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How the Growth 
Council Works

When CMOs win, the entire 

industry benefits. The Growth 

Council elevates our standards and 

strengthens marketing’s impact on 

businesses, consumers, and society.

Bob Liodice, CEO at ANA

The ANA and Cannes Lions launched the Global 

CMO Growth Council in 2018 with a small group 

of CMOs who came together to achieve what 

none could accomplish alone. Today the Council 

represents CMOs from more than 1,200 companies 

worldwide, steering the industry agenda and 

advancing business practices that drive measurable 

outcomes.

How the Growth Council Operates

¶The Council meets annually to define the most pressing 

growth priorities and set the industry agenda.

¶During the year, Working Teams translate those priorities 

into initiatives that accelerate growth.

¶Working with ANA Business Practices, the Working 

Teams develop tools, standards, and frameworks needed 

to impact change.

¶Throughout the year, these solutions are refined, 

validated, and shared across the industry for 

implementation.

The Growth Council is an active working group . 

Delegates are expected to actively contribute by bringing 

their perspective, pressure-testing ideas, and developing 

practical solutions.

If each delegate pursues the Growth 
Council’s strategic growth priorities 
individually, then all stakeholders 
throughout the industry will win – your 
teams, agencies, media, and tech 
companies, all the way through to 
academia. 
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Your Role As Delegate

Your Leadership Matters

As the head of the marketing function within your 

organization, you represent the unique voice of 

your company and consumers.

Start with Your Delegate Briefing

Aligns you with the Council’s mission, strategic 
priorities, and current workstreams so you can 
contribute with clarity from day one.

1

Choose Your Working Team

Select the focus areas where your expertise and 
company priorities intersect; most CMOs 
engage deeply in one team and support a 
secondary area.

2

Engage in Specific Initiatives

Participate in fast-moving, time-bound groups 
that turn insights into actionable frameworks, 
tools, and standards for the industry.

3

Deploy Tools in Your Company

Put the Council’s practical outputs—
measurement frameworks, operating models, 
talent tools, and best practices—into action 
within your organization.

4

Share what You’re Learning

Bring back insights, challenges, and 
results from your company to help 
refine Council outputs and inform 
evolving industry needs.

5

Shape the Next Year’s Agenda

At the annual Summit, your experience 
and perspective help set the priorities 
that will guide the Council—and the 
industry—in the year ahead.

6

Your Step -by -Step Guide

Over eight years, we have built an optimized 

engagement model that enables CMOs to 

contribute productively while ensuring every 

delegate benefits from a dynamic, two-way 

exchange of ideas.
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The ANA Growth Agenda

The Growth Council is organized in Working 

Teams that are formally aligned with the ANA 

Board of Directors and are resourced by eight 

fully operational ANA business practices to 

drive the outcomes of the Growth Agenda.

Each practice is managed as a world-class business 

unit:

ÅBuilt with operational infrastructure, subject-matter 

expertise

ÅLed by cross-industry leadership councils 

composed of senior practitioners and leaders with 

deep domain expertise.

Brand Establish brand as a key source of measurable business growth by elevating brand as a business 
driver, delivering operational tools to enable modern brand excellence, and fostering a community of 
growth-first marketers.

Media Empower media professionals to drive growth, innovation, and accountability. As a hub of 
knowledge, influence, and collaboration, it delivers bold initiatives, practical events, and actionable 
content.

Technology Unlock the full potential of marketing technology by simplifying complexity, solving industry-level 
challenges, and providing the tools, training, and community to build stronger teams, smarter 
operations, and measurable growth.

Data Address the $420 billion data maturity gap for by providing the highest quality leadership content 
and strategies to transform data and analytics into actionable intelligence.

Measurement Elevate outcome and performance measurement, reflecting the growing demand from marketers for 
accountability, precision, and ROI in an increasingly digital and data driven environment.

Talent Empower marketing enablement across the organization and along the lifetime of a marketer’s 
career. From supporting organization transformation, to connecting academia with the industry, to 
upskilling and career growth, the Practice provides organizations with solutions that support your 
brand’s talent and growth objectives.

Inclusive 
Marketing

Set the agenda for inclusive marketing and transform it into a key brand and business growth driver, 
making brands matter to each and every consumer.

B2B Elevate B2B marketing by empowering marketers to lead with confidence, creativity, and 
accountability
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Council Working Teams
Each Working Team functions like a specialized “engine room,” to steer and advance progress 

towards the desired outcomes that the Council prioritized. Here is background behind each team and the 

north star guiding their 2026 priorities.

Brand

ÅEstablish Marketing as a Proven Growth Engine: Define and 
demonstrate marketing’s role as a primary driver of business growth and 
shareholder value.

ÅCodify Brand as a Financial Asset: Position brand as a measurable 
contributor to sustainable growth.

ÅCreate a Unified Marketing Measurement Standard: Align 
marketing investment and metrics with enterprise value — promoting 
adoption of The Multiplier Effect to integrate brand building and 
performance for maximum ROI.

Data, Technology, and Measurement

ÅBuild a Trusted Foundation for Data and AI: Establish shared 
standards, a common language, and enterprise-wide training to ensure 
responsible use of data and AI.

ÅClose the $420 Billion Data Maturity Gap: Advance the ANA 
Marketing Maturity Model to elevate data capabilities and unlock the full 
value of marketing investments.

ÅAlign Data Strategy with Business Impact: Define core marketing 
processes, organizational enablers, and investment frameworks that directly 
link data strategy to measurable growth outcomes..

Talent and Marketing Organization

ÅClose the Marketing Productivity Gap:  Assess and address skill shortages 
to recover the $25–40 billion in annual productivity lost across the industry.

ÅEmpower Leaders with AI-Driven Growth: Equip marketing teams to 
optimize tasks, redesign workflows, and drive greater impact through AI-enabled 
capabilities.

ÅRedefine the Human–Technology Partnership: Create new models for 
how talent and technology work together—maximizing resources, elevating 
creativity, and focusing human potential where it creates the most value.

Inclusive and Sustainable Marketing

ÅIn 2026, inclusive and sustainable marketing will be embedded 
horizontally across each of the Growth Council strategic pillars, with a central 
business operation fueling its continuous evolution. 

ÅEvolve the foundation of inclusive marketing –  meaning stronger, 
accurate representation grounded in a “SeeAll” philosophy. 

ÅAcknowledge the business building capability of inclusive 
marketing investments –  an empirically proven growth driver. Expand 
inclusive marketing as a business driver to optimize performance and close 
share gaps.

B2B Marketing

ÅUnlock a $20 Trillion Opportunity: Drive accountability and measurable 
growth across the global B2B marketplace.

ÅCreate the B2B Growth Playbook: Define how marketers orchestrate 
value across the customer journey with clear, practical guidance.

ÅLaunch the “Buyability” Model: Integrate brand and demand to drive 
business growth in an AI-powered, zero-click B2B world.

Small to Mid -Sized Company (SMC)

ÅElevate Marketing’s Role: Position marketing as a strategic growth 
driver for smaller enterprises.

