
Towards the Virtual 
Cannes Finale on June 21



1. Finalize your 

Humanized 

Growth Ambition



Corporate initiatives

New value propositions

2. Develop 

Humanized Growth 

Plan 



June 21 Celebration 

& Expert advice

Conny Braams
Chief Digital & 

Marketing Officer

Unilever

Sanda Ojiambo
CEO

United Nations 

Global Compact

Mark Read
CEO

WPP

Carol Chen
Global Marketing 

VP

Shell

Hans Ploos van 
Amstel

CFO

The Partners Group



Elect Humanized 

Growth Champion 

2021



Whole-Brained 

April 2021



Today’s Agenda 

15’
35’
35’
05’

Introduction

The future: Creativity at Scale 

What you can do 

Next steps & Close 



HUMANIZED GROWTH

ABUNDANT 

MARKETS

EVOLVING

EXPERIENCES

MULTIPLE MODELS

OPEN CULTURE

ANTICIPATIVE

ORGANIZATION

WHOLE-BRAINED

The 7 

Building Blocks 

of Real Growth 



IRG 100 Roadmap

Why What How

3.1  Human-Centric Transformation 

3.2  Open Culture 

3.3  Anticipative Organisation

3.4  Whole-Brained 

Growth AmbitionGrowth Benchmark

2.6 Network & Sparring

2.5 Da Vinci CMO Attitudes & behaviours

Growth Ambition Feedback 

3.5  Diversity for Growth 

Key

Set-up & Finale 

Core cirriculum

Leadership

Sparring

Milestone

Feedback

2.1  Abundant Markets

2.2  Multiple Business Models 

2.3  Evolving Experiences 

2.4  Da Vinci Growth CMO 

4.1 The shared growth opportunity

4.2 Cannes preparation

4.3 Cannes: community & impact 

Growth Plan

3.6 Network & Sparring

Growth Plan Feedback 

Growth OpportunitiesGrowth Benchmark

0.1 Personal Introductions

0.2 Program and business introductions

1.1  Humanized Growth Study

1.2  Leading Humanized Growth

1.3  Decoding the World 

1.4  Humanized Growth

Growth Opportunities

1.6 Network & Sparring

1.5  Personal Passion & Purpose



Live Poll 



Ability to attract

whole-brain

25%
65%

Left and right brain… 



With empathy… 



Da Vinci 
Growth Leader



Starting with the data 

Data and analytics at the core 

of strategic decision making 

36%
66%



Unlocking data with 

human insights 



Unleashing human 
creativity with technology



Role

Your



Understanding your own 

‘whole-brain’ 



Ensure diversity in strategic 
decision-making 

Diversity in strategic

decision making 

45%
70%



Represent diverse 

consumers 



Digital sameness 



Course correct on 

creativity 



Expose yourself to 

diverse experiences 



Encourage differing 

perspectives 



Open mind &

listen differently



Enable others to work at 

their best 



Make it important 



0. 0.25 0.5 0.75 1.

Days of training on annual base

Over
performer

Under
performer

No formal training

< 2 days of 
training 
per year

2-3 days of 
training per year

> 3 days per year

No formal training
< 2 days of training 

per year
2-3 days of

training per year
> 3 days per year

Build capability 



Use technology 

creatively 



Get smarter 

every year 



But so is

Fraud… 



Waste… 



Leading to 

discussion 



The future: 

Perry Nightingale 



at Scale 

Creativity



Dataset OF REMBRANDT 
PAINTINGS

AI GENERATES NEW 
REMBRANT

FEATURES ANALYSED IN 
AZURE

3D printed PAINT ADDs 
depth

NEXT REMBRANDT 
EXHIBITED IN AMSTERDAM

CREATED WITH MICROSOFT AZURE FOR THE DUTCH BANK ING, THE NEXT REMBRANDT 

WON MULTIPLE GRAND PRIX'S AT CANNES AND MADE HEADLINES AROUND THE 

WORLD. USED SEVERAL GROUND-BREAKING AI TECHNIQUES AND 3D PRINTED PAINT 

TO PREDICT AND CREATE A NEW REMBRANDT PAINTING CENTURIES AFTER THE 

FAMOUS ARTIST’S DEATH.

IMAGINE CREATE EXPERIENCE





AI & Semantic mapping 



An original Renoir



Each region is 

coloured in by a 

human creating  

a Semantic Map



A new map is 

created and 

given to an AI 

running on 

Google 

hardware.



A new Renoir is 

created with 

styles mapped 

to the correct 

region.



Semantic mapping AI  



Semantic mapping AI  



Semantic mapping AI  









Semantic mapping AI  





Semantic mapping AI  



Semantic mapping AI  
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Trained on 20000 images of scarlet macaws, the ai 
can generate a unique macaw in 5 seconds.





Collaborative Creative AI

On Dual-Screen Devices

WPP, 2020 















SURFACE + AZURE 
TOGETHER WILL 
TRANSFORM OUR 
CREATIVE INDUSTRY in 
the end







[255, 34, 0],

[255, 24, 10],

[255, 14, 11],

[255, 134, 12],

[234, 34, 23],

[212, 214, 121],
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[250, 224, 141]
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[221, 121, 100],

[222, 212, 120],

[123, 245, 101],

[212, 121, 201],

[126, 121, 120],

[158, 200, 50],

[255, 121, 156],

[245, 132, 120],

[255, 56, 20],

[145, 12, 23],

[121, 34, 43],

[142, 34, 100],

[200, 134, 21],

[250, 224, 141]







PROGRAMMATIC PEOPLE, 2018



PROGRAMMATIC PEOPLE, 2018



2018 2019















FFHQ





SYNTHETIC 

VIDEO, 2020







SYNTHETIC DIVERSITY, 2020



FOR

START-UP WILL SELL IT TO CLIENT ANYWAY

CHEAPER

MORE EFFECTIVE

BETTER THAN SINGLE ETHNICITY

INNOVATIVE

ADS FEATURE ACTORS ANYWAY, NOT REAL PEOPLE

AGAINST

FRIGHTENING

UNTRUSTWORTHY

DOESN’T ADDRESS REPRESENTATION
HOMOPHILY

+ -



Exercise

In pairs

ROLE PLAY: 

Cynic vs Believer re 
Future of AI

Switch roles after 3’ 

3 min (x2)





Ethics council 



Good news 

Some 







Semantic mapping 



+20%

Brand leaders 

commit to it…
Consumers 

expect it…
But it gets lost 

in mass production…

increase in revenue

Mark Pritchard, CMO P&G

Companies 
committed to 

social good see

Inclusivity in marketing is 

a scale challenge 



99

Inclusivity in 

marketing is 

a scale 

opportunity





15%





107

AI CAN MAKE ASSETS ACCESSIBLE



108
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110

AI CAN CHECK ASSETS ARE ACCESSIBLE



111



112



113

AI CAN MAKE ASSETS REPRESENTATIVE





115





INCLUSIVE AI PILOT

perry.nightingale@wpp.com

THANK-YOU

mailto:perry.nightingale@wpp.com


Exercise

In threes

Brainstorm about your role:

actions you can/should 
take now

future actions to prepare for

15 min 



Exercise

Plenary 



Deep dives

In the Ecosystem Economy, 
What’s Your Strategy?
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Antonio LucioAntonio Lucio



Well documented

benefits



‘New’ digital age 
companies are 

just as bad



Humanizing 

Growth 

Series



See you next week!


