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THE HUMAN EDGE
Brand Building in the Age of Al

September 9, 2026 8:00 AM to 5:00 PM Makati Diamond Residences

Brand Masters Collab (BMC) is the premier gathering of global thought leaders and interdisciplinary experts, set to
transform the future of brand building in the Philippines. With a sharp focus on holistic brand growth, BMC is where
bold ideas spark, collaborations thrive, and sustainable success begins.

This year, we are stepping past the Al hype to unpack “The Human Edge”. This high-impact, elite learning forum is
designed to help you architect an Al-assisted marketing ecosystem that amplifies, rather than dilutes, your brand’s
purpose, personality, and connection to the consumer.

THIS PROGRAM IS FOR

e Visionary Executives steering corporate growth strategies.
e Business Leaders & Brand Custodians looking to optimize marketing operations.
e Decision-makers & Senior Marketers determined to act as the essential "last mile" of brand authenticity.

WHAT TO EXPECT

Through visionary keynotes, execution-driven insights, and immersive application activities, this collab will diagnose
and solve the industry's most pressing tensions:

e Automating Without Losing Authenticity: Decode how the modern Filipino consumer navigates discovery
and decision-making, and learn practical frameworks to protect brand distinctiveness in algorithmic feeds.

e Defining & Protecting Brand Purpose: Discover how to use Al-driven data to uncover cultural relevance
while relying on human judgment to scale your core brand message.

e Preventing the "Death of UVP": Avoid creative fatigue and generic messaging by using Al to build mental
availability without compromising your unique value proposition.

e  Governing Always-On Execution: Establish concrete guardrails, operational workflows, and
human-in-the-loop systems so hyper-personalized promotions don't erode long-term trust.
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START END DUR | FORMAT TOPIC / ACTIVITY DISCUSSION POINTS
8:30 AM | 9:00AM | 30 Registration Opens
9:00 AM | 9:15 AM 15 Welcome Remarks c/o Host
Welcome Address by PANA President
9:15 AM | 9:30 AM 15 Conference Overview and What to Expect

by CDM President

Filipino Consumers Today: Digital but Deeply
Human

What data reveals about how Al is changing
Filipino discovery, validation, and
decision-making.

How Al Is Shaping What Consumers See and

Automating Without Losing Choose
Authenticity: Decode the Filipino Strategies for using algorithmic
Consumer recommendations and performance data while
preserving human relevance and brand
9:30 AM |10:10 AM| 40 | Keynote |Keynote by distinctiveness.

Rika Sharma
New Executive Managing Director for The Trust Shift: From Brand Messaging to

Southeast Asia and Singapore Social Proof

Kantar Ways to strengthen credibility using signals
from creators, communities, and engagement
data

Winning with Authenticity: What Brands
Must Do Now

Practical framework for teams to protect brand
meaning and authenticity when using GenAl

Speaker acknowledgment and next

10:10 AM [10:15 AM| 5 . .
speaker introduction

Understanding Cultural Relevance in a
Fast-Changing World

How to use Al-assisted insights to define the
intersection between brand purpose and
consumer needs

How Marketers Define and Protect
Brand Purpose with Al

Segment by

Blums Pineda

SVP and Enterprise and International
Group Head

PLDT

10:15 AM [10:45 AM| 30 Talk
Purpose in the Age of Al: Clarifying What Al
Should Amplify

The key role of human judgement and
interpretation of Al-assisted insights in scaling
brand purpose