ÅMake AI Accessible: Ensure AI solutions are practical, affordable, and 
effective for all organizations.

ÅIntegrate the SMC Initiative: Embed the program across all Growth 
Council teams beginning in 2026 to share learning and impact.
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BRAND
KEY PRIORITY:  Codify brand as an essential, measurable driver of business growth with universal financial metrics that 
directly align marketing investment with enterprise value. 

Working Team

WORKING TEAM CO-CHAIRS

Dean Aragón
Shell

Renata Ferraiolo
SC Johnson

Samantha Avivi
Bayer

ANA PROGRAM LEAD

Ann Baird
ANA
abaird@ana.net

2026 INITIATIVES

The Council committed to clearly establishing marketing’s 
role as a growth and value driver for businesses and 
shareholders.

ÅCodify brand as an essential, measurable driver of 
sustainable business growth and financial 
performance.

ÅEstablish a unified global standard for marketing 
metrics that directly align marketing investment with 
enterprise value.

ÅPromote adoption of The Multiplier Effect, integrating 
brand building and performance marketing to 
significantly elevate ROI.

ACTIONS YOU CAN TAKE NOW

ÅREAD an overview of new research presented by 

PwC and ANA during the Summit that links 

marketing excellence to shareholder value.  The study 

draws on five years of data across more than 190 

companies representing $1.3 trillion in brand equity, 

$170 billion in annual marketing investment, and 

nearly $2 trillion in shareholder return each year.

ÅDOWNLOAD¢ƘŜ aǳƭǘƛǇƭƛŜǊ 9ŦŦŜŎǘΥ ŀ /ahΩǎ 

Guide to Brand Building in the Performance Era ς 

Developed in partnership with WARC, Analytic 

Partners, BERA.ai, PROPHET and System1. 

RESOURCES

LINK

Marketing in the AI era. 
Move from efficiency to 
effectiveness to increase 
enterprise value

A person standing on a stage

AI-generated content may be incorrect.

The Multiplier Effect: A 
CMO’s guide to brand -
building in the performance 
era. Data-driven analysis that 
reveals why advertisers are 
leaving significant revenue-
generating opportunities on 
the table. 

LINK

ANA BUSINESS PRACTICE ALIGNMENT:  BRAND

The ANA Brand Practice’s mission is to establish brand as a key source of measurable business growth by elevating brand 
as a business driver, delivering operational tools to enable modern brand excellence, and fostering a community of 
growth-first marketers.

PRACTICE 
LEADERS

Stephanie Fierman
ANA  |  sfierman@ana.net

Tara Caiazza
ANA  |  tcaiazza@ana.net

Knowledge Sponsor for 
Marketing Effectiveness

mailto:abaird@ana.net
https://www.ana.net/content/show/id/pr-2025-10-masters3
https://www.ana.net/content/show/id/pr-2025-10-masters3
https://bit.ly/3RkCa24
https://bit.ly/3RkCa24
https://www.pwc.com/us/en/services/consulting/front-office/marketing-in-the-ai-era/to-matter-more-or-cost-less.html
https://www.pwc.com/us/en/services/consulting/front-office/marketing-in-the-ai-era/to-matter-more-or-cost-less.html
https://page.warc.com/the-multiplier-effect-report
https://page.warc.com/the-multiplier-effect-report
mailto:sfierman@ana.net
mailto:tcaiazza@ana.net
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DATA, TECHNOLOGY, AND MEASUREMENT

KEY PRIORITY:  Close the $420 billion data maturity gap by establishing universal standards, governance, and 
enterprise-wide fluency for data and AI. Align data strategy to business impact by defining core marketing processes, 
organizational enablers, and investment frameworks.

Working Team

2026 INITIATIVES

The Council emphasized the need for trust, governance, 
and fluency in data and AI to realize their full potential.

ÅBuild a trusted enterprise foundation for data and AI 
through shared standards, common language, and 
enterprise-wide training.

ÅClose the $420 billion data maturity gap by 
advancing the ANA Marketing Maturity Model.

ÅAlign data strategy to business impact by defining 
core marketing processes, organizational enablers, 
and investment frameworks.

ACTIONS YOU CAN TAKE NOW

JOIN  the Growth Council’s AI Leadership Initiative. 
Please take part in a 20-minute video interview with our 
knowledge partner, Infosys Aster, to share your unique 
insights and priorities related to AI. Your perspective will 
help continue evolving the Council’s AI center to benefit 
CMOs around the world. To schedule an interview, 
contact Meghan Medlock at mmedlock@ana.net

RESOURCES

CMO AI Hub: Knowledge 
platformfor ANA members will 
tap into ANA’s repository of 
marketing intelligence, with 
reports, case studies, toolkits. 
Developed with Infosys Aster. 
Available 2026.

TECHNOLOGY

Unlock the full potential of tech by 
simplifying complexity, solving industry 
challenges, and providing tools, training, 
and community to build stronger teams, 
smarter operations, and growth.

WORKING TEAM CO-CHAIRS

Gülen Bengi
Mars

Raja Rajamannar
Mastercard

ANA BUSINESS PRACTICE ALIGNMENT

DATA

Help members address the $420 billion 
data maturity gap for their businesses by 
providing the highest quality leadership 
content and strategies to transform data 
and analytics into actionable intelligence.

PRACTICE LEADERS

MEASUREMENT

Explore the bold ideas, proven tools, and 
standout leaders shaping the future of 
measurement.

Michael Donnelly
mdonnelly@ana.net

Jeff Minsky
jminsky@ana.net

John Hardy
jhardy@ana.net

David Fogarty
dfogarty@ana.net

Joan FitzGerald
jfitzgerald@ana.net

Bill Tucker
btucker@ana.net

Kevin Svenningsen
jminsky@ana.net

Jackson Bazley
jbazley@ana.net

Official Global 
Insights Partner

PROGRAM LEAD

Meghan Medlock
ANA
mmedlock@ana.net

mailto:mmedlock@ana.net
mailto:mdonnelly@ana.net
mailto:jharvey@ana.net
mailto:jhardy@ana.net
mailto:dfogarty@ana.net
mailto:jhardy@ana.net
mailto:mdonnelly@ana.net
mailto:jharvey@ana.net
mailto:jhardy@ana.net
mailto:mmedlock@ana.net
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TALENT AND MARKETING ORGANIZATION

KEY PRIORITY:  Recover the $25–40 billion in annual productivity lost across the industry, by assessing and addressing 
skill shortages, empowering marketing teams to drive growth through AI-enabled capabilities and innovative models that 
maximize resources, elevate creativity, and focus human potential where it matters most. 

Working Team

WORKING TEAM CO-CHAIRS

2026 INITIATIVES

Prioritize the AI transformation of marketing 
organizations and capabilities.

ÅAssess marketing talent to close the $25–40 billion 
annual productivity gap caused by skill shortages.

ÅEmpower marketing leaders to unlock growth through 
AI-driven task optimization and new workflows.

