


From 
attention economy 
to trust economy
5 key learnings from RTL Beach at the Cannes 
Lions that will shape the industry tomorrow 
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Cannes Lions, the international 
festival of creativity
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The biggest marketing & advertising  festival in the 
world: 

Å 15 000 delegates

Å 500 speakers

Å 90 country represented 

Å 27 000 award entries

Å 60 global CEOs

Å Famous speakers in 2026: Oprah Winfrey (TV Host 
& Producer), Jerry Bruckheimer (Movie director & 
producer) Priyanka Chopras (Actress), Questlove 
ƍeķīöÖöÈĐƎƂ

Å Global CMOs and agency CEOs: Artur Sadoun 
(Publicis) Marc Pritchard (P&G), Takeshi Sano 
(Dentsu), Dana Katz (Heineken)

Å   
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Key learnings from the palais

!O ÜėàīĐƟĲ ħàĤĉÈÖà 
creativity
While tech is optimizing the speed 
of work Ɩ creatives should still 
take the time to explore, feel & 
confront

Culture beats 
uniformization
Brand should take a stand on who 
they want to reach and create a 
strong differentiated positioning

Teamwork & care build 
success
Creating strong cohesion among 
teams and focusing on feedback 
of co-workers support successful 
creative work

Consistency delivers 
across fragmentation
In a world where marketing 
touchpoints multiply, delivering a 
unique message boosts 
marketing effectiveness



RTL AdAlliance 5

RTL Beach, the Plage to be



RTL Beach in a nutshell

31 speaking slots in total, 100 speakers

Å 39 Brand & Agency speakers: Nestlé, SharkNinja, Backmarketſ lĤàĉĉÈſ _ƟlħàÈĉſ 
Coca-Cola, BMW, EasyJet, Luxottica, GetYourGuide, Lenovo, HP, Volvo, Velux, 
.àöàħīÜėħëſ !ÖÖėħſ |àÖĆöĲĲſ ­Đöĉàłàħſ yàĤīö/ėƂ

Å 20 Media speakers: RAI, RTL Nederland, RTL DE, ITV, Samsung, WarnerBros, 
NBCU, MagentaTVſ 5öīĐàŉſ yÈħÈďėķĐĲſ ¡ÈďīķĐì !ÜīƂ

Top speakers

Advertisers & Agencies

ÅMelanie Brinbaum (CMO Nestle Europe) Jenny Treiber (CMO Mini) Joy Howard 
(CMO Backmarket) Katja Brandt (CEO Dentsu Germany)

Media: 

ÅKelly Williams (ITV) Rak Patel (Channel 4), Frank Vogel (AdAlliance), Fabrice 
Mollier  (Canal+) Inga Leschek (RTL Deutschland)

Celebrities / Key voices: 

ÅRory Sutherland (Ogilvy) Marc Ritson (MiniMBA) Sir John Hegarty ( Business of 
ÖħàÈĲöłöĲŉƎſ OÈĐ |ķīīàĉ ƍeėĉĉŉ |ėīà DėķĐÜÈĲöėĐƎ [ėħìà EėĐŎÈĉàŎ ƍ_àĲƟī 5ÈĐÖàƎ 



Our top 5 learnings of the 
week

1. Trust is the ultimate currency for marketers

2. Premium content strikes back

3. AI is an infrastructure for creativity

4. _àĲƟī ĉàÈħĐ Üė Ĳóà ÕÈīöÖī ħöìóĲ ÈìÈöĐ

5. Measure what matters

6. Building a bright future for European video



Trust as the 
ultimate currency

Trend #1
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Why trust 
matters?

1
0

Correlation 
between brand 
trust and profit has 
doubled in the last 
ŘŜ ŉàÈħīƂ

Source: IPA effectiveness databank.

2008 2010 2012 2014 2016 2018 2020 2022

20%

46%% Reporting 
very large 
profit growth

% Cases with strong trust growth reporting strong profit growth

6-year ending
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Trust is a universal matter in 
marketing & advertising
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E-commerce 
« Trust is our #1 barrier to 
growth »
Joy Howard, CMO Backmarket

Petcare
«Trust is non negotiable»
Ricardo Prieto Ortiz, 
Marketing Director, 
Purina Europe

Beauty
Ơlķħ ĤħėÜķÖĲ ìė ėĐĲė ĤàėĤĉàƟī 
skin, trust is paramount»
Myralda Derks
Chief Consumer & Market 
OĐĲàĉĉöìàĐÖà lëëöÖàħſ _ƟlħàÈĉ 

Insurance 
« Insurance has an history of being 
trustworthy and reliable»
Conny Kalcher, Chief Customer 
Officer, Zurich Insurance

Food
«Trust on a broader spectrum is 
a key benefit»
Rafael Narvaez
CMO, Mutti

Tourism 
«Sponsorship is a trust trigger»
Lucie Metzger, VP Brand & Media
Accor

Consumer electronics 
« Trust encompasses quality, 
innovation & solutions»
Dave Kersey, 
VP Global Media
SharkNinja
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Consumers still strongly trust brands in a world 
overflowed with information
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ƜLÈĉë ėë óàÈĉĲó- related  
content on social media 
is inaccurate Ɩ brands 
ĐààÜ Ĳė īÖÈĉà Ĳóà ĲħķĲó Ɲ

Severine Autret , 
Global Creative Lead
Opella



Trusted media build trusted brands. 

