on intellectual
property rights holders and the sustainability of
publishers and other content creators.

Advertisers and agencies should consider the
potential impact of Al on employment and talent. Al
should be additive and an enabler - helping rather than
replacing people.

Advertisers and agencies should perform
appropriate due diligence on the Al tools they work
with and only use Al when confident it is safe and
secure to do so.

Advertisers and agencies should ensure
appropriate human oversight and accountability
in their use of Al (for example, fact and permission-
checking so that Al generated output is not used

without adequate clearance and accuracy assurances).

Advertisers and agencies should be transparent
with each other about their use of Al. Neither should
include Al-generated content in materials provided to
the other without the other's agreement.

Advertisers and agencies should commit to
continual monitoring and evaluation of their use
of Al, including any potential negative impacts not
limited to those described above.
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January — 101 Knowledge Session: Al-Empowered Marketing

Burger King Germany utilised Al tool
Midjourney to create visually appealing
but fictional product ideas, sparking
engagement on Instagram. Following the
positive response, the company
announced that some Al-generated
concepts, like cheeseburger nuggets,
would become real products.

CHEESEBURGER Diffusion

NUGGETS

»
A
., e
Developed by Al
KNOWLEDGE
SElSSIONS I
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April — Generative Al Guidance and Contract Terms Addendum

A Collaborative Approach

Speak Form Agree Update Retain
to your your use contracts learnings
agency policy cases
Transparency Control Responsibility Accountability Innovation
and growth
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June — ProcureCon Panel

P Themes included:
Education & training

Transparency

£
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July — AA Al Taskforce Report
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September — Podcasts

Generative Al in Advertising: Trust and Transparency

&9

Stevan Randjelovic, Anneli Ritari-Stewart
Head of Public Policy Head of Digital Marketing

& Industry Affairs Royal London
WPP & Chair, DMA Scotland

Jerry Daykin Iva Johan Peter Gasston
Media Consultant Chief Strategy Officer Innovation Lead & VCCP &
& WFA Ambassador Bernadette Innovation Director at faith
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| want you writemea
children's bedtime
story asif youwerea
best-selling children’s
book author. It
should be about a
magical dragon and
can be read aloud in
under 60 seconds”

Al Summit @ Meta

\

© Metaguest WiFi Ofr:3
ONE SINGLE PROMPT
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e o L | want you write me a
children's bedtime
story as if you were a
pest-selling children’s
book author. It
should be about a
magical dragon and
can be read aloud in
under 60 seconds”

Reckitt case stud
Panel: UK & EU Regulation
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We’ve seen increased usage of Gen Al in the past 6 months...

WHERE ARE ISBA MEMBERS ON THEIR GEN Al JOURNEY?
mApr-24 = Sep-24

59%
45%

31%
22%

23%

9% 9%

HAVE BARELY JUST STARTING TO ACTIVELY AT LEAST ONE LIVE
THOUGHT ABOUT IT EXPLORE T EXPERIMENTING PROJECT ‘
e
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...and Advertisers are developing internal Gen Al policies...

DO YOU HAVE AN INTERNAL GEN Al POLICY?
mApr-24 = Sep-24

50% 52%

23%

18% 18%

NO, BUT WE'RE YES DON'T KNOW

WORKING ON IT
One

Voice
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...but Al education and training is critical

DO YOU HAVE POLICIES AND PROCESSES IN
PLACE TO TACKLE THE RISK OF BIAS?

43%

35%

15%

7%

YES NO, BUT IN THE NO DON'T KNOW
PROCESS OF

DEVELOPING One
Voice
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 BEING INCLUDED IN NEW ISBA MEDIA SERVICES
FRAMEWORK

 DRAFTED WITH INPUT FROM LAWYERS,
ACADEMICS, ADVERTISERS AND CONSULTANTS

 CAN BE USED FOR:
G E N E RATIVE AI o DEVELOPING INTERNAL POLICIES
CONTRACT TERMS ety
o TO WORK WITH AGENCY TO ESTABLISH A

WAY OF WORKING

o HELP SET AN AGENDA TO RETAIN SOME
CONTROL OVER PROCESSES AND BENEFIT
FROM LEARNINGS




* EVERYONE IS STILL IN LEARNING MODE
(EVEN THOSE WHO CLAIM TO BE EXPERTS)