ÅRedefine how talent and technology collaborate to 
maximize resources, elevate creativity, and focus 
human potential to create the most value.

ACTIONS YOU CAN TAKE NOW

ÅCONTRIBUTE  to the updated Capabilities 
Framework. We are aggregating updated capability 
examples and insights from CMOs worldwide—
especially on AI-driven skills, organizational models, 
and talent strategies— and we need your input. As a 
contributor, you’ll receive early access to the draft 
Capabilities Framework to support your own planning 
for the yar ahead. Companies like Microsoft, Shell, 
P&G, General Mills, and LEGO are already 
participating. Click to contribute.

ÅSHARE your insights on campus this fall or spring 
during the CMO Homecoming.

ÅPARTICIPATE with your team in the next ANA 
Global Day of Learning. September 17, 2026.

RESOURCES

Marketing Capabilities 
Framework. First-of-its-kind talent 
resource providing CMOs with 
an industry-wide playbook to 
elevate modern marketing talent, 
driving growth for their 
organizations and our industry.

For Your Team. Optimize talent 
resources with ANA’s Corporate 
Training, Talent Diagnostics, and 
Change Management programs.

ANA BUSINESS PRACTICE ALIGNMENT:  TALENT AND MARKETING ORGANIZATION

The ANA Talent & Marketing Organization Practice’s mission is to empower marketing enablement across the organization 
and along the lifetime of a marketer’s career. From supporting organization transformation, to connecting academia with 
the industry, to upskilling and career growth, the Practice provides organizations with solutions that support your brand’s 
talent and growth objectives.

PRACTICE 
LEADERS

Julia Goldin
LEGO Group

Douwe Bergsma
Piedmont

PROGRAM LEAD

Jerusha Harvey
ANA
jharvey@ana.net

LINK

LINK

Jerusha Harvey
jharvey@ana.net

Peter Kenigsberg
pkenigsberg@ana.net

Greg Wright 
gwright@ana.net

https://form.jotform.com/222224290978056
https://ana.foleon.com/cmo/homecoming/
mailto:jharvey@ana.net
https://bit.ly/42SSRFd
https://bit.ly/42SSRFd
https://bit.ly/40KunRd
https://bit.ly/40KunRd
mailto:jharvey@ana.net
mailto:pkenigsberg@ana.net
mailto:gwright@ana.net


2026 Delegate Handbook10

INCLUSIVE AND SUSTAINABLE MARKETING

KEY PRIORITY:  Embed inclusive and sustainable marketing across each of the Growth Council’s strategic pillars with a 
central business operation fueling continued evolution. 

Working Team

2026 INITIATIVES

The Council reaffirmed inclusion and sustainability as 
enduring growth drivers, now embedded horizontally 
across all strategic pillars.

ÅIn 2026, inclusive and sustainable marketing will be 
embedded horizontally across each of the Growth 
Council strategic pillars, with a central business 
operation fueling its continuous evolution. 

ÅEvolve the foundation of inclusive marketing –  
meaning stronger, accurate representation grounded 
in a “SeeAll” philosophy. 

ÅAcknowledge the business building capability of 
inclusive marketing investments –  an empirically 
proven growth driver. Expand inclusive marketing as 
a business driver to optimize performance and close 
share gaps.

ACTIONS YOU CAN TAKE NOW

ÅSTAY TUNED for announcements related to the 
newly formed ANA business practice –  SeeALL 
Marketing Alliance (SAMA). The goal of this evolved 
inclusive marketing practice is to help brands improve 
their marketing by connecting with all consumers and 
unlocking new growth pathways.

RESOURCES

Responsible Marketing Case 
Studies. Illustrate the bottom-
and-top-line impact that can 
be achieved by marketing that 
centers on sustainability and 
inclusivity. 

ANA Diversity Report: 
Compendium of Historical 
Member Case Studies. These 
cases share the stories of 
brands making diversity, equity, 
and inclusion a priority, and 
putting actions behind their 
words. 

.

ANA BUSINESS PRACTICE ALIGNMENT:  INCLUSIVE MARKETING

Set the agenda for inclusive marketing and transform it into a key brand and business growth driver, making brands matter 
to each and every consumer.

PRACTICE LEADERS

WORKING TEAM CO-CHAIRS

Marc Pritchard
P&G

Jane Wakely
PepsiCo

ANA PROGRAM LEAD

Samantha Walsh
ANA
swalsh@ana.net

Christine 
Guilfoyle

Elliot Lum 
elum@ana.net

Bernice Veloz
bveloz@ana.net

Samantha Walsh
swalsh@ana.net

LINK

LINK

mailto:swalsh@ana.net
mailto:tcaiazza@ana.net
mailto:tcaiazza@ana.net
mailto:bveloz@ana.net
mailto:bveloz@ana.net
https://www.ana.net/miccontent/show/id/cmo-2024-10-responsible-marketing-cases
https://bit.ly/400QZwt
https://www.ana.net/miccontent/show/id/cmo-2024-10-responsible-marketing-cases


Dagmara Szulce 
dszulce@ana.net
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B2B MARKETING

KEY PRIORITY:  Establish the marketing function as a critical driver of business growth within B2B organizations by 
institutionalizing globally recognized, evidence-based best practices that are anchored in modern “buyability” principles 
and are made-ready for B2B’s AI/agentic future.

Working Team

WORKING TEAM CO-CHAIRS

2026 INITIATIVES

The Council will champion this initiative, ensuring full 
accountability for closing the gap for a $20 trillion 
marketplace opportunity and delivering measurable 
impact.

ÅWe will create a playbook that positions B2B marketers 
as orchestrators of value across the customer journey. 
The playbook will use plain English and real examples 
and case studies to outline how value is defined and 
created, in a way that sales, finance, and product 
counterparts in B2B organizations can use.

ÅThe playbook will feature the GCG’s B2B “Buyability” 
model. This integrates brand and demand, focuses on 
the account/opportunity, and explains how meeting the 
social and emotional needs of buying groups can be 
put into practice. 

ACTIONS YOU CAN TAKE NOW

ÅCONTRIBUTE  to the updated Capabilities 
Framework. We are aggregating updated capability 
examples and insights from CMOs worldwide—
especially on B2B practices. As a contributor, you’ll 
receive early access to the draft Capabilities 
Framework to support your own planning for the yar 
ahead. Companies like Microsoft, Shell, P&G, 
General Mills, and LEGO are already participating. 
Click to contribute.

RESOURCES

ANA BUSINESS PRACTICE ALIGNMENT:  B2B

The ANA B2B Practice’s mission is to elevate B2B marketing’s strategic role by empowering marketers to lead with 
confidence, creativity, and accountability.

PRACTICE 
LEADERS

Dean Aragón
Shell

Jann Schwarz
LinkedIn

ANA PROGRAM LEAD

Debbie Schildkraut
ANA
dschildkraut@ana.net

The Confident B2B Marketer. 
Research highlights a pivotal 
segment fueling B2B growth: 
“Confident Marketers." Their 
confidence stems from an ability to 
measure marketing's impact on 
financial performance.

