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MEDIA ADVERTISER OF THE YEAR – My recipe for Real Magic by Naomi Osorio Galan 

Dear AMMA jury,  

It is with huge excitement that I’m writing this case for the AMMA - Media Advertiser of the Year award. With 
a relentless passion for innovation and an unwavering commitment to creating impactful media campaigns, I 
have successfully driven brand awareness and engagement, earning recognition as a key player in the 
advertising industry. Here is my recipe for Real Magic, I hope you’ll like it. 

Remarkably Experienced Leader at 34: Merging Youth with Extensive Expertise and Vision 

With a decade of experience in the media sector, including 7 years at agency side at Dentsu 
(Client lead on Beiersdorf & LVMH) and IPG Mediabrands (Client lead on Coke), I have truly 
sharpened my skills and expertise. Almost 4 years ago, I decided to leave the agency world to 
enter the advertiser one when my former client Yves De Voeght decided to leave the Coca-Cola 
Company. One question popped into my mind, although it seemed soon at first sight: do I go for 
it or not? Am I not too young? Do I have enough credibility to succeed my predecessor?  
I decided to take the challenge, apply and go for it… And here I am, four years later, Senior 
Manager Media Operations Belux, convinced I made the right choice.  

I am a media and marketing enthusiast and as such I take my role as head of media for Coke very seriously, as 
I am convinced that such a brand and group can set the trend, help the sector evolve and encourage 
innovation & creativity. I take my role as an incredible opportunity to inspire not only our audiences but also 
the Belgian media sector and the future media and marketing generations. That is also the reason why I am a 
professor og media strategy & planning at IHECS since 4 years.   

Media plays a crucial role in Belgium, and the transformation of the media strategy that I have led has 
resulted in significant business growth. As recognition for these achievements, I have officially joined the 
Belux board within Coca-Cola, highlighting the importance of my expertise and market footprint. This 
recognition is particularly noteworthy, as media leads are not typically included in the board. 
Due to the excellent results achieved with Fuze Tea in Belgium, both in brand equity and business 
performance, I have been appointed as the media lead for Fuze Tea's global charter to drive the strategy 
guided by insights from the Belgian market. Additionally, as the JBP Tiktok lead at the European level, I have 
unlocked several test and learn opportunities for Belgium—a market not often prioritized by international 
digital platforms. This role has allowed me to drive innovative digital strategies within the region. 
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Being inspiring 

Contributions to the media sector  
Influencing the current media and marketing sector is important but getting the future generations on board 
is crucial to elaborate future proof strategies. As a student and very young professional I remember being 
inspired by experienced talents of the sector and that has followed me throughout the years. Keeping that in 
mind, has pushed me into doing the same for the youngsters which will constitute the media experts of 
tomorrow. As a result, I give weekly classes to 3rd year students at IHECS about media strategy and planning, 
and I transmit my passion and get them excited about their future jobs. Influencing the next generation is not 
only about teaching them at school, but it’s also about welcoming them into our day to day, into our brands 
and into our jobs. That is why I welcome those students every year in the Coca-Cola’s offices in Anderlecht to 
encourage sharing sessions and discussions between them and other marketing experts of the Company.  

Moreover, I have also been invited as a guest speaker at ULB for 2 years in a row to talk about the evolution 
of social media and influence marketing and also to UMONS to speak about the evolution of media and the 
digital transformation we are operating at Coca-Cola.  

On top of teaching and lecturing at universities, my contributions to the media sector have been substantive 
and diverse by being very invested and engaged in the local media and marketing community over the years:  

- Member of the final AMMA jury 2025 
- Presentator at Ad Night for students to inspire them 
- Member of UBA round table about AI in the Belgian Marketing industry 
- Member of Media Strategy jury 2024 
- Member of the jury Agency of the Year 2022/2023 (MM/Pitchpoint/ACC) 
- Member of the final AMMA jury 2023  
- Clear Channel Belgium Academy 2023 
- Member of the YMCE jury (2021 - 2022)  
- UBA Brand Building College (2021 – 2022 – 2023)  
- UMA Youngsters Committee & UMA get together presentator (2019 – 2020)  

I passionately believe that supporting the industry is key to bring the Belgian media market to the next level. 
I ensure that Coca-Cola is supportive of many industry events and organizations such as UMA, AMMA, 
Creative Belgium Awards among others. Next to that, it is crucial for me to develop new media momentums 
in Belgium following the market trends, therefore I decided to partner up with the Bisou Awards, the very 
first national influencer award show in Belgium that took place in October 2024. 