* THERE ARE NO STANDARD PRACTICES OR
COMMERCIAL MODELS

* LEARN FROM THE LESSONS OF THE PAST:

o INTERNET, BROADBAND, SOCIAL
MEDIA, ONLINE BEHAVIOURAL
TARGETTING,BLOCKCHAIN

REM EM BER FIRST ADOPTERS >

GROWING EXCITEMENT >

SLIGHT PANIC AND F.0.M.0 >

ONSET OF SCEPTICISM >

MORE CONSIDERED ADOPTION >
PROGRESS TOWARDS MAINSTREAM
(marketing sector typically leads the way)

robert.wegenek@the-quarterback.com




ISBA Gen Al Recap:

Industry Principles for Responsible Use
Contract Terms for transparency and control in advertiser supply chains
Learning material

Keeping members up to date on the regulatory landscape

Industry forums to:

» Explore developments
» Connect with Al experts

 Facilitate peer-to-peer discussions I 3n_e
» Amplify member progress and success j‘i
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Accessible advertising in practice

Vanessa Vidad
Inclusion Co-Lead
ISBA

Katie Jackson
Chief Marketing Officer
Channel Four
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Origin — Why it’s so important for advertisers

Tom George Matt Thomas
CEO Senior Director, Brand & Media, N. Europe
Origin P&G
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Origin is here....

Programme update and an
advertiser’s perspective

30th October 2024




The Origin stakeholder base
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The Beta trials have launched!

MarketingWeek

ISBA starts beta trials of Origin cross-media ISBA launches next phase

measurement platform :
Beta trials to involve 30 advertisers ingmﬁng L'Oréal, NatWest and PepsiCo Of med I a m eq s u re m e n t
tool to address ‘huge gap’

VIDEOWEEK,

HOME ANALYSIS ~ NEWS  RESEARCH v PODCAST EVENTS ~

The
MediaLeader_ \cws opmnon  popcasT  FEATURES  WaTcH  VIDEO
ADVERTISE  CONTACT

24 Sep 2024 | Jack Benjamin
Isba’s Origin goes live with real audience data for first
time AD TECH

Origin Beta Trials Go Live with 35 ISBA Members

I'im Cross-Kovoor 24 \l'lll(‘tllt't‘[‘ 2024

All 35 Origin advertiser stakeholders will participate




First-mover advantage within an evolving service

-~

p

Scaled participation

~

o

£3bn

Beta trialists annual media investment

Feedback on new features

/

© Origin 2024
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Origin outputs — Completion status & reach (

e.g. Reach x Completion Status, by Channel e.g. Cumulative Campaign Reach
vs Completion Status

All Impressions
MRC 2 Seconds
< <
= o
© ©
g & 100% Completed
v Digital Video 0 2 4 6 8 0 12 14 16 18 20 22 24 26 28 30
100% ®m MRC 2Seconds mAll Impressions Campaign Day
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Origin outputs — Cross-channel reach

e.g. Unique vs Duplicated Reach e.g. Unique and Combined Reach

Reach

Channel 1 Channel 2 Channel 3 Channel 4 Channel 5

B Unique Reach Duplicated Reach

37



Deliver campaign
efficiency

Improve audience
experience

Increase advertising
effectiveness



Industry debate

campaign The
LATEST > CREATIVEWORK > TOP BRANDS & AGENCIES > EXPERIENCES > THE Med ia Leader NEWS OPINION PODCAST FEATURES WATCH VID

Can broadcasters and ISBA's

Origin live happily ever after? Gaa Ll
Origin: Broadcasters are barking up the wrong tree

The
MediaLeader_ s ornon  roocast  reatures  warck

The
24 Sep 2024 | Sam Taylor | ® MediaLeader_ s ormnon  rocast  Features

Origin is not a currency and won’t replace Barb

08 Oct 2024 | Justin Sampson | ®

o\ f Barb and Isba must find consensus
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1S BA Origin — An advertiser’s perspective Q & A

Martin Lawson Matt Thomas
Head of Product Senior Director, Brand & Media, N. Europe
Origin P&G
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Full market launch scheduled for Q2 2025

Q4 23 Q2 24 Q4 24

Panel Build

Alpha Trial

© Origin 2024

Beta Trial

Q2 25

Launch
Incorporation

41



Origin will scale

/Q4 2024 - Origin Beta Trial \

35 advertisers + agencies

conen ¥ O .=
Uniliver vodafone

DIAGEC  HALZON MARS Nomad @

TESCO @awans  allwyn  Confused® N Bt

@ @ w Lw\ﬁmx [ & Sainsburys

AP Hsec ﬂﬁ'llunom R::al __F_?__ 4 nationwide

sanofi  Krafteinz @ Beiersdorf %ﬁ
Nestie

reckitt

- /

© Origin 2024

ﬂzz 2025 — Full Market Launcﬁ

General availability

&1 [e]