LINK

ANA B2B Data and Analytics 
Playbook. Tackles hidden buyer 
dynamics, sales/marketing 
disconnects, and post-sale 
retention — with frameworks, AI-
ready models, and insights on 
smarter strategies.

LINK

Sonia David
sdavid@ana.net

Official 
Partner

Jonathan Adashek
IBM

The Strategic Rise of B2B Creator 
and Influencer Marketing. This 
paper shares insights on B2B 
influencer types, best practices, and 
ways to minimize waste. LINK

https://www.ana.net/miccontent/show/id/rr-2026-01-rise-b2b-creator-influencer
mailto:dszulce@ana.net
mailto:dszulce@ana.net
https://form.jotform.com/222224290978056
mailto:dschildkraut@ana.net
mailto:dschildkraut@ana.net
mailto:dschildkraut@ana.net
https://www.ana.net/miccontent/show/id/rr-2025-10-confident-b2b-marketer
https://www.ana.net/miccontent/show/id/rr-2025-10-confident-b2b-marketer
https://www.ana.net/miccontent/show/id/rr-2025-05-data-to-supercharge-b2b-marketing
https://www.ana.net/miccontent/show/id/rr-2025-05-data-to-supercharge-b2b-marketing
mailto:sdavid@ana.net
https://www.ana.net/miccontent/show/id/rr-2026-01-rise-b2b-creator-influencer
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SMALL TO MID -SIZED COMPANIES (SMC)

KEY PRIORITY:  Identify and address the unique challenges and opportunities for driving business growth among SMCs.

Working Team

WORKING TEAM CO-CHAIRS

2026 INITIATIVES

Recognizing that innovation must scale across all sectors, 
the Council committed to ensuring AI-driven growth is 
accessible to every organization.

ÅElevate marketing’s role from functional support to 
strategic growth partnership for smaller enterprises.

ÅEnsure that AI solutions are practical, affordable, and 
effective across organizations of all sizes.

ÅBeginning in 2026, embed the SMC initiative within 
each of the six Growth Council teams to enable shared 
learning and application.

ACTIONS YOU CAN TAKE NOW

ÅCONTRIBUTE  to a compilation of companies, 
consultants, and agencies that you have had success 
working with to achieve your goals.: abaird@ana.net

ÅENSURE  that your organization is aware of and has 
access to all training resources and programs that the 
ANA and Growth Council have endorsed:  ANA 
Marketing Training and Development Center, ANA 
Marketing Knowledge Center

RESOURCES

When Mainstream Meets 
Main St.— The Evolution of 
Small Business Advertising 
explores how small business 
marketing strategies have 
evolved in the digital age, the 
consequences of over-indexing 
on social media, the perils of 
striving for instant gratification, 
and how artificial intelligence fits 
into small- and medium-sized 
business building.

Cross-Pollinating Marketing 
Success. How businesses 
large and small can learn from 
each other's marketing 
success.

Amy Gath
Formica

Jason Morros
Edison Properties

Lynn Pina
BCBS Global Solutions

Shileen Weber
Beneficient

ANA PROGRAM LEAD

Ann Baird
ANA
abaird@ana.net

LINK

LINK

The SMC Working Team is aligned across all ANA Business Practice Areas.

mailto:abaird@ana.net
https://www.ana.net/schoolofmarketing
https://www.ana.net/schoolofmarketing
https://www.ana.net/resources
https://www.ana.net/resources
mailto:abaird@ana.net
https://www.ana.net/miccontent/show/id/rr-2025-10-confident-b2b-marketer
https://www.ana.net/magazines/show/id/forward-2024-09-usps-smb-direct-mail
https://www.ana.net/magazines/show/id/forward-2024-09-usps-smb-direct-mail
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Leadership 
Directory

The Leadership Directory outlines the leaders who set direction as well as the full roster of members 
serving on each working team. Delegates can use this directory to navigate the Council’s priorities, 
understand how teams connect, and identify the right partners for collaboration.

Leadership Council: The Leadership Council consists 

of Working Team Co-Chairs and sets the strategic 

agenda, defines priority areas, and ensures alignment 

across all working teams.

Working Team  Chairs: Working Group Co-Chairs 

lead the Council’s priority domains. Appointed by the 

ANA and Cannes Lions, the Co-Chairs set group 

agendas, drive accountability, and coordinate with the 

Steering Committee to advance shared goals.

Working Teams : Working Group Members bring 

expertise to the Council’s core initiatives. Organized by 

priority area, they identify the tools, frameworks, and 

outputs that move the work forward.

ANA Program Leads: Program Leaders work with 

each Working Group and help to coordinate with ANA 

Business practices to support priority initiatives —

ensuring initiatives progress smoothly and delegates 

have what they need to contribute effectively.



Co-Chairs

DEAN ARAGÓN
CEO & Vice-Chairman at Shell Brands 

International 

SAMANTHA AVIVI
CMO, Consumer Healthcare at Bayer

RENATA FERRAIOLO
SVP and Chief Executive Officer at

SC Johnson Lifestyle Brands 

ANN BAIRD
SVP, Global Program Lead
abaird@ana.net

Team Leaders

KHALED ALSHEHHI 
Executive Director – Marketing and 
Communication at UAE Government

ONNEY CRAWLEY
Chief Marketing Officer at Goodwill 

Industries International

NORMAN DE GREVE
Chief Growth Officer at

General Motors

MATHILDE DELHOUME
Global Brand Officer

at LVMH

RAVI DHAR
George Rogers Clark Professor, Director at 

Yale Center for Customer Insights

HEATHER FREELAND
Chief Brand Officer

at LinkedIn

KATHERINE FREELEY
Head, Media Center of Excellence at 

Boehringer Ingelheim

SIMONE GRAPINI-GOODMAN
Chief Marketing & Digital Officer at 

American Diabetes Association

GEORGE HAMMER
Head of Luxury Marketing at Marriott

ALBERTO HERNANDEZ LOPEZ
Global Chief Growth Officer at Sanofi 

Consumer Healthcare

EMILY KETCHEN
SVP & CMO of Intelligent Devices Group & 

International Markets at Lenovo

KAREN KOVACS
President, Advertising and Partnerships

at NBCUniversal

RENE LASSAUZET
SVP, Brand Creative at St. Jude

MARCEL MARCONDES
Global Chief Marketing Officer

at AB InBev

SUMIT VIRMANI
Global Chief Marketing Officer at Infosys
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Brand

Working Team

mailto:abaird@ana.net


Team Members

Kristin Abdel-Aziz, Amica

Manolo Arroyo, Coca-Cola

Lou Aversano, CIGNA

Benji Baer, CBRE

Vincent Bahk, FIS

Katie Baker, Scotiabank

Molly Battin, Home Depot

Samir Bhutada, Coca-Cola

Mark Bohen, Mass General Brigham

Jason Bunge, Hasbro

Thomas Burkhardt, Marchon Eyewear

Rankin Carroll, Mars

Toni Clayton-Hine, Ernst & Young

Erika Constantine, Discover Palm Beaches

Sara Correa, Bridgestone Americas

Erica Curtis, Penguin Random House

Carol Dahlquist, Flower Foods

Alana Darden-Powell, Sumitomo Pharma

Sandhya Davis, Booz Allen Hamilton

Tavia Davis, Goldman Sachs

Shelley Diamond, UNICEF

Janna Ducich, AT&T

Amy Dunham, Habitat for Humanity

Todd Eckler, Fiduciary Trust Company

Abdulaziz Elyas, The Saudi Investment Bank

Suzanne Fanning, Dairy Farmers of Wisconsin

Ola Fayed, IFFCO Group

Luis Garcia, Naterra International

Laurine Garrity, Fisher Investments

Ryan Gillespie, Sartori Cheese

Sally Gilotti, Children's Miracle Network

Cam Glover, Rollins

Lynn Godfrey, Leukemia & Lymphoma Society

Jose Gorbea, HP

Kate Grey, Banner Health

Rebecca Grimm, Eastern Bank Corp.