Being bold  

Creative, innovative, original and daring media choices   

As a media lead in Belgium, my approach served as best practice examples across Europe with our local 
innovative influencer marketing approach and creative outdoor media executions. 
To achieve this success, I have implemented an integrated media strategy that aligns media, creativity, 
influencer marketing, PR, events, and field activations, thereby redefining how we operate our media 
implementations today. By synchronizing all aspects of marketing and media, we have created a seamless 
process, focused on points of integration, collaboration, and simplicity.  

Traditional and proven media, like OOH and audiovisual channels, are our trusted allies to ensure brand 
visibility, command high attention, and stay close to our loyal consumers. Yet, rational thinking dictates that 
we must evolve with the times because the world is changing, and so are we. Our audiences are constantly 
navigating a universe of endless connection through the power of digital. That's why digital-first thinking is at 
the core of every strategy I implement. 
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But there's a paradox in this digital age: in our constant connectivity, we sometimes miss out on real-life 
experiences. I believe that a brand like Coca-Cola has the power to bridge this gap and drive change. My 
strategy aims to create an experience-based ecosystem where the magic of "phygital" (physical and digital 
integration) is key to thriving. 
Creativity, in the broadest sense, should be the foundation of every discussion, every plan, and every media 
choice. Teamwork and collective thinking are at the heart of every successful media strategy. Our local 
approach guides everything we do, ensuring that we stay connected, innovative, and resonant with our 
Belgian audience.  

One of my local challenges has been gathering first-party data as a brand that does not sell directly to 
consumers. To address this, I have been working closely with my local agencies to generate growth in this 
aspect. Together, we are implementing strategies that drive online traffic to the Coca-Cola App, enabling 
effective first-party data collection and ensuring our approach remains future-proof. 

The campaigns we entered for the ’25 AMMA awards showcase my local innovative media approaches, 
successful media strategies, and effective content marketing:  

- Coca-Cola and Oreo's campaign celebrated friendship with a unique Belgian media strategy. 
Combining physical experiences, like the Friendship Factory 3D billboard, with digital activations on 
TikTok and a first-ever activation on Spotify, we engaged Belgian Gen Z. This strategy bridged real-
world and digital connections, delivering impressive increases in weekly consumption and brand 
equity. (appendix 1) 

- Innovative sampling for Royal Bliss: Inspired by a TikTok trend of botanical walls at weddings, where 
guests ring a bell to receive a champagne glass, we revolutionized outdoor and experiential 
marketing by implementing this trend into our Royal Bliss media and activation strategy. We 
transformed traditional out-of-home advertising into a multi-purpose execution, combining a 
billboard, sampling station, and pop-up experience. (appendix 2) 

- Pushing local sales houses to the extra mile to foster creativity and innovation:  
o Step into the Magic: Due to my strong collaboration with media vendors, what started as a 

casual conversation and post it notes became Coca-Cola Belgium’s Santa's Chalet at Brussels' 
'Plaisirs d’Hiver.' Visitors were enchanted by this 3D technology-driven experience, flying 
alongside Santa and distributing virtual gifts. They could also scan a QR code to donate to 
Food Banks, providing holiday meals to those in need. (appendix 3) 

o At my request, Clear Channel Belgium and RMB collaborated to create an innovative 
"phygital" campaign for Coca-Cola Zero Sugar. The Antwerp-Central Station event featured 
interactive football rituals, a photo booth, and a giant Coke can fridge. Using micro-
influencers and real-time DOOH hijacking, we delivered dynamic, hyper-local content that 
resonated with Gen Z, boosting brand affinity and capturing attention during the EURO 
competition. This groundbreaking effort drove both emotional resonance and business 
growth. (appendix 4) 

o For the first time in Belgium: 
▪ we brought stickering inside the metro — turning daily commutes into bold brand 

moments. With vibrant, eye-catching stickers placed in the metro itself, we 
introduced the new taste of Aquarius. Whether you're chasing a connection or just 
powering through your day, Aquarius is right there with you — hydrating, refreshing, 
and ready when you are (appendix 5) 

