
On 12th September, we hosted our biggest ever event, with 220 attendees - Digital Connect. We went through over 50 brand briefs 
from across the three dis-ciplines to lift the lid on the main trends the agencies need to get on top of in order to grab the attention 
of top brands.

Innovation 

Efficiency, streamlining and automation 

There’s a real focus on the most innovative tech available, including 
AI, AR and VR, though very little mention of how brands would like 
this to be used and implemented 

There’s a sense that senior brand-side marketers now have the 
“unofficial” role of culture shifters, in terms of encouraging the 
widespread adoption and embracement of digital technology and 
making sure people feel comfortable with data-driven decision 
making

Data is still a hot topic, but challenges seem to have shifted from 
collection to how data can be used to inform decision making – 
there were also questions around how to measure whether data 
is even being used effectively  

Technology

“We have an image 
against our competitors 
that we are old and out of 
touch. We want to make 
innovative and relevant 
digital marketing that 
reaches and engages a 
younger audience, that 
gets them engaging, 
talking and sharing with 
their own audience.”

The Brief Overview of Digital Connect

We want to know 
how we can improve 
on our current efforts, 
what innovative 
technologies can help 
us gain subscribers and 
help us better promote 
the brand to the EMEA 
market.

“

”



Creative

We work with a lot of 
large, full-service agencies, 
which means we are 
potentially missing out 
on innovatio  from more 
specialised suppliers.

“Our content marketing is 
still very manual, so we 
would be interested to 
hear about ways to 
automate our marketing 
through the use of AI.”

Innovation is mentioned frequently – particularly when it 
comes to solutions and smaller, more specialised suppliers

Taking their existing digital content practices and 
strategies to the next level

Content marketing and content strategy are common 
themes – they want to use content to tell real stories and 
engage with wider audiences

What platforms brands should be using, and subsequently 
what type of content they should create for those platforms

Brands can see the value in bloggers/influencers but are 
cautious about where to start

Moving from manual content production to automation 

Online PR as an alternative to paid advertising 

“

”



“Our current buying model 
is that the majority of digital 
media across display, social, 
video, etc. is all bought in 
house. We’re looking for a 
partner to take our buying 
to the next level.”

“ How can we build a 
content strategy that 
innovates beyond 
keywords, understands 
user intent and competes 
with aggressive fintechs.”

Media
Most brands are looking at digital strategies as key to unlocking 
growth

Most brands have run SEO and content production in-house 
to a certain extent, but are now looking to turn this up a notch

Brands are curious about online buying models and want to 
make sure their digital advertising is maximising its potential 
(optimisation & cost efficiency)

Brands want to create a best-in-class content strategy

Get in touch
Keeping across these trends and having a solid position on them is 
key for agencies looking to help brands grow. For new clients it’s a 
way to stand out from the crowd, and for existing clients it’s a way 
to add value and futureproof your relationships. 

For more information about Ingenuity’s events and other services 
please contact Emma at events@ingenuitylondon.com.


