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This year’s Summit once again brought the industry’s leadership community of CMOs together as a force for 

action. Since last year’s Summit, CMO working teams organized around industry growth priorities made 

unprecedented progress.  

This year, team leaders reviewed highlights of their progress and implications for the marketing community. Then, 

the assembly of CMOs prioritized the industry’s leadership initiatives for the year ahead.  

 

SESSION 1: PLENARY DISCUSSION ON THE SOCIAL MEDIA IMPERATIVE 

The first half of the Summit was dedicated to an overview of the potential pathways for the industry related to 

social media and advertising monetization. Informed by some of the world’s leading authorities on industry self-

regulation, brand-safe environments, and information disorder – from GARM, BBB National Programs, The Aspen 

Institute (Section 230), and Reed Smith, discussion led to a consensus around how to create a healthier ecosystem 

for brands and the people they serve. 

What is the Growth Council’s desired future state for responsible social media marketing and advertising 

monetization? 

1. Create a brand and consumer Bill of Rights and council to promote safe environments  26% 

2. Shifting the power and preferences from platforms to people, both consumers and advertisers 21% 

3. Customer-centric approach to responsible social media transparency, utilizing third party governance 14% 

4. Collaborate and share best practices. Enable advertiser choice and accountability of platforms to deliver 
metrics to evaluate advertiser choices. 

11% 

5. Deliver trusted experiences for consumers, corporations, and platforms 11% 

6. Platforms adopt GARM. Create a “TRUTH” style campaign. Adopt pop-up warnings on platforms. 11% 

7. Publishers need to return to their original mission of providing service for consumers, with less emphasis 
on revenue and monetization, and more emphasis on providing brand-safe ad platforms. 

6% 

 

  
“Transparency with data and third-party verification 
of data protection.” 
 

“Consumers are victims of algorithms. Recalibrate 
algorithms to give consumers control.” 

ANA VILLEGAS YUMI CLEVENGER-LEE 
CMO, NI CMO, QuEST GLOBAL 
 

https://ana.foleon.com/2020cmosummit/global-growth/summit/
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SESSION 2: GLOBAL GROWTH IMPACT IN THE YEAR AHEAD 

The second half of the Summit was critical to prioritizing and accelerating 2022 Growth Council initiatives. CMOs 

were organized into breakout groups where they discussed each of the four Global Growth Priorities for Brand, 

Data, Talent, and Society and Sustainability. Then, the assembly of CMOs voted on initiatives that would deliver 

the greatest impact in the year ahead. 

What is the single, most important outcome the CMO Growth Council needs to achieve in 2022? 

BRAND, CREATIVITY, AND MEDIA 

1. Close the gap between creative effectiveness and business results (e.g. Full-funnel effectiveness 
powered by creativity.) 

58% 

2. How do we dig deeper to better understand the customer’s values, passion points, and how it varies 
by generation and mindset? Identifying and sharing (segmentation) tools that dig deeper. 

21% 

3. Hybrid of intensifying Peer to Peer knowledge exchange and extending CMO roundtable and or 
expanding the CMO executive forum 

21% 

 
First, go beyond the big data to find the big human insights. And get a deeper 
understanding of the humans we serve - in terms of values, mindsets, and passion 
points. How can we help CMOs gain access to the tools – including affordable ones - 
that will help them do that? 
 
Also, let’s achieve full funnel effectiveness powered by creativity. The top of the 

funnel often displays strong creativity but its effectiveness on the brand image and business is proven in the 
long-term. The effectiveness of the bottom of the funnel can be (too) easily and quickly measured, but its 
creativity is often disappointing. How do we reconciliate the two sides of the funnel? We need to share 
inspiration on full-funnel effectiveness powered by creativity, with peer-to-peer knowledge exchange, through 
awards, by encouraging creatives to bring their magic across  the full-funnel. 
 
MATHILDE DELHOUME, Global Brand Officer at LVMH 
 
 

 

DATA, TECHNOLOGY, AND MEASUREMENT 

1. Education, external focus, benchmarking, and reskilling for tech innovations and first party data 72% 

2. Connected platform to measure the proliferation of connected data 17% 

3. Literacy around data, algorithmic safety, internal/external partners, and measurement  of outcomes 11% 

 
Moving data across platforms can be really gnarly. How do we develop good 
connective mechanisms that help us understand movement across all of the platforms 
better? Connecting our marketing stack investment is an incredible challenge. Where 
is this perfect state where we can optimize data and MarTech stack? 
 
JENNIFER HALLORAN, Head of Marketing and Brand, MassMutual 

 

https://ana.foleon.com/2020cmosummit/global-growth/summit/
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TALENT AND MARKETING ORGANIZATION 

Priorities from each of the three breakout groups coalesced around a single umbrella position: Develop an 
inspirational and industry-wide competency framework for marketing that evolves over time to reflect social, 
technological, cultural,  and economic developments. It will provide guidance for different roles and 
responsibilities and inform academia, individuals, and companies in order to attract and retain talent. 

 

Repositioning marketing is the meta-point of the challenge we are facing 
today, as we are facing a shortage of talent. And we have greater concerns 
now, as we approach going back to work in-person – and the churn in talent 
that is expected. At the same time, we need to do better work in academia – 
and in positioning marketing more attractively to young talent – even beyond 

college – to high-school. We need to build a better pipeline to attract new, and develop and retain 
existing talent. 
 
MAURICIO FERREIRA, LATAM Marketing Director and CMO at Microsoft 
 
 
 
SOCIETY AND SUSTAINABILITY 

1. Advance sustainable innovation/growth through roadmap, standards, benchmarks, self-
assessment, community, and truthfulness 

63% 

2. Elevate the marketer through prioritized archetypes that accelerate growth 20% 

3. Integration of DNI efforts into part of each company’s DNA, leading to sustainable/dedicated 
resources and commitments that result in believable relevance with key audiences 

18% 

 
Going from DEI as ‘extra credit’ to becoming a commercial priority for organizations is critical for marketable success 

and attracting top talent. Leadership has to believe this priority and put resources and funding towards it. 

 

NEXT STEPS 

Working with the ANA and partners including GARM, The Better Business Bureau National Programs, Cannes LIONS 

and others, the Global CMO Growth Council team will hold working and planning sessions in 2022 to address an 

equitable solution to the social media challenge for all stakeholders – brands, platforms, and consumers. 

We will also develop the action plans for advancing the growth priorities identified and reaffirmed by CMOs during 

the Summit. For a complete list of upcoming events, please click here. 

 

For more information, please contact the ANA Global CMO Growth Council at: 
 global-cmo-growth-council@ana.net 
 

https://ana.foleon.com/2020cmosummit/global-growth/summit/
https://ana.foleon.com/2020cmosummit/global-growth/events/
mailto:global-cmo-growth-council@ana.net?subject=I%20would%20like%20more%20information%20about%20the%20ANA%20Global%20CMO%20Growth%20Council

