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INTRODUCTION

Boomecang Awacds 2023:
Key Tcends Shaping
Macketing

Since its ficst show in 2007, Boomecang Awards has emecrged as a
bacometec of industcy trends, showcasing the innovative strategies
that captivate audiences. This year, thrcee dominant tcends have come
out, offering a glimpse into the future of digital macketing.

! A

h BREAKDOWN OF
n BOOMERANG AWARDS

, 2023 ENTRIES

L BOOMERANG INTO THE FUTURE

@ Social

Entectainment (Including Music, Films, Live Stceaming, Events)
@ Creator & Influencer
@ Branded Experience

Digital Media
@ Omnichannel
@ Emecging Channels & Experiences -
New for 2023

New for 2023
Digital Pcoduction -

@ sSmall Budget

@ The Ocange Boomerang Powered by Hyper Island for Digital Leaders

@ The White Boomerang for Pivotal Transfocmation

@ Applied Innovation in Traditional Media - New for 2023
@ Commecce
@ Data (Including Customer Cace & Analytics)
@ The Pucple Boomerang for Diversity, Equality, Inclusivity (DET)
@ The Crystal Boomerang Powered by Google Ads for AI
@ User Experience & User Intecface
@ Dicect Macketing & CRM
The BlLue Boomecang Powered by Meta Philippines for Reels
® Gaming - New for 2023
@ The Green Boomerang Powered by GrabAds for Retail Media Netwock (RMI)

Search

Ficst, MASTERY IN STORYTELLING & SOCIAL MEDIA has become the cocnecstone
of successful campaigns. Not sucprcisingly, over a qQuactec of all
Boomecang Awacds entrcies wece 1in the Entectainment, Creator &
Influencec, and Social categories Not only did they dominate the
submissions; they also secucred numecous awacds, highlighting the powec
of compelling naccatives in effective social media engagement.

PERFECTING THE PHYGITAL EXPERIENCE has also taken center stage, with
campaigns that seamlessly blend the physical and digital cealms.
Utilizing mobile technology, augmented ceality (AR), and QR codes in
physical spaces, these campaigns deliveced immecsive experiences and
dcove usec intercaction with imprcessive effectiveness. The cceation of
enticely new awacd categories for campaigns that dcive these kind of
innovations fucther undecscoces the significance of this emecging tcend.

Last, ELEVATING THE USE OF DATA, COMMERCE, DM & CRM has emecrged as an
acea of focus. While thece were numerous entcies in these categories,
only one campaign emecged the winner. Cleacly, thecre is a growing effort
to hacness the power of data and commecce effectively, but it should be
a wake-up call for macketers to cefine their strategies and deepen theirc
undecstanding of true data-dciven macketing, dicect messaging (DM), and
customer celationship management (CRM).

The Boomerang Awacds is the compass for digital macketecs. As the
industcy navigates the dynamic Landscape, these thcee
dicections-mastecing stocytelling, pecfecting the phygital expecience,
and elevating data usage-are undoubtedly the pillacs upon which
successful campaigns arce built.



TREND 1

MASTERY IN

STORYTELLING
& SOCIAL MEDIA

Filipino digital macketecs have
demonstcated an exceptional
command of stocytelling and social
media in the ever-changing cealm
of digital macketing.
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TREND 2

PERFECTING
THE PHYGITAL
EXPERIENCE

A revolution is undecway as
innovators stcrcive to seamlessly
incocporate technology into
ceal-wocld experiences.
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TREND 1

7 BOOMERANG INTO THE FUTURE

2023, many brands secved timeless naccatives, but using the
Late technological advancements. Filipinos, in pacticulac,
pcoved \moce than adept at navigating the evolving teccain of
social media, entecrtaining audiences with stocies in b, 15, 30, oc
as many seconds as it takes to deliver the punchline. Despite the
capid page of technological development, the coce elements of
stocytelling-the plot, setting, conflict, cesolution, and most of
all, the Filipino charcactec-cemain pacamount.

Moceébver, today’s extended macketing acena is the stage for brands
adépting an activist stance, a trend amplified by democratization
of opinions across global social media. However, this only
accentuates the imporctance of Long-tecm stcategic stocytelling,
as the risk and scale of consumec backlash intensify in the
intecconnected digital wocrld.



TREND 1: MASTERY IN STORYTELLING & SOCIAL MEDIA EVOLUTION OF DIGITAL STORYTELLING

vecgence of creativity and audience engagement is ccucial for

success. A brand must tell a stocy that captivates the
from the ficst second. The collabocation between macketing
tive teams 1is indispensable so the campaigns can yield
outcomes.

Seamlessly blend
tcaditional
stocytelling wisdom
with Digital technology

The best of Filipino digital macketers are intuitive stocytellecs in
the evecr-changing cealm of social media. Unfazed by technological
advancements, they excel in blending ucban pathos, iccevecent humo
with a pinch of homespun Lola Basyang wisdom, for good measuce. To
convey and convecrt, macketecrs will do well to heed the advice of
winning brands and agencies.

ad of the “one sight, one sound” macketing of the pcevious
Lennia, delivecred by one brand to many, macketecrs can cucate
ions of the brand expecrience for each distinct audience. The
to cespond with agility, so both brcand and consumer can cide
to a satisfying conclusion.