Kn% UK Adspend /

/ Beyond 2025 \

General availability

[ & =

iy

S B @

k90+% UK Adspend /
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‘(’ Origin x 4+

c https://cmm.origincrossmedia.com/

(® Origin

Welcome
n to continue to Origin

Forgot password?
Continue

MacBook Pro




1S B A Does brand safety still matter?

Phil Smith
Director General
ISBA
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‘A dangerous precedent”.
GARM discontinues
activities after Elon Musk’s X
files suit

Joe Rogan shoots down Kamala Harris podcast interview over cai

| BUSINESS |

Shadowy ad cabal GARM shuts down
after Elon Musk’s X files antitrust suit
over censorship
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Revenue share with creators

1 or

Household names unwittingly pay extremist supporters and pornographers as adverts dumped online

F-Pace SUY Tromn Jageas, l!w Britinh
carmaker, runs pext G Ehe video.

TIMES INVESTIGATION

bl Mostrous Hirad of Irmvestigation.

Some of the worlds biggest brands are

wnvwittangly furding Fslamse et oo s,

byl Supremnacts and

MMMM on Wheir websates, The
can reveal,

Advertiserments for  hundreds  of
largecompanics, universities and char.
Wies, imchuding Mercodes-Beng, Wt-
o Al Miarie Curise, appear on hile
sites and YouTube videos creabad by
sajperters of tereosid prougs such a5
Iskarnic State and Combal 18, 2 victend
pro-Mazi Exction.

Thepraction is likely to pemcraie bens
of thousands: of ponds a month for
edromiste. An advert appearing abong-
sitde o YouTube video, for oxample,
typacally carms whiever posts @ S50
for every | 000 vicws. Some of the most
popalir extrenaist videos bove moe
Ahown ousi milllinn hity

Sanclals Risorts, the luvury boliday
aperaton. is advertived next o a video
ing al-Shabaal, the Yast Afri-
< jihadit groaip alfisatod to af-Chae-
dla. Lasd night a Samdals W
=pid that it magde “cery " o stop
s advorls appeanieg et 10 inspproe-
priabecontent. 1 said that YouTubebad
“not property cabeporsed the video” as
ik ive,
Adverts  for  Honda,  Themson
mmlmi{m!m‘.‘imnn&.—uﬁn
useom, Liverpool aniversity, Anpos,
(Tmn:‘hll-l Retirement and Wailrode
sar ot exbremist videoos posiod
on '| by ﬂwpoflws of preaps
lhal imhude Combat B8
Afer The Times informed Googhe,
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Controlling placement

Digital Marketing & Ad Tech News (3)

META OPENS BRAND SAFETY
TOOLS IN FACEBOOK AND
INSTAGRAM FEEDS

After initial tests, more advertisers are getting hands on
adjacency tools that rely on Al and apply industry
suitability standards

By Garett Sloane. Published on March 30, 2023.

C 1,7 5 1- 3 | # Sharearticle || D
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User safety

———
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Misinformation or Freedom of Speech?
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1s8A
The UK Perspective

MedialLead
SAIALeAQUEeY_ ncws  OoPINION  PODCAST  FEATURES WATCH  VIDEO

29 Oct 2024 | Jack Benjamin

6 in 10 Brits say brands should stop funding social “Nearly eight in
platforms spreading misinformation

10 people
believe firms
should be fined
heavily if they
allow fake news
on their
platforms”
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158 A
The Online Safety Act

Introduction to the
Online Safety Act and
the illegal harms
consultation

12 December 2023
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Responsible Investment Choices

RESPONSIBLE
INVESTMENT

BRAND SAFETY

DATA ETHICS

DE&I

RESPONSIBLE JOURNALISM
SUSTAINABILITY
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158 A
ISBA Responsible Media Guide

* Knowledge Hub resources

« Actionable guidance

» First-party controls and third-party integrations
« Platform implementation workshops

* In-person and remote learning

« Partnership with Brand Safety Institute

* Multi-country alignment

November
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Q&A




1S BA

Thank you for joining us
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