Speaker acknowledgment and transition

10:45 AM [10:50 AM| 5 to break

10:50 AM [11:00 AM| 10 BREAK
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START END DUR | FORMAT TOPIC / ACTIVITY DISCUSSION POINTS
Brands Are No Longer Competing for
Attention. They’re Competing for Al
Recommendation
Brands are no longer competing only for human
Moving Beyond Awareness: Positioning a.ttentlon, they are increasingly competing to be
with a Competitive Edge cited, recommended, and accurately
P 9 represented by Al systems. Covers how Al
powered search is reshaping discovery and why
11:00 AM |11:40 AM| 40 | Ta |>€9mentby brand positioning must evolve
Melissa Daniels
Chief Irfn-ovatlon Off‘icer at Om{‘ucom The New Brand Operating System
Advertising, and Chief Innovation . . . -
. . How brands organizes itself and its ability to
Officer at TBWA Singapore
create content. It's how a brand needs to
organize its system to be better positioned for
Al recommendations
Building Brands in an Infinite Content World
11:40 AM | 11:45 AM| 5 Speaker acknowledgment and transition
to Q&A
11:45 AM | 1155 AM| 10 Q&A Fireside Chat with Morning Speakers
(Q&A)
11:55 AM |12:15PM| 20 Applica Activity 1
12:15PM |12:25PM| 10 tion  |presentations
1225PM | 1:25PM | 60 LUNCH BREAK
1:25PM | 1:40 PM 15 AM Session Recap and PM Overview
Authentic Brands in the Age of Al
Breaking the Parity: Building Al with Using Al as a tool for execution while keeping
Authentic Brand Personality humans at the center of creativity and
storytelling.
1:40PM | 2220PM | 40 Talk |Segment by
Jerry Hizon Emotion in Marketing
Chief Creative Officer Why authentic human insight and emotion
Dentsu Creative (Philippines) remain the foundation of meaningful brand
connections.
220 PM | 2:25 PM 5 Speaker.acknowlc.edgment and next
speaker introduction
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START END DUR | FORMAT TOPIC / ACTIVITY DISCUSSION POINTS
Understanding Modern Al
How different Al tools and capabilities support
different marketing needs.
Always On, Never Generic: Al-Driven
Promotions for Long-Term Growth Always-On Marketing with Al
How Al transforms recurring marketing
2:25PM | 3:05PM | 40 Talk |Segment by operations through automation, context, and
Jess Tang connected systems.
Founder & CEO
Mavic Al (Singapore) Human-Orchestrated Al
How marketers architect Al systems by defining
context, setting quality standards, and applying
strategic judgment..
305 PM | 3:10 PM 5 Speaker acknowledgment and transition
to Q&A
310 PM | 3:20 PM 10 Q&A Fireside Chat with Afternoon Speakers
(Q&A)
3:20PM | 3:40PM | 20 Applica Activity 2
tion
3:40 PM | 3:50 PM 10 Presentations
3:50PM | 4.00PM | 10 BREAK
4:00PM | 4:10 PM 10 Panel Discussion Overview
Panel Discussion: “The Human in an Al
System”
What scales with Al and what remains
human-Lled to build brand authenticity in|Where Competitive Advantage Comes From
the age of Al. Nearly, every company now has access to the
same Al tools. If everyone has Al, where does
Segment Moderated by competitive advantage actually come from?
Jon Jon San Agustin
Panel [Ina Pineda Biggest Mistakes Companies Make Today
4:10PM | 5:00PM | 50 Discu What is the biggest mistake you're seeing
ssion |Panelists organizations make with Al today?
Francis Dy
MADTech Programs and Transformation |Designing the Al-Human Operating Model
Head When redesigning a modern marketing
GCash organization, which decisions should Al own,
and which should always remain with humans?
Lester Estrada
Vice President
P&G
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START END DUR | FORMAT TOPIC / ACTIVITY DISCUSSION POINTS

From Ideas to Operations

We've heard about consumer insights, purpose,
positioning, creativity, and Al execution today. If
a company wanted to operationalize everything
we've heard, where should they start? (KOL:
[tamar)

Al doesn’t work in isolation. How do marketing,
product, data, IT, and agencies work together
instead of experimenting separately? (KOL:
Lizelle)

How do you know Al is improving marketing
instead of simply producing more content?
(KOL: Lester)

Gian dela Rama
Chief Product and Al Officer
Sprout Solutions (Philippines)

Panel [ltamar Gero
4:10 PM | 5:00 PM 50 Discu |CEO

. Logi
ssion | TruelLogic The Future Marketing Organizations (And The

Role of Brand Managers)

Imagine you were rebuilding the marketing
organization today. Which roles change? Which
become less important? Which become
dramatically more important?

Imagine Al has generated a campaign that will
go live tomorrow. Before approving it, what are
the things every brand managers should
evaluate?

Each panelist contributes one criterion to build
a live checklist.

Lizelle G. Maralag
Chief Marketing Officer & Senior VP
GMA Network

5:00 PM | 5:05 PM 5 Panelists acknowledgement
5:05PM | 5:20 PM 15 Closing Remarks c/o Conference Chair
520 PM | 5:30 PM 10 Photo Ops
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.,

GIAN DELA RAMA
CHIEF PRODUCT AND AIOFFICER ~ MADTECH PROGRAMS AND VICE PRESIDENT '
SPROUT SOLUTIONS TRANSFORMATION HEAD PROCTER & GAMBLE
(PHILIPPINES) GCASH (PHILIPPINES) (PHILIPPINES)
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