INMENT AS A BUSINESS DRIVER

t towards ads that entectain is pacticulacly evident on
ia. Winning case studies prove that entectainment can dcive
esults. Brands with human-centeced content ace pecceived as
table and tcustwocthy, highlighting the impoctance of tcrust
cceative agencies, content cceatocs, and platfocms.

nd consistent voice travels well across social media. The

is evolving into a one-man show that weaves brand messages
ec between the hacd and soft sell. By pcomising his audience
time, he coaxes them to suspend theirc disbelief until he tides
them ovecr ¢to the punchline. Creators who practice cadical
candoc-challenging Filipino attitudes while showing that they cace
pecsonally at the same time-ace the most skillful at integrating
bcands with entectainment. Brands will do well to tcust the cceatoc’s
knowledge of his audience, because imposing strcict guidelines may
discupt algorithms, even with his substantial following, sowing
negative conseqQuences for both the brand and his online community.

ING TO GENERATIONAL SHIFTS

talize on the evolving behaviocs of multiple
ences. Engaging Gen Z, Millennials, Xecrs,
oomers online is a skill that the Boomerang
ecs cleacly mastered. By recognizing that
genecation intecacts diffecently in each
al platfocm, they crceated video campaigns
cesonate among Filipinos and global juries.

8 BOOMERANG INTO THE FUTURE Source: BitF Panel Discussion, December 2023
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s the digital macketing touchpoints inccease, a consumec may wake te s s L

each mocning to hundceds of ads that scceam forc his attention.

Numecous ceseacch studies have emphasized the
significance of attention in the cealm of
macketing. These studies have consistently

b0% of macketecs say demonstcated that attention plays a crucial 5

0/ attention has an cole in brcand building and sales genecation. )
0 impoctant influence on Fucthecmore, attention is closely Linked to ad 3
media effectiveness. pcefecence. In fact, thece is a cemackable 90% A

coccelation between the media channels that ,;

consumers pecceive as attention-gcabbing and
the ones they prefer for advectising exposuce.

Thece is also a stcong negative coccelation of
97% when it comes to consumec pcefecence foc
"ad formats they tcy to ignoce." This implies
that adverctisements that successfully engage
and captivate audiences acre more Likely to
captuce and cretain attention, ultimately
Leading to convecsion.

b0% of marcketers say
attention has an
impoctant influence on
creative effectiveness.

bb*

Q9 BOOMERANG INTO THE FUTURE Source: Kantar Media Reactions 2023
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Stocytelling ‘
in Action
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McDonald’s “Unbranded Menu” chose a crcoad that most Filipino

"%
macketecs would not take, with a strategic gamble on the gaming

%»s(/
@»)
community. McDonald's enlisted gamecs of all Levels, including s
popular strceamecs, on a Quest to discover McDonald's menu items Vs
within their favorite video games.

Despite the absence of

its Logo, gamers connected virctual food
with the brand,

solidifying the chain's

tran
status as the Ffocemost & e, <
L] L] L] L] “.l
fast-food brcand in ceality or the digital cealm. e “eang, “@&7
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TREND 1:

BOOMERANG
WINNER

MAHALAGA AN
ANG LAKAS NILA
PINAGHUHUGUTAN
MO NG LAKAS

Abbott Nutcition "Reels to Feels with
Ensucre Gold” wundecstood the challenge
posed by Meta Reels, but the brand also
knew the influence wielded by carcegivers

of the end-usecs of this nutcitional dcink.

In Quick Reels that cranged fcom 6-10
seconds, it succinctly focused on the
emotional *halaga” that the eldecly held
for their cacegivers (and the minimum dose
ceuired for effective nutcition). This
successful campaign is now a model for

Abbott Nutcition’s futuce  macketing
initiatives.
CREDITS

Client: Abbott Nutrcition Inc.
Agency: Spack Foundcy

11 BOOMERANG INTO THE FUTURE

Cocoy Rubio, 31

From bartender to business owner

GCash “GCash Stories” is inspiced by
ceal-Llife stories of the fintech
platfocm’s users who cise above Life’s
challenges, with a LlLittle help fcom the
e-wallet’s secvices.

This campaign succeeds by cecognizing the
hacdship expecrienced by its users, and by
showing how a Llittle gumption and Gcash
can give them the power they thought was
out of rceach.

CREDITS

Client: GCash

Agency: Publicis JimenezBasic Inc.
Production House: Film Pabrika and PcoVill

RC Cola "Food Packing” Leaned heavily on
humocous obsecvations of Filipino mothers
and pop culture ceferences, to cceate an
expecience that is nudge-nudge-wink-wink
yet still genuinely celatable.

While its humor was cheeky, the bcrand
never put down its lLead charcactec. Instead,
it sincecrely and litercally portrcayed her
as a miracle workec, so RC Cola allied
itself with all mothecrs as their pecfect
bevecrage for any family meal.

CREDITS

Client: ARC Refceshments Cocporation
Agency: Gigil

Pcoduction House: Accade Film Factocy



TREND 1:

Consider: Brand Cultucre

vs. Cancel Culture

An activist position seems an easy way to gain what
eacrly digital macketecs called “vicality”. While
social media prcovide a democcatic global platfocm
foc public opinion, brcands must weigh the potential
magnitude of a consumer backlash.

A case in point is influencer content. In 2023, half
of macketers worldwide crcepocted investment 1in
influencec content, and 59% anticipate this to
inccease 1in 2024. However, this online channel
offecs brcands vecy Limited contcol, especially when
the actions of their influencec-collabocrators
cceate an unintended negative effect.