▪ we took over the city 2 shopping mall with Coke Flavours. We secured coverage for 
both entries, inside and outside, ensuring high visibility within the mall. This 
strategic move enhanced brand exposure and engagement with visitors. (appendix 6) 
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- Driven by my determination to create Belgian-relevant content perfectly tailored to our market and 
audience, and fully integrated with our media strategy, we launched an innovative campaign for 
Sprite. Featuring limited-edition Swet Brussels x Sprite hot sauces, the tagline “Heat Happens, Stay 
Cool” highlighted Sprite's refreshment with spicy meals. The Spicy Wheel Challenge, promoted by 
influencers, reached millions on Meta and TikTok, achieving an impressive 8% organic engagement 
rate (appendix 7) 

- Advocate of AI and technology driven solutions within content and media strategy : In 2024, Fake 
Out of Home (FOOH) campaigns gained global popularity, with Fanta leading the trend in Belgium as 
the first in the Food/Drink category and second overall. Driven by my initiative, we developed four 
vibrant CGI videos and two special Halloween editions, blending real-world imagery with imaginative 
CGI elements to create engaging, locally relevant campaigns. Our success led Coca-Cola Atlanta to 
ask our Belgian team to develop international CGI content. These efforts significantly boosted brand 
metrics and business KPIs in Belgium (appendix 8). 

- Leading the way in ambassadorship as integrated part of the media strategy : Influencer marketing 
holds a special significance for me, especially as we navigate an era where consumer behaviour is 
immensely shaped by social media and digital interactions. It is crucial to develop this touchpoint as 
robustly as we do with other media strategies, as influencers offer authentic connections and trusted 
voices that resonate deeply with today's audiences. 
Through dedicated efforts and close collaboration with my agency, we have cultivated a powerful 
influencer marketing approach that is seamlessly integrated into our overall media strategy. This 
meticulous integration has not only enhanced our campaigns but has also positioned us as leaders 
within the food and drink category in Belgium. Our influencer marketing efforts serve as a 
benchmark, setting new standards and driving innovative strategies that resonate with our audience 
and amplify our brand's impact (appendix 9). 

Being unifying 

Getting the most out of our (Media) Partnerships: 
Our partnership with EssenceMediacom and WPP has been a key factor in driving this success. Together, we 
have brought creative excellence and unparalleled marketing capabilities that no other advertisers can 
deploy. This partnership integrates our capabilities across content, media, data, production, and technology. 
What sets my approach apart is the integrated synchronization marketing-related topic beyond just media. I 
work closely with EMC and its Content & Creative team, Hogarth, Ogilvy Social.Lab, VML, FamousRelations, 
and affiliated field marketing partners to deliver outstanding results based on local priorities and developed 
assets.  
This involves working closely with our partners at every stage, from brainstorming to briefing to planning, 
and rallying different media entities around a shared challenge.  

For me, my partners are not limited to the agencies I work with. I value Belgian media actors as being crucial 
and essential to make our plans come to live in this market. Being an international company, we are often 
pushed to collaborate with global partners, but in my case, I always give the priority to local relevancy and in 
that sense to my long-lasting local media brands. Collaboration is key to evolve together and to go the extra 
mile, which is why I involve media partners from the beginning of the process, making them brainstorm 
along with the agencies and myself to build the most innovative plans together. In my opinion, this should be 
the standard way of working of each advertiser, valuing the biggest media partners but also the smaller ones 
which in many cases bring added value.  
I collaborate with media partners in full transparency and on a regular basis thanks to my past in media 
agencies and I am fully convinced that considering them as partners rather than suppliers reinforces the 
relationship. In short: we are ALL one team.  

Being recognized 
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Much like the Real Magic that is synonymous with Coca-Cola, my unyielding quest for excellence in media 
advertising is fueled by a blend of innovation, creativity, and strategic thinking. My leadership, coupled with 
my dedication to fostering education and propelling industry advancement, embodies the transformative 
power of this magic. I leave to some of my partners the responsibility of explaining to the jury why I am a 
suitable candidate to be elected Media Advertiser of the Year. 
  

 5