Cheryl Guerin, Mastercard

Lori Gustafson, Marriott

Laura Hanley, Synovus

Deborah Hannah, Stride

Elizabeth Harlow, Sonesta Hotels

Sofia Hernandez, TikTok

Maurice Herrera, Adtalem

Janell Holas, Make-A-Wish Foundation

Danielle Hollander, Visit Orlando

Amber Holm, Winnebago

Jackie Hooper, Cadence Bank

Jordan Howell, Heartland Food Products

Jon Iwata, Yale University

Shannon Jenest, Save the Children

Dipti Kachru, Broadridge

Kate Kerans, McDonald's

Ted Ketterer, Coca-Cola

Dan Kleinman, Deutsch Family Wines

Monica Kozak, Bottomline

Todd Krugman, Globant

Priya Kumar, Challenge Dairy

Jenna Lebel, Liberty Mutual

Dave Lew, American Cancer Society

Craig Lister, Consumer Cellular

Kristy LoRusso, Kaiser Permanente

Lesya Lysyj, Boston Beer

Danielle Mack, Adtalem

Khurum Malik, Walmart Connect

Amy Martin Ziegenfuss, Carnival Cruises

Traci Mason, Tyson Foods

Ignatios Mavridis, Army

Patrick McCarthy, BNY Melon

Don McGuire, Qualcomm

Richard McLeod, Wolverine Worldwide

Pam McQueen, Ideal Industries

Melissa Mendoza, Lindt & Sprungli

Chris Miller, Burlington Stores

Lawrence Montgomery, Baptist Health

Jason Morros, Edison Properties

Jennifer Murillo, PREMIER Bankcard

Olivia Nadler, Tenet Healthcare

Marcel Nahm, Goddard Systems

Christopher Owen, UnitedHealth Group

Tory Pachis, Amica

Veronica Parker-Hahn, Meta

Michael Perdigao, The Wonderful Company

Dawn Perry, CertaPro Painters

Pam Piligian, Navy Federal Credit Union

Julie Pirsch, Villanova

Joe Prota, IBM

Ellyn Raftery, Fidelity Information Services

Yin Rani, MilkPEP

Christie Raymond, Kohl’s

Michael Reda, T. Marzetti

Julie Rigby, Tempur Sealy International

Verchele Roberts, U.S. Cellular

Amy Rosier, Poudre Valley REA

Kim Salem-Jackson, Akamai

Tyrrell Schmidt, TD Bank

Howard Schwartz, Kennedy Space Center

Jann Schwarz, LinkedIn

Andrea Sengara, Campari

Kristi Shafer, American Licorice

Navin Sharma, Church’s Chicken

Emily Sly, PopSockets

Lana Slygh, TRUEWERK

Dario Spina, Paramount

Kate Stanford, Google

Brian Stifel, Cox

Heather Stuckey, Mars

Stanford Swinton, Merlin Entertainments

Stacy Taffet, Hershey

Janice Tennant, Merrell

Sierra Towers, Boehringer Ingelheim

Bari Trontz, MUFG Investor Services

Brenda Tsai, Bloomberg

Emily Turner, The Fresh Market

Rebeca Vargas

Rema Vasan, TikTok

Carmen Vasile, PepsiCo

Ryan Verschoor, AB InBev

Smita Wadhawan, Constant Contact

Julie Washington, Trinity Health

Lauren Weinberg, Peloton

Jeanne Wilson, Zespri Kiwifruit

Karen Wish, Mount Sinai Health System

Dawn Zappetti, Amalgamated Bank

Andrea Zaretsky, Morgan Stanley 

Doug Zarkin, MPR Brands
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Data, Technology, and Measurement

Working Team

Co-Chairs

RAJA RAJAMANNAR
Chief Marketing & Communications Officer 

and Founding President, Healthcare 
Business at Mastercard

GÜLEN BENGI
Lead Global Chief Marketing Officer at  

Mars, and Global Chief Growth Officer at 
Mars Snacking

MEGHAN MEDLOCK
SVP, Global Program Lead

mmedlock@ana.net

Team Leaders

ZENA ARNOLD

Chief Marketing Officer at
Sephora US

ASHLEY BURELLA

Director, Strategy & Insights - Global Brand 
& North America at Merlin Entertainments