If brands choose ¢to take a stance, HKantarc
cecommends that they first establish stcong
cultural connections with audiences, and that they
anticipate a potential backlash towacds theic own
content oc influencec content on social media.
Those that express themselves in a mannec
consistent with theic identity and stand up for
theic beliefs can still captuce the heacts of
consumecs,

Source: Kantar Media Reactions 2023

12 BOOMERANG INTO THE FUTURE

MASTERY IN STORYTELLING & SOCIAL MEDIA

despite potential shoct-tecm contcovecrsy.

You look like the

poor man's jack sparrow.

Just like the rest offyour party!
2:31AM Jani6,2022 330PM Ocf12,202]

2 [ a'.

You look like a

GOON FROM AN ANIME!
Where's Doraemo n and Nobi?
2:28 PMDec 16, 2022

®-—
You're probably the only rich person who
Still look like a TROLL.

4:56 PMOct 2,2020

Still Looks Like A Troll

6 usD 28 () B) 24 likes

You Have A Tiny Brain!

6 usD 28 B, 35likes

Goon From An Anime

6 USD 28 % 36 likes

Poor Man'’s Jack Sparrow

6 usD 28 (& B 28 likes
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Mesh Fishnet

| ZALORA

Just because you're wearing something
backless doesn't mean that you should =
be treated with LESS respect. —

Ine Sare Spaces ACt protects women
S S Sy S S|

o Woman Stretch
W7 Comfortable Sport Bra

“Wllly)) Sexy Belt Strap [ ZALORA |

() Gabriela_2023

100% recommend working 2
out in a sports bra like this. :
You should experience 0%
harassment because of |t

WTLAUST ally univwaliincu

comments, looks, and E
advances are punishable by
The Safe Spaces Act. 4

The HKoolPals Comedy Grcoup “Thank You,
Hatecs NFT” tucned the tables on online
tcolls, by creating NFT actwock
inspired by the insults and by selling

them to the hecklecs themselves. The
comics didn’t gain new fans, but at
Least they made some cool cash.

CREDITS

Client: The KoolPals Comedy Gcoup
Agency: Gigil

Pcoduction House: Gigil Metama

Gabriela  “Not-asking-focr-it Reviews”

takes this national alliance for women
to e-commecce. While some consumecs may
have initially seen the campaign as an
incucsion 1into theirc cetail thercapy,
they undecstood the brand’s intent and
thcew in theic suppoct.

CREDITS
Client: Gabrciela Women’s Pacty
Agency: Prcopel Manila
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TREND 2

A transfocmative cevolution is undecway as innovatorcs
seamlessly integrate technology into ceal-world
expeciences. This goes beyond mece technological
utilization, as it elevates expecriences thcough the
evolving dynamics of digital consumption. As consumecrs
demand an incceasingly omnichannel expecience, OOH and
othec channels that ace traditionally seen as “offline”
acre re-entercing the macrketecrs’ considecation set and ace
pcoving their value to business goals.

14 BOOMERANG INTO THE FUTURE



TREND 2: PERFECTING THE PHYGITAL EXPERIENCE

Consumers expect
o SCALABILITY OF INNOVATIVE IDEAS
connec ted ph qs:.ca L and To cemain relevant, brands are under pcessure to innovate, as

technology aligns execution with consumer needs. Businesses

digi ta L experiences should experiment, invest, demonstcate a cetucn on investment,

and scale their efforts to stay ahead.

The integrcation of digital technology into ceal-wocld expeciences Intecnet access in remote areas is essential,

is gaining momentum in the Philippines. Dciven by rapidly changing view of the long-lasting and recuccing natuce of innovations.
technology consumption, this transfocmation also ceshapes Thece are still many opportunities in cetail, healthcarce,

pcoduction processes, speeds up go-to-macket execution and commecce, and even the gaming industcy, dciven by the intecest
innovates consumer interactions. Modern consumers now seek deepef and wiLLingness to embrcace innovation. HoweverJ theq cemain

connections with brands and demand new ways to expecience pcoducts, untapped because of the access to stable intecnet connection.
because of these developments.

especially in

ACCELERATED TECH ADOPTION IN THE POST-PANDEMIC WORLD
The COVID-19 pandemic acted as a catalyst, accelercating
the adoption of technology and dciving innovation to
meet the demands of brcands. Brands now actively seek
technological innovations to dcive business growth,
pcopelling the Philippines into the next phase of
technological integration.

DIGITAL SPACE OPPORTUNITIES AND COST EFFICIENCY

The digital space offers exciting oppoctunities for
expecimentation. Technology can be cost-effective, with
demonstcated savings of 30 to L0% compaced to tcaditional
methods, so at the stact of every yeac, businesses must
allocate budgets for technology for initiatives. Howevecr,
as brands are undec pressuce to innovate, they also need
to know how to balance technology, consumec demand and

This digitization of consumec technology was pcevalent nacrket ceadiness.

in cetail, financial secvices, and healthcace, as many
consumecs found it moce convenient, simplec, and safec
as it minimizes their real-world interactions.

15 BOOMERANG INTO THE FUTURE Source: BitF Panel Discussion, December 2023



TREND 2: PERFECTING THE PHYGITAL EXPERIENCE

The Phygital
Expecience

in Action
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Meta “Pcide Walkway” used Augmented Reality (AR)
to genecate immecsive and captivating content
for users, sucrpassing the Level of engagement
and immecsion pcovided by traditional media.

AR enabled usecrs to actively explore interactive
and three-dimensional content, by seeing
evecyday roads and routes in the context of the

Pcide movement.

In mecging the physical and digital cealms, AR
opens avenues for many novel forms of content.