I can trust 
a brand that 
I discover for 
the first time 
through an ad 
on the following 
media.
(Any agree, Europe)

-20%

YouTube 

-35%

Social

+10%

BVOD

+20%

TV 
«

Source: The Living Room by RTL AdAlliance. Onl ine field from 19Jan. to 4 Feb. 2026. Europeans respondents aged 18-64 (N=12, 297).

All media 
average 

51%



RTL AdAlliance 15

Ɯeėħà ĲóÈĐ àłàħſ ďàÜöÈ öī 
the message: it brings 
trust because not 
àłàħŉÕėÜŉ ÖÈĐ ÈëëėħÜ öĲƝ

Ricardo Prieto Ortiz, 
Marketing Director, Purina 
Europe
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Ɯ/ėĐĲħėĉ Ĳóà ÖėĐĲàňĲſ ŉėķ 
ÖÈĐƟĲ Õà ĲħķīĲàÜ öĐ È 
ÖėĐĲàňĲ ĲóÈĲ öī ĐėĲƝ

Conny Kalcher, 
Chief Customer Officer, 
Zurich Insurance
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!ĐÜ öĐ Ĳóà àĐÜƂ ĲħķīĲ Ĳóà /el

Ɯeŉ Õėīī ĲėĉÜ ďà Ɩ öĲƟī ăķīĲ È ÕħöĉĉöÈĐĲ 
idea Ɩ Ńà ÜėĐƟĲ ĐààÜ Ĳė īóėŃ È 
dashboard or ROI against it Ɩ I trust 
ŉėķƝ
Melanie Brinbaum, CMO Nestle



Premium content
strikes back

Trend #2



©RTL AdAlliance

+44%

higher trust 
when watching in professionally produced 
content vs. in non-professional content

¡ėķħÖàƀ ­]ž Ɯ/ėĐĲàňĲ 9ëëàÖĲīƝſ eÈĤ ¨óà ¨àħħöĲėħŉ Ǖ ¨ÈĤàīĲħŉ |àīàÈħÖóſ řŗřśž ©RTL AdAlliance
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Definition of premium 
media

1. Professionally produced

2. Ad & Content is controlled by humans

3. Independently measured

4. Trusted by the audience
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We should have more pride in 
what we do, talk about the 
quality of the content we 
ĤħėłöÜàƂ
Lee Sears
President Ad Sales International 
Markets
Paramount
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ƜOĲƟī ĐėĲ ÈÕėķĲ ďėħà 
ÖėĐĲàĐĲ öĲƟī ÈÕėķĲ ÕàĲĲàħ 
ÖėĐĲàĐĲƝ
Matthias Heinze
SVP Advertising, Warner 
Bros Discovery
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Bringing best of both worlds to the audience

Internationally acclaimed programmes Relevant local sport & entertainment



The collaboration map

&

&

&

&

&

&

Global streamers and local champions

and more...



Bringing sport back to the people (and 
the advertisers)

Streaming brings more visibility to niche 
sport and more content for hardcore fans 

Broadcast develops further side content to 
enhance the experience of fans
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Towards less fragmentation and more distribution 
of the content
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Roland Garros 2026 final in Germany was 
broadcasted on 5 channels/platforms

Overperformed in every channel



Ɯ¨ħķīĲ ďÈĲĲàħī öĐ 
Entertainment, once we have 
ĤàėĤĉàƟī ÈĲĲàĐĲöėĐſ Ńà ÜėĐƟĲ 
want to waste their precious 
ĲöďàžƝ

Inga Leschek, chief content 
officer RTL Deutschland



Ɯ¨óà ÖėĐĲàĐĲ óėėĆī ďà ÕķĲ 
O ėëĲàĐ ħàìħàĲ ŃÈīĲöĐì Ĳöďà ėĐ öĲƝ

15%

FAST

19%

BVOD

21%

Linear TV

27%

SVOD

32%

YouTube

36% 18-34

29% 35-64

Source: The New Life of the Living Room by RTL AdAl liance. Online field from 25 Jan. to 7 Feb. 2025. 12,500+ respondents aged 18-64. Europe 14: Austria, Belgium, Denmark, Finland, France, Germany, Italy, the Netherlands, Norway, Poland, Spain, Sweden, Switzerland, the UK.

Any agree



AI as an 
infrastructure 
for creativity

Trend #3
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AI generated content can feel uncomfortable 
especially in advertising...
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« Our AI empowered 
creative team employs 50 
people Ɩhuman 
first/human last. Talented 
humans to brief & control 
the machine »

Severine Autret, Global 
Creative Excellence Lead , 
OpellaR
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« AI and creativity often 
feel like a race the bottom 
Ɩ everybody talks about 
more content, faster, 
cheaper. We need more 
meaning rather than more 
noise»

Philipp Schmidt, 
CEO Webedia Brand 
Xperience
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