DAVID EDELMAN

Executive Teaching Fellow at Harvard 
Business School

SHEILA HOLMAN
Head of Marketing at

United States Postal Service

GAIL HORWOOD
Chief Marketing and Customer Experience 

Officer at Novartis

KAYDEE MACINEK
Chief Marketing Officer at FM

ALISON PAYNE
Chief Marketing Officer at Heineken USA

SHENAN REED
Global Chief Media Officer at

General Motors

ERIKA SEROW
Partner and Chief marketing Officer at

Bain & Company

mailto:mmedlock@ana.net


Team Members

Jana Adams, Touchstone Energy

Jennifer Anaya, Ingram Micro

Katrin Atienza, ShelterPoint

Vincent Bahk, Fidelity Information Services

Anna Banks, AARP

Molly Batin, Home Depot

Jenifer Berman, Goldman Sachs

Aaron Bisman, Sesame Workshop

Julie Bowerman, Kellanova

Bill Brace, Signet Jewelers

Jenifer Brooks, FactSet Research

Lorraine Buck, Feld Entertainment

Maggie Burke, Meta

Quentin Butcher, Vietnam Veterans

Jonnie Cahill, Heineken

Denise Campbell, Novartis

Stephen Cassell, Point32Health

Andrew Chang, University of Chicago 
Medicine

Ken Chaplin, City of Hope

Jennifer Chase, SAS Institute

Keith Clark, Mutual of Omaha

Shauna Collins, Guardian Life

Alex Craddock, Citi

Andy DeLao, GE Healthcare

Shelley Diamond, UNICEF

Rachael Donnelly, Experian

Claudia Fenske, WD-40

Morgan Flatley, McDonald's

Jennifer Fox, Kodak Alaris

John Fredette, Consolidated Edison

Diana Frost, Kraft Heinz

Alison Gensheimer, Nielsen

Kate Godbout, Scholl's Wellness

Sam Gomez, Feld Entertainment

Sherry Graziano, Truist Bank

Olivia Harting, Chevron

Sarah Hodges, UKG

Maria Hokanson, Dairy Queen

Amber Holm, Winnebago

Jason Horowitz, Mattel

Nicolas Houssin, Mattel

Adrienne Ingoldt, Pilot

Meghan Johnson, Mondelez

Melissa Joye, Farmers Insurance

Piotr Jurjewicz, FIFCO USA

Denise Karkos, Dick's Sporting Goods

Melia Keller, Logix Federal Credit Union

Laura Knebusch, Georgia-Pacific

Brent Korte, Ameritas

Suzanne Kounkel, Deloitte

Karen Li, Kemin Industries

Jocelyn Lincoln, Bayada

Donna Lucas, Joni and Friends

Janda Lukin, Campbell Soup

Heather Malenshek, Land O' Lakes

Lesly Marban, Intuitive Surgical

Jess Matisz, Associated Materials

Ignatios Mavridis, Army

Ann McGarry, Securian

Sara Mendez, SC Johnson

Bernardo Meza, UFCU

Jamie Moldafsky

Olivia Nadler, Tenet Healthcare

Christy Nagle, CleanChoice Energy

Marcel Nahm, Goddard Systems

Alexander Ngo, Chubb

Patrick O’Toole, Unleashed Brands

Stacy Outlaw, WAEPA

Emily Pachuta, Ascensus

Stephen Palacios, Bush Brothers

Richard Parkinson, Prudential Financial

Steve Pawl, Glen Raven

Erin Pryor, First Horizon

Ellyn Raftery, Fidelity Information Services

Jordan Rost, Roku

Jonathan Sanchez, Analytic partners

Bart Schaller, Synchrony

Jon Schulz, Viant Technologies

Howard Schwartz, Kennedy Space Center

Kathy Seegebrecht, UL Solutions

Kevin Sellers, Avalara

Sonia Serrao, Tarkett

Ellina Shinnick, HUB International

Manish Shrivastava, PulteGroup

Kellyn Smith Kenney, AT&T

Christine Snyder, BD Becton Dickinson

Manos Spanos, Sunny Sky Products

Zarina Stanford, Bazaarvoice

Petra Stenecker, BabyBjörn

Heather Stewart, GM

Michelle Taite, MailChimp

Robert Tas, McKinsey & Company

Lynn Teo, Northwestern Mutual

Jayson Tipp, Playa Bowls

Marten Van Pelt, Plante Moran

Shyam Venugopal, PepsiCo

Donna Vieira, Sallie Mae

Ana Villegas, Cisco Systems

Ryan Voloshin, Goldman Sachs

Danielle Vona, Bloomin’ Brands

Smita Wadhawan, Constant Contact

Connie Weaver, Equitable

Christina Wegner, Vollrath

Chad Wells, Physicians Mutual

Tyler Whipple, American Family Insurance

Rob Whitney, Univar Solutions
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Talent and Marketing Organization

Working Team

Co-Chairs

JULIA GOLDIN
Chief Product & Marketing Officer

At LEGO Group

DOUWE BERGSMA
Chief Marketing Officer at

Piedmont Healthcare

JERUSHA HARVEY
SVP, Global Lead, ANA Talent Practice

jharvey@ana.net

Team Leaders

FRANK COOPER III
Chief Marketing Officer

at Visa

MAURICIO FERREIRA
Global Go-to-Market Leader, AI Business 
Solution – Small, Medium, Enterprise & 

Channel at Microsoft

NEIL GOLDEN
 Lecturer at Northwestern University
Former CMO at McDonald’s

JENNIFER HALLORAN
Head of Marketing and Brand at 

MassMutual

RAHUL MALHOTRA
Head of Group Brand Strategy & 

Stewardship at Shell

ELIZABETH RUTLEDGE
Chief Marketing Officer at

American Express

ANDREA SENGARA
Managing Director, House of Agave 

(Tequila & Mexican Spirits) at Campari 
Group

mailto:jharvey@ana.net


Team Members

Valeria Abadi, Globant

Mary Aboukar, Chobani

Trever Ackerman, Fitness Connection USA

Ashley Allan, Neurocrine Biosciences

April Anslinger, Purpose Brands

Kate Ardini, Mariner

Mila Armer, Epiroc

Shawna Barnett, Grand Canyon Education

Homi Battiwalla, PepsiCo

William Beck, Elevance Health

Jonathan Bellante, PurposeBuilt Brands

Angie Benamati, Stanley Black & Decker

Richard Bonfiglio, MSC Industrial Supply

Greg Boosin, Equitable

Ivy Brown, WorkMoney

Jason Bunge, Hasbro

Daniel Cenzano, Munich Reinsurance

Isabella Chris, Wells Enterprises

Joe Cohen, AXIS

Wallace Collins, U.S.. Air Force

Heather Conneely, Meta

John Cosley, Microsoft

Alex Craddock, Citi

Erica Curtis, Penguin Random House

Tina Davis, Citigroup

Peter DeBenedictis, Microsoft

Mathilde Delhoume, LVMH

Suzy Deprizio, Bath Fitter

Jennifer Dionne, Bath Fitter

Kate Dobbs, Interwell Health

Tanya Earley, Jones Lang LaSalle

Abdulaziz Elyas, The Saudi Investment Bank

Tony Ezell, BD Becton Dickinson

Dori Fern, TransUnion

Renata Ferraiolo, SC Johnson

Neil Frauenglass, Visit Philadelphia

Stephanie Gallo, E & J Gallo Winery

Stephan Gans, PepsiCo

Amy Gath, Formica

Steve Gisondi, Dorman Products

Meera Gopalakrishnan, BD Becton Dickinson

Jennifer Gould, GlaxoSmithKline

Sherry Graziano, Ferrara Candy Company

Greg Guidotti, Ferrara Candy

George Hammer, Marriott

Deborah Hannah, Stride

Ruth Harper, ManpowerGroup

Maurice Herrera, Adtalem

Gerald Johnson, American Heart Association

Kelly Jordan, Enova International

Melissa Joye, Farmers Insurance

Nicole Kane, Bimbo Bakeries

Melia Keller, Seattle Credit Union

Emily Ketchen, Lenovo

Jai Kibe, Chobani

Kim Kitchings, Cotton Inc.