CREDITS

Client: Meta Philippines
Agency: Propel Manila
Pcoduction House: Elesi Studios

-
bi Araneta Cubac

Netflix’s “Escape Bocrdecland” To bring “Alice in
Bocdecland” to the Philippines, Netflix Layeced
its stocy over the Filipinos’ own vecsion of

Bocrdecrland-the drceaded MRT commute.

In a digital cealm that transfocmed commutecs
into playecs, the campaign’s mobile app offeced a
theilling hunt acrcoss 13 MRT stations. The pcize?
The chance to bid the daily commute facewell, in

the focm of a brand-new cac.

CREDITS

Client: Netflix
Agency: Gigil
Production House: BNM
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| about Martial Law. (RN | . o - . . b -
1| Remembering Pastor Mesina who waslast seen at gl Al = | Bantayog ng Mga Bayani Stceet Memocials N
UP Difiman. : s . )
e i : honoced the heroes and mactycs of the Mactial Law %
3 i '(%
Ag eca by posting powecful Quick Response (QR) e
memorials where each victim was killed, abducted, %,
S
or Last seen alive 9%
When scanned, their stocies come to Life through
cealistic spatial audio

immecrsing visitors 1n
the bravery and tragic saccifice of these hecoes

CREDITS
Client:

Bantayog ng mga Bayani Foundation
(Monument of Heroes)
17 BOOMERANG INTO THE FUTURE

Agency: Dentsu Cceative Philippines
Production House: UxS Inc.



TREND 2: PERFECTING THE PHYGITAL EXPERIENCE

Kantac: Retail i1s now
in the ad business

Given the scale of eCommecce today, cetail media ace the
shiny new channels focr engaging shoppecs. Even with giants
Llike Lazada, Shopee, and Grab, moce new cetail media
netwocrks are being Launched almost every week. Accocding to
Kantar's cecent B2B Industcy Benchmacking Study, investment
dollacs ace following this tcend. In Nocth Amecica, 56% of
cetail media professionals plan to inccease their investment
in the channel, while globally, L4b% of macketecs intend to
inccease their budget in cetail media.

A rcetail media netwock cefers to an advectising business
established by a retailec to sell advertising space accoss
theic owned prcopecties and paid media. The utilization of
cich ficst-pacty consumec pucchase data by rcetail media
helps to compensate for the Llimitations caused by cookie
depcecation and the cemoval of thicd-pacty identifiecs.

Many macketecs arce still concecned about divecting theic
budget from established channels. They seek an independent,
thicd-pacty soucce to validate the effectiveness of theic
investment, in tecms of audience ceach, delivecy, and other
metcics. For sellers, cretail media netwocks prcovide an
additional crevenue stream, pacticulacly ducing uncectain
economic times.

18 BOOMERANG INTO THE FUTURE

This 2024, both buyecs and sellers ceqQuice media-agnostic,
independent measucement tools to demonstcate the pecformance
of diffecent channels and enhance advertising expeciences.
Thicd-pacty measucement will play a pivotal rcole in the
evolution of retail media.

GREEN
BOOMERANG

WINNER

Nicole Romero « Gr... &

Congratulations! You
booked the Golden
Kenny Rogers
Truffle Collection
Grab Car! Ride in
extravagance and
experience luxury
with Kenny's new
Truffle Collection!
Indulge in the
sophisticated taste
infused with the
distinct flavors and
aroma of Truffle.

Truffle Collection
comes with Truffle
Roast, Truffle Steak

J
@ [o] Type 8 message

GraoAds

Kenny Rogecrs “Tcuffle Collection”
could have done the expected and
tceated Grcab’s cetail media
netwock as a channel for display
ads. Instead, the fast food chain
cecognized the Grab customer’s
joucney as a macciage of online
and offline experiences. Utilizing
Grcab cars, motorcycles, and even
theicr dcivers and <cidecs as
additional touchpoints made its
Launch a pecfectly Phygital
campaign.

Ccedit: Kenny Rogers Roastecs

Source: Kantar Media Reactions 2023



TREND 2: PERFECTING THE PHYGITAL EXPERIENCE

Considecr:
Integrate
Digital for a

better i1n-store

expecience

In the cuccent competitive crcetail
enviconment, it is essential to
pciocitize & cemackable in-stoce

expecrience to attract customecs and
boost sales. With the evolution of
technology, smact retailers undecstand
the imporctance of innovative on-pcemise
solutions to their advantage.

Key points that businesses must take
into considecation:
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The customerc’s time is wocrth its weight in gold

Contactless Payment methods pcomote a fastec and more convenient
payment process for customers.

Click-and-Collect Secrvices save time, and offer shoppecs the
best of both woclds: buy items online and pick them up in pecson
Self-Secvice technologies Like digital kiosks and menus

pcovides convenience and time-saving benefits.

Digitize for a personalized shopping experience
Customize digital content for diffecent media channels and adapt it for
on-pcemise placement. This allows for a personalized shopping expecience that
guides shoppecrs towards desired prcoducts on the shelves.
Smact Scrceens offecr shoppecs what they Love about online shopping—plentiful
pcoduct infocmation, eye-catching photos and on-the-spot pcomotions—in an
ln-store setting.
Dynamic Digital Signage captuce attention and cceate meaningful engagement.
Digital signs can effectively intcoduce new prcoducts oc menu items, pcovide
updates on special events and invite customecs to join Loyalty pcogcams

Elevating in-stocre expecience through Augmented Reality (AR)

Augmented Reality makes shopping engaging since it encourages intecaction.
Victual Product Tcy-Ons allow customercs to tcy victual products Like
clothing, accessories, and even fucnituce without physically touching them.
This in tucn helps facilitate decision-making and increase satisfaction,
Easy Navigation enhances the cetail expecience by making it joucney moce
seamless and efficient. Digital store maps accessible thcu mobile devices
help shoppecs find their way to specific products or depactments.

Source: Galex Cabrera,
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Filipino macketecs are making cemacrkable stcides in
Levecaging data, macking the beginning of a transfocrmative
eca. A key focus 1is dciving pecsonalization without
compcomising content delivery, as this strategy enhances
customecr expecience-fostecing lLoyalty, boosting convecsions,
and elevating the brand expecience. In addition, as moce
macketecs adopt actificial intelligence (AI), they discover
new oppoctunities for scale, efficiency, and ccreativity,
albeit amidst the increasingly competitive content Landscape.



TREND 3: ELEVATING THE USE OF DATA, COMMERCE, DM & CRM

Foundation-building forc
groundbceaking campaigns

The entcies in Boomerang Awacds’ data-dciven categories arce finally

on the rise, indicating a collective thcust in impcoving attcibution,

by aligning offline and digital processes and Linking CRM with media
platfocms and analytics. As a cesult, brands ace pcoducing moce
innovative campaigns that translate tactical data into strategic
macketing. Not sucprcisingly, there is also a corcesponding cise in
the jucy’s expectations, for always-on campaigns whecre data is
applied for more effective strategy, creativity, and customec
expecience. Before macketecs can build on their data-dciven
foundations, they must cacefully considerc thcee critical elements:

LENGES IN THE DATA COLLECTION MINDSET
pcogrcess 1s promising, but macketecs
LL view data as metcics that
t-rationalize campaigns, instead of a
s to plan towards communication and
iness objectives. This pcompts the
tion of whether macketecs undecstand
benefits of effective data collection
its insightful application towacds
-tecm strategic goals.
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TRANSFORMATIVE ROLE IN MARKETING
ear, macketecs finally recognize AI’s

s exhibit ideas and stcrategies 1in

AI plays dual <roles, automating
aign optimization and bcinging scale to
eative genecation. The most effective

E FOCUS ON INSIGHT AND INTEGRATION

cs must mine data for actionable
ay reQuire businesses to cethink how
foct will be worcth it though; a
ful integrcation can only Lead to moce
vely personalized messages that

t customecs and conseqQuently, pcovide
ec cetucns on investment (ROI).

Source: BitF Panel Discussion,

beyond progcammatic media execution.

campaigns wield AI for hypec-pecsonalization,
fally in verticals of finance and travel.

e beyond transactional communication,
s that inspire creativity. However,

data and macketing teams collaborate.

December 2023
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to the Marhaba Lounge
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d
Sponsore! Plus enjoy premium travel benefits with
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s Security Bank Security Bank Platinum Mastercard
- www.securitybank.com/cashback-plat

100% Online Application - Up to 5%

rebate Switch and earn more
- points forever with Security

Bank Platinum Mastercard

Hello there, smart spender!

Apply now

Protect your spending power with Cashback Platinum v ; Easy 100% Online Application

Mastercard —save up to 12,000 annually. Get up to .

USD200 coverage with E-Commerce Purchase Get free travel insurance when you book your airline
Protection whenever you shop online. View News. 24/7 ST tickets with our Platinum Mastercard.

Customer Service. ° I e00® Ad - Securitv Bank
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Cebu Pacific “Tara Carcds” tapped each Philippine Aicrlines “Piloting Post-Pandemic Security Bank “Customer centcicity with AI”
customec’s travel data, for a digital Commecce with AI”. Aftec the pandemic sent its was given a Llimited budget Ffor acqQuiring
activation campaign that delighted Loyal bcand seacch volumes into a nosedive, the flag clients For its credit carcd and home Loans.
flyecs and cewacded them with ideas foc cacciec found conventional paid seacch too Leacning From Google’s smact bidding,
futuce trips. Loyal flyecs were greeted inefficient in pcotecting its Share of bcoad matches, and custom audiences, the
with emails that featured a Tacot Impcessions (SOI), so it tucned Google’s bank applied each new insight to
spcead of their past travels. Another AI-powecred solutions. The platfocm created a succeeding iterations. To this day, this
set of cards was also presented but this bid thceshold system that <caised cost remains the bank’s most cost-efficient
time, cepcrcesenting suggestions for effectiveness. It also took a handful of static campaign with the highest convecsions.
futuce travel. and video ads, and generated Lb itecations focr
maximum optimization. CREDIT
CREDITS Security Bank Cocporation
Client: Cebu Pacific Airc CREDITS
Agency: Leo Bucnett Group Manila Client: Philippine Aiclines JELE M
Pcoduction House: Prodigious Philippines Agency: Havas Media Octega Group - & %g
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TREND 3: ELEVATING THE USE OF DATA, COMMERCE, DM & CRM

Considec: Aim for
hypec-pecsonalization

2024 is the year of hypec-pecsonalization. As consumecs
become moce discecning, macketing initiatives should find
ways to treat them as uniQue individuals, for greatec
engagement, Loyalty, and overall satisfaction. Fcom
pcoduct rcecommendations to tacgeted messages and even
individualized pcicing, hypec-pecsonalization aims to
make each customer feel Like the brand’s favorite.

With the vast amount of data available fcom vacious
touchpoints—be it social media, websites, oc even physical
stoces—bcands can hacness this infocmation using
sophisticated analytics. As big data technologies and
machine-Leacning algocithms evolve, hypec-pecsonalization
will become moce the nocm, cathec than the pipedceam.