Garth Knutson, Aflac

Kyle Lock, Butterball

Heather Malenshek, Land O' Lakes

Avi Mannis, Hawaiian Airlines

Amy Martin Ziegenfuss, Carnival Cruises

Ann McGarry, Securian

Lisa Melton, AAA Northeast

Zara Mirza, TIAA

Jim Motos, Rich Products

Alice Norsworthy, Universal Destinations

Stephen Palacios, Bush Brothers

Florian Péquignot, P&G

Lynn Pina, GeoBlue

Tracy Raiser, Strategy Source Executive Search

Shenan Reed, GM

Kara Reiff, Centene

Amandine Robin, Etravel + Leisure

Manny Rodriquez, UCHealth

Sydney Seiger, TXU Energy Retail

Sabrina Sexton, Arthritis Foundation

Nancy Sherr, TruStage

Kate Sibbern, Avenue5 Residential

Nicole Silver, Dotdash Meredith

Jim Stadler, Old National Bank

Amanda Steward, Athene USA

Rafael Sulit, Anterix

Ryan Verschoor, AB InBev

Tommaso Visentini, Pharmavite

Keli Walbert, Horizon Therapeutics USA

Nicole Watson, Revance

Chad Wells, Physicians Mutual

Xiomara Wiley, Universal Destinations

Alka Winter, Ras Al Khaimah Tourism

Deborah Yeh, Sephora

Julie Yufe, Diageo
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Inclusive and Sustainable Marketing

Working Team

Co-Chairs

MARC PRITCHARD
Chief Brand Officer

at P&G

JANE WAKELY
Chief Consumer and Marketing Officer and 
Chief Growth Officer, International Foods at 

PepsiCo

SAMANTHA WALSH
Senior Director, Sustainable & Inclusive 

Marketing
swalsh@ana.net

Team Leaders

PAUL ALEXANDER
Chief Marketing Officer at Boston University 

Questrom School of Business

LISA BECKET
EVP, Global Marketing at Disney 

Experiences

MELISSA BROTZ
Chief Marketing & Communications Officer 

at Abbott

CHRISTY COOPER
Global Director of Industry Relations

at Meta

JOSE GORBEA
Global Head of Brands, Agencies & 
Sustainability Innovation at HP

SOYOUNG KANG
Chief Marketing Officer at

eos Products

ANTONIO LUCIO
Chief Marketing and Corporate Affairs 

Officer at HP

mailto:swalsh@ana.net


Team Members

Anna Bellamy, Shell Oil Products

Tracey Burgoon, DAV

Quentin Butcher, Vietnam Veterans of America

Fiona Carter, Goldman Sachs

Keith Clark, Mutual of Omaha

Louise Clements, WorkJam

Joe Cohen, AXIS

Christina Cubeta, Scope3

Mathilde Delhoume, LVMH

Kristen Delphos, UL Research Institutes

Tony Ezell, BD Becton Dickinson

Kimberly Francis, Odele

Nathan Friedman, Understood.org

Julie Fussner, Culver Franchising System

Dale Green, Mars

Christine Guilfoyle, ANA Education Foundation

Marie Gulin-Merle, Google

Lisa Hake, Winmark Corporation

Brian Hankin, Altium Packaging

Jeremy Harper, Corewell Health

Kyle Hoffman, Wellow

Stephanie Horton, Google

Courtney Killingsworth, Walmart

Tom Kuhn, PGA Tour

Carrie La Ferle, SMU - Temerlin Advertising 
Institute

Rene Lassauzet, St. Jude’s 

Jason Levine, PIM Brands

Anita Liskey, CME Group

Karen Lithgow, Goodwill South Florida

Bernardo Meza, UFCU

Juliette Morris, New York Road Runners

Shirley Mukerjea, PepsiCo

Christy Nagle, CleanChoice Energy

Lori Nitschke, TIAA

Kellyanne Perez-Vera, Mastercard

Nick Primola, ANA

Heather Roff, L'Oréal

Monica Rowe, Care USA

Dave Schneider, Red Wing Shoe

Dana Schwartz, Goldman Sachs

Sherina Smith, American Family Insurance

Jacqui Stephenson, Mars

Sadie Thoma

Pamela Von Lehmden, American Dental 
Association

Russell Wager, Kia

Samantha Walsh, ANA

William White, Walmart

Rob Whitney, Univar Solutions

Deborah Yeh, Sephora

David Zucker, Perdue Farms
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B2B Marketing

Working Team

Co-Chairs

DEAN ARAGÓN
CEO & Vice-Chairman at Shell Brands 

International 

JANN SCHWARZ
Senior Director, Marketplace Innovation & 

Strategy at LinkedIn

JONATHAN ADASHEK
SVP, Marketing and

Communications at IBM

DEBBIE SCHILDKRAUT
SVP, Global Program Lead

dschildkraut@ana.net

Team Leaders

VINCENT BAHK
SVP, Head of Marketing at FIS

GREG BOOSIN
Chief Marketing Officer

at Equitable

JENNIFER CHASE
Chief Marketing Officer

at SAS

TONI CLAYTON-HINE
Chief Marketing Officer

at EY Americas

ANN KAWALERSKI
Global Chief Marketing Officer at 

Bloomberg Media

GARTH KNUTSON
SVP, Chief Marketing Officer at AFLAC

KATHY SEEGEBRECHT
Vice President, Americas Region at

UL Solutions

ERIKA SEROW
Partner and Chief Marketing Officer at Bain 

& Company



Team Members

Valeria Abadi, Globant USA

Jason Angrisani, DTCC

Mila Armer, Epiroc

Katie Baker, Scotiabank

Chris Bontempo, Johonson Controls

Lauren Boyman, KPMG

Jenifer Brooks, FactSet Research

Quentin Butcher, Vietnam Veterans of 
America

Athena Campos, CNH Industrial

Keith Clark, Mutual of Omaha

Louise Clements, WorkJam

Jennifer Dionne, Bath Fitter

Rachael Donnelly, Experian

Craig Downing, Gainsight

Abdulaziz Elyas, The Saudi Investment Bank

Jairo Garcia, Spectrum Brands

Amy Gath, Formica Corporation

Lisa Gilbert, Kyndryl

Dan Goldstein, Avixa

Meera Gopalakrishnan, BD Becton Dickinson

Chris Guerrero, ENGIE Resources

George Hammer, Marriott International

Ruth Harper, ManpowerGroup

Suzy Hays, C Spire

Sarah Hodges, UKG

Sheila Holman, United States Postal Service

Adrienne Ingoldt, Pilot Company

Dipti Kachru, Broadbridge Financial 
Solutions

Sheila Ketzler, AffiniPay

Brent Korte, Ameritas

Todd Krugman, Globant

Tom Kuhn, PGA Tour

Heather Malenshek, Land O' Lakes

Ann McGarry, Securian Financial Group

Linda McGovern, Knauf Insulation

Katie Miller, Goldman Sachs

Yvette Morrison, Caterpillar

Victoria Morrissey, Ferguson Enterprises

Emily Pachuta, Ascensus

Richa Pande, HP

Jonathan Sanchez, Analytic Partners

Alannah Sheerin, Google

Kate Sibbern, Avenue 5 Residential

Jennifer Slawson, Scotiabank

Manos Spanos, SunnySky Products

Jim Stadler, Old National Bank

Kelsey Sullivan, Principal Financial

Gayle Troberman, iHeartMedia

Brenda Tsai, Bloomberg

Marten van Pelt, Plante Moran

Rema Vasan, TikTok

Shannon Versaggi, SiteOne Landscape 
Supply

Kimberly Warne, WESCO International

Julia White, Amazon

Rob Whitney, Univar Solutions

Kyra Whitten, Flex

Jeff Wilson, Citizens Bank

Jessica Zall, Burford Capital

Michael Zuna, Cetera Financial Group
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Co-Chairs