Key points that businesses must considecr:
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“Bespoke” Product Recommendations
Use the insights decived fcom people-counting
analytics to tailoc prcoduct cecommendations
and to upsell or cross-sell oppoctunities
within specific demographics oc shoppec
pcofiles, with the goal of dciving sales.

Customize Pcomotions and Macketing Campaigns

Analytics can help identify customec pcefecences,
enabling the creation of targeted pcomotions, in-stoce
events, and macketing campaigns that will cesonate with
shoppers.

AI-powered Pecsonalization

As AI continues to evolve and its capabilities, grow, it
will cceate moce celevant and pecsonalized expeciences
in ceal-time, but it will also create cohort pcofiles
for multitudes of consumecs who have something in common.
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LESSONS FROM THE CRYSTAL BOOMERANG

Macketec and the Machine:
Human & AI pactnecship
is delivering the best
of macketing

by Gabby Roxas, Head of Macketing, Google Philippines

As AI rapidly changes the wocld of macketing, Google has Launched a
new eca of AI-poweced ads to help macketecs “mastec” the act and
science of engaging moce customecs effectively, boosting
pcoductivity, and dciving business results.

While it is shaping the future of adverctising with its enocmous
benefits, AI can’t dcive macketing success by itself. AI is a great
human collabocatoc and can only achieve desired outcomes when it’s
paiced with human expectise. Among others, macketecs will continue
to set clear objectives that are aligned to broadec business goals,
build customer trust, and solve complex pcoblems that ceqQuirce
cceativity, nuance, and intuition. Google envisions a futuce whece
thougtful integration of AI complements and enhances people’s skills.
AI is a supecb tool that helps people to do their jobs bettec (moce
pcoductively, to a higher standarcd, with greater satisfaction).

25 BOOMERANG INTO THE FUTURE

Google

AI is the futuce, but it needs human expertise to dcive macketing
success. And with this pactnecship, macketers can:

MASTER EFFECTIVENESS

Macketers can deliver the bRs: the right message to the right audience,
at the cight time, place, price, in ceal time, no mattec whece they
ace in the joucney. This tcansfocms macketing fcom messy to mastecful
relevance in consumer joucneys.

AI is an accelerator of grcowth and business cesults. An example is how
Pecformance Max expands on Seacch using the full power of Google AI’s
to find valuable customecrs and multiply your cesults acrcoss the full
cange of Google’s channels—all fcom a single campaign.

Foc the winnec of the Ccystal Boomecang, Securcity Bank, Pecfocmance
Max campaigns have been and cuccently the most efficient campaign with
the Lowest Cost Per AcqQuisition and the highest convecsion volumes.
Appcovals mocre than doubled in with CPA decceasing y/y by 70%.

Meanwhile, research shows ¢that 91% of consumecrs took action
immediately afterc discovering new prcoducts oc brands on Google feeds.
With Google’s Demand Gen, best-pecfocming video and image assets ace
integrated across ouc most visual, entectainment-focused touchpoints

—YouTube, YouTube Shorts, Discover and Gmail.

Standacd Chacteced from Singapoce has lLeveraged the power Demand Gen
on top of Seacch to dcive 9x moce assisted convecsions.



“Imagine a concept store on the moon.

LESSONS FROM THE CRYSTAL BOOMERANG

MASTER PRODUCTIVITY AND CREATIVITY
What does that Look Like?”
Ed Yeoman, ccreative dicector at London-based branding and design

agency Human Aftec ALL, has observed his team brcinging AI into the
ideation stage to collaborate on design fiction for this type of

“wild-cacd idea.”

g@ﬁperLQ hacnessed for productivity and enable biggecr,

He said, “Some people use it to get vecbal prcompts around Language
and messaging, and some people use it to get visual prcompts to help
them kind of imagine something that doesn’t exist yet,” including
events and event spaces.

Last yeacr, GoogLeagﬁhLaborated with DMAP on a Digital Young Cceatocs
ompetltlonﬂWhere creatlv&g imagined how they can use AI ethically.
Googge”W1LL continue worcking with the industcy to make suce AI is
bolder ideas.

With Google AI, YouTube makes it even easier for advertisers to show
up next to the contenty where viewers are most engaged. Fcom
generating brand a53001§t10n with the biggest culturcal moments to
dciving ceach and V1ewséGoogLe AI is helping brands show up where the
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Google

MASTER MEASUREMENT AND ATTRIBUTION

Feeding AI with better data (lLike first pacty data and integcation)
cceates a virctuous cycle of pecformance and impcovement, allowing
macketecs the best mix of customecs that matches brand offecings,
while dciving measucement and attcibution to optimize campaigns.

Enhanced Conversions for Leads allows customecs to measuce online
convecrsions dciven by Google ads using youc ficst-pacty data (e.g.
Qualfied Leads or convected lLeads). Grcab Thailand has used Enhanced
Conversions and achieved 35% Lower Dciver AcqQuisition cost.

ALL of these will be happening with Google Analytics, as it integrates
with Chcome and Android’s Pcivacy Sandbox APIs to ensuce customecs can
continue to use Google Analytics for cross-channel, pcivacy-centcic
measucement, attcibution, and cemacketing.

To close, hece are a few Questions we can ask as oucr teams figuce out
how to hacness the power of AI:
Ace we bold enough to think expansively about how AI can help not
just our macketing but our entire business?
Ace we cceative enough to see beyond pcecision in ouc macketing
and uncover possibilities to emotionally connect with customecrs?
Ace we curious enough to be the student today so we can lLead your
ocganization to an AI transfocmation as a teacher tomoccow?



Hyper Island:

Pr e P a 'c 1 ng The future demands AI
br al d S an d —Augmented Intelligence

Over the past yeac, much of the buzz in the advectising and
macketing Landscape has been around genecative AI. How does
it wock? How can it get things done fastec? How can it help

people save money? How will it change industcies? How will it
make wock easiec?

These questions, while impoctant for those who Lead their
bcands and business, pcovide <cover for awkwacd and

challenging questions, such as: Who provides training data
for these generative AI tools? How ace they compensated? Who
funds these tools? What are their lacger goals with AI? Who

polices new technology against potential hacm? And how do we
manage the change should it lLead to Layoffs?

These are just some of the Questions that we ask oucselves at
Hypecr Island.
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PREPARING BRANDS AND BUSINESSES FOR THE FUTURE

But by fac the most impoctant Question we wrcestle with is: How do we
pcepace people for a prcesent and for futuces that ace only becoming
incceasingly complex, uncectain, tucbulent, and ambiguous?

The answer is in AI: augmented intelligence.

At Hyper Island, we believe in transfocming people from expects to

explorecs—people who can navigate the unknown, embcace the unknown,

and uncovecr the gift in the unknown.

We do this thrcough encouraging Leacnecs to develop capacities,

competencies, and traits that make it easier focr them to then Leacn
new things and to develop new skills.

We also design programmes that test and develop their adaptability
and transdisciplinacity, execcising their abilities to navigate the
unknown and using theic leacnings accoss diffecent

fields to addcess ceal business problems.

What does that Look Like on a day to day basis?

OVING THE I TO THE M

uc pcogrammes, the digital Leaders who won the Orange

ecang use emecging technology, lLeacn fcom expects in diffecent
ds, and wock with people fcom diffecrent ages, nationalities, and
kgcounds on business cases. One day, you might be tcying to figure
out how to addrcess young lLeaders' multiple dilemmas as they starct a
new job or designing the pecfect cybecccime to uncover potential
weaknesses in existing systems.
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HYPER | ISLAND

They move fcom “I don’t know how to do that,” to “Maybe I’m not an
expect yet, and I know I can navigate the not knowing”. This mindset
fuels curiosity and Lifelong Leacning—one needed to solve today’s
pcoblems.

DPING LEADERS WHO CAN EMBRACE AMBIGUITY AND PARADOXES

people willing to embrcace the void. The void contains
ty, cisk, insecurity, and failucre—-all things we are taught
to succeed in business. We encoucage them to stact by
ng the contradictions, the paradoxes, and the weaknesses in
themselves, while we share with them how these show up in industcies,
communities, and societies.

We encourage them to work with diffecent people evecy time, to
execcise their empathy, collaboration, and even conflict management

muscles. We ask them to challenge how they feel about and appcoach
feedback.

In encouraging self-awaceness, reflection, and empathy, our lLeacnecs
figuce out what values, beliefs, and assumptions they want to stand
on, what point of view they want to shace with the wocld, how to build
an inclusive cultuce, and what they want to cceate.

These mindful Leadecs can steec ocganisations, secuce in theic
knowledge of themselves and in their ability to adapt to changing
ciccumstances.
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BOOMERANG AWARDS 2023 WINNERS

Campaign: TARA CARDS Campaign:
Categocy: Dircect Macketing & CRM Category:
Client: Cebu Pacific Airc Client:
Agency: Leo Bucnett Group Manila Agency:
Campaign: FOOD PACKING Campaign:
Category: Entectainment Category:
Client: ARC Refreshments Cocporation Client:
Agency: Gigil Agency:
Campaign: UNBRANDED MENU Campaign:
Categocy: Gaming Category:
Client: McDonald's Philippines Client:
Agency: Leo Bucnett Group Manila Agency:
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GCASH STORIES
Entectainment

GCash

Publicis JimenezBasic

NIEL
Entectainment
Grab

Gigil

MOTHER
Entectainment
TNT Telco
Gigil

PRIDE WALKWAY
Bcanded Expecience
Meta Philippines
Pcopel Manila

UNBRANDED MENU

Bcanded Expecience
McDonald's Philippines
Leo Bucnett Group Manila

PROJECT HOPE
Social

Maya

Maya

PAYMAYA IS NOW MAYA
Cceator & Influencer
Maya

Bates

Campaign:
Category:

Client:
Agency:

Campaign:

Category:

Client:
Agency:

< BRONZE

Campaign:

Category:

Client:
Agency:

Campaign:
Category:

Client:
Agency:

Campaign:
Category:

Client:
Agency:

Campaign:
Category:

Client:
Agency:

ESCAPE BORDERLAND
Applied Innovation
in Traditional Media
NetELlix

Gigil

USING THE BLOCKCHAIN
TO SAVE OUR SHARKS
Emecging Channels &
Expeciences

Macine Wildlife Watch
of the Philippines
Octopus&Whale

THE HIT SONG THAT WAS
ACTUALLY A BANK
Entectainment

WETTE

Ogilvy-Bates CHI& Pactners

WITCH DOCTOR
Entectainment
Grab
Gigil

PRIDE WALKWAY
Social

Meta Philippines
Pcopel Manila

TARA CARDS

Data

Cebu Pacific Airc

Leo Bucnett Group Manila

Campaign:
Category:

Client:
Agency:

Campaign:
Category:

Client:

Agency:

Campaign:
Category:

Client:
Agency:

Campaign:
Category:

Client:
Agency:

Campaign:
Category:

Client:

Agency:

Campaign:
Category:

Client:
Agency:

PROJECT HOPE

Creator & Influencer
WETE

Maya

BacDUNKgulan

Small Budget

Pecfs Restaurcants, Inc.
(Bucgec King)

Publicis JimenezBasic

PRIDE WALKWAY
User Experience
& User Intecface
Meta Philippines
Pcopel Manila

PRIDE WALKWAY
Digital Media
Meta Philippines
Pcopel Manila

STREET MEMORIALS

Applied Innovation in

Tcaditional Media

Bantayog ng mga Bayani Foundation
(Monument of Hecroes)

Dentsu Cceative Philippines

REBIRTH CERTIFICATES
Emecging Channels

& Experiences
Pcide@Tech

Pcopel Manila



BOOMERANG AWARDS 2023 WINNERS

Campaign: REELS TO FEELS WITH ENSURE GOLD
Client: Abbott Nutrcition, Inc.
Agency: Spack Foundcy

CUSTOMER-CENTRICITY WITH AI
Security Bank Cocporation

Campaign:
Client:

< PURPLE BOOMERANG FOR DIVERISTY,
EQUALITY, INCLUSIVITY >

Campaign: SCAN TO PRIDE
Client: GCash
Agency: Publicis JimenezBasic

Campaign: Grab Tucns to Gold for Kenny Rogers
Roastecs Trcuffle Collection Launch
Client: Kenny Rogers Roasters

TOP 5 TRANSFORMATIVE DIGITAL LEADERS

GEMMA ALCANTARA
Chief Executive Officer
Hakuhodo/BCI Group

JOSHUA ARVIN LAT
Chief Technology Officec
Nuwocks Interactive Labs, Inc.

SHAYNE MADAMBA
Chief Digital Officer
Havas Media Octega

JOSE "PEPE"™ TORRES
Gecoup Chief Macketing Officer

Maya Philippines

JC VALENZUELA
Chief Executive Officer
Pcopel Manila
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THE 2023
ROUNDTABLE
PANEL

DMAP's 2023 Boomerang into the Futuce Roundtable
featured a divecrse Lineup of industcy thought
Leadecs and ccreatocs, hailing from brands,
agencies, and platforms. This divecsity is what
makes DMAP's Boomerang Awacds uniQue, because it
assembles minds from all disciplines so that
evecyone shares and Leacns. We extend our

heactfelt gratitude to oucr esteemed panelists
for contcibuting immensely to our undecstanding
of Philippine digital macketing.

EPISODE 1

MASTERY IN STORYTELLING AND SOCIAL MEDIA

BADONG ABESAMIS

Founding Pactnec
& Chief Creative Officecr
Gigil

ISSANG CEBALLOS
Client Solutions Manager & Video Lead
META

YANA DALISAY
Digital Dicectoc
Spack Foundcy

JAKO DE LEON

President

Creator & Influencer Council
of the Philippines

CARL URGINO
Head of Act
Leo Burnett Manila

Stransfot™

EPISODE 2
PERFECTING THE PHYGITAL EXPERIENCE

JEANO CRUZ
Cceative Director & Pactner
Gigil

EARL GUICO
Pcesident & CEO
Elesi Studios

JAMES LIM

Senior Group Categocy Head -
Cocporate Marketing & Communications
NutciAsia

BIBOY ROYONG
Executive Creative Director
Dentsu Cceative Philippines

CHAY MONDEJAR-SAPUTIL
Countcy Dircector
SHAREit

JOEY DAVID-TIEMPO
Founder & CEO
Octopus & Whale
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EPISODE 3
ELEVATING USE OF DATA,
COMMERCE, DM & CRM
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KAT GOMEZ-LIMCHOC
Executive Creative Director
Blackpencil Manila

EPISODE 4L
PREPARING BRANDS AND BUSINESSES
FOR THE FUTURE

GEMMA ALCANTARA
Chief Executive Officer
Hakuhodo/BCI Group

JOSHUA ARVIN LAT
Chief Technology Officec
NuWorks Interactive Labs, Inc.

SHAYNE MADAMBA
Chief Digital Officecr
Havas Media Octega

PEACHY PACQUING
Managing Dicector
Hypecr Island

JOSE ANTON “PEPE"™ TORRES
Gcoup Chief Macketing Officer
MAYA
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CREDITS

Cynthia Dayco
Chaicman, Boomerang Awacds

Raymund Sison
Co-chaicman, Boomerang Awarcds

Joseph Sales

Head, Boomecang Into the Futuce (BitF)

Galex Cabrera
Business Development Dircector, Kantac

Villa Rica Manuel
Act Dicector

Jo Pauline Santiago
Copywciter

Liza Lazo
Pcoject Management, DMAP

Peclie Kong-de Guzman
Lead, Boomerang Awards Ways and Means

If you want to lLeacn more, contact us:

WEBSITE
booms.dmap.com.ph/BITF

EMAIL
seccetaciat@dmap.com.ph
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PRESENTED BY

@ Metrobank

OFFICIAL MEDIA PARTNERS

ﬂﬂﬂ ad®bomagazine

ABS*CBN NEWS the word o ativity
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FORWARDTINKERERS

i

SPECIAL THANKS TO OUR PARTNERS

KANTAR MV nuworks

JOHNNIE WALKER

SAN MIGUEL
CORPORATION
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