AMY GATH
Vice President, Marketing & Strategy

at Formica Corp

JASON MORROS
Vice President, Head of Integrated 
Marketing at Edison Properties

ANN BAIRD
SVP, Global Program Lead
abaird@ana.net

LYNN PINA
Chief Marketing Officer
at BCBS Global Solutions

SHILEEN WEBER
VP, Marketing
at Beneficient

Team Members

Jennifer Anaya, Ingram Micro

Isabel Atherton, Sunny Sky Products

Bonnie Brannigan, Kalmbach Feeds

Thomas Burkhardt, Marchon Eyewear

Quentin Butcher, Vietnam Veterans of 
America

Susan Can, Operation Smile

Phyllis Caudill, Christian Appalachian 
Project

Yumi Clevenger-Lee, Quest Global

Christy DeSantis, Crohn's & Colitis 
Foundation

Jennifer Dionne, Bath Fitter

Keith Domalewski, Just Born

Neil Frauenglass, Visit Philadelphia

Kristin Giarrusso, Kiss Products

Ryan Gillespie, Sartori Cheese

Steve Gisondi, Dorman Products

Melanie Griesser, Blistex

Rebecca Grimm, Eastern Bank Corp.

Deborah Hannah, Stride

Chris Hartley, Blue Rhino

Nathan Hayden, Blount Fine Food

Maria Hokanson, Dairy Queen

Danielle Hollander, Visit Orlando

David Hook, John Muir Health

Erica Jensen, NMDP

Raj Joshi, Nature's Path Foods

Soyoung Kang, eos Products

Dan Kleinman, Deutsch Family 
Wine & Spirits

Brent Korte, Ameritas

Matt Krueger, GoNetspeed

Lynn LaRocca, United States Golf 
Association

Jason Levine, PIM Brands

Donna Lucas, Joni and Friends

Ann McGarry, Securian Financial

Rod McKenzie, Frame My TV

Christy Nagle, CleanChoice Energy

Peter Neiman, Municipal Credit Union

Jason Partin, Gorilla Glue

Steve Pawl, Glen Raven 

Daniel Petre, Solaris Paper

Pam Piligian, Navy Federal Credit 
Union

Michael Reda, T. Marzetti

Amy Rosier, Poudre Valley Rural 
Electric

Andrea Sengara, Campari America

Sabrina Sexton, Arthritis Foundation

Kristi Shafer, American Licorice

2026 Delegate Handbook24

Small to Mid -Sized Companies (SMC)

Working Team

Kate Sibbern, Avenue5 Residential

Manos Spanos, Sunny Sky Products

Janice Tennant, Merrell

Jayson Tipp, Playa Bowls

Angelia Vang, Dakota Supply Group

Tommaso Visentini, Pharmavite

Kristin Vitek, Life Fitness

Joyce Wade, Church Pension Group

Keli Walbert, Horizon Therapeutics

Nicole Watson, Crown Laboratories

Shileen Weber, Beneficient

Christina Wegner, Vollrath

Rob Whitney, Univar Solutions

Tracy Wood, Musco Family Olive Co.

mailto:abaird@ana.net
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Key Activations

Quarterly Progress Updates

Growth Council programming follows a 
structured cycle anchored by the Growth 
Summit and supported by quarterly 
forums and regional activations. This 
ensures that we capture diverse global 
perspectives that yield meaningful impact, 
while achieving manageable time 
commitments.

Q1 Brand Feb 17

InclusiveFeb 12

B2B Feb 24

SMC Feb 25

Talent Mar 12

Data Mar 31

Q2 Data May 6 Register

Brand May 7 Register

B2B May 12 Register

InclusiveMay 13 Register

Talent May 14 Register

SMC May 20 Register

Q3 Data Aug 5 Register

Brand Aug 6 Register

Talent Aug 11 Register

InclusiveAug 13 Register

B2B Aug 14 Register

SMC Aug 19 Register

Q4 Data Nov 4 Register

Brand Nov 5 Register

B2B Nov 12 Register

InclusiveNov 17 Register

SMC Nov 18 Register

Talent Nov 19 Register

ANA Media Conference 
(Nashville)

Mar 25-27

ANA Masters of Data
(San Diego)

Apr 13-15 More

Spikes Asia Apr/May (tbd)More

ANA Brand Masters
(Los Angeles)

May 18-20 More

ANA Masters of B2B
(Chicago)

Jun 3-5 More

Climate Week
(New York)

Sep (tbd) More

Dubai Lynx Sep (tbd) More

Regional Leadership Forums

Cannes Lions International 
Festival of Creativity (Cannes)

Jun 24 More

Global CMO Growth Summit at 
the ANA Masters of Marketing 
Conference (Orlando)

Oct
19-20

More

Leadership Summits

https://www.ana.net/cmoevents/show/id/GGC-DT-2Q26
https://www.ana.net/cmoevents/show/id/GGC-BR-2Q26
https://www.ana.net/cmoevents/show/id/GGC-B2B-2Q26
https://www.ana.net/cmoevents/show/id/GGC-IS-2Q26
https://www.ana.net/cmoevents/show/id/GGC-TA-2Q26
https://www.ana.net/cmoevents/show/id/GGC-SMC-2Q26
https://www.ana.net/cmoevents/show/id/GGC-DT-3Q26
https://www.ana.net/cmoevents/show/id/GGC-BR-3Q26
https://www.ana.net/cmoevents/show/id/GGC-TA-3Q26
https://www.ana.net/cmoevents/show/id/GGC-IS-3Q26
https://www.ana.net/cmoevents/show/id/GGC-B2B-3Q26
https://www.ana.net/cmoevents/show/id/GGC-SMC-3Q26
https://www.ana.net/cmoevents/show/id/GGC-DT-4Q26
https://www.ana.net/cmoevents/show/id/GGC-BR-4Q26
https://www.ana.net/cmoevents/show/id/GGC-B2B-4Q26
https://www.ana.net/cmoevents/show/id/GGC-IS-4Q26
https://www.ana.net/cmoevents/show/id/GGC-SMC-4Q26
https://www.ana.net/cmoevents/show/id/GGC-TA-4Q26
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20activation%20in%20at%20the%20ANA%20Masters%20of%20Data%20Conference%20in%20New%20York
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20activation%20at%20Spikes%20Asia
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20activation%20at%20the%20ANA%20Brand%20Mastes%20Conference%20in%20LA
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20activation%20at%20the%20ANA%20Masters%20of%20B2B%20in%20Chicago
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20activation%20during%20Climate%20Week%20in%20NYC
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20activation%20at%20Dubai%20Lynx
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20Leadership%20Summit%20in%20Cannes
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20to%20know%20more%20about%20the%20Growth%20Council%20Summit%20in%20Orlando
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