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MARKETING’S MANDATE

The B4H Revolution “
CMOs must create 
products, services, 
and experiences that 
exceed expectations 
for the value they 
bring to all their 
stakeholders.

Mathilde Delhoume
Global CMO
LVMH

“
Simply put, 

humanity is the 
name of the game.

Marcel Marcondes
U.S.  CMO

at Anheuser-Busch

“
We are at an

inflection point.
CMOs must use 

marketing for positive 
impact in ways that 

drive growth.

MARC PRITCHARD
Chief Brand Officer
Procter & Gamble

#B4H  |  #ActionsBeyondAds  |  #Leadership2Action

Marketing’s Mandate – B4H (Brands for Humans):

Our objective is to establish a universal understanding of marketing’s mission throughout 
the business and academic communities. Defining marketing as B2C or B2B or “business 
TO” anything falls short of delivering the potential value creation that is required of 
modern corporations. It is now time to reframe marketing’s mission in a way that aligns 
with its elevated responsibility – as B4H (Brands FOR Humans).

Activating the B4H Growth Platform:

Reframing the role of marketing from B2B or B2C, to BH4 -- ‘Brands for Humans' -- was 
one of the industry growth mandates ratified by nearly 300 chief marketers during the 
Global CMO Growth Council in October 2020. By adopting a B4H platform, marketers will 
deliver the promise of “stakeholder capitalism” as a force for good and a force for growth.

Vital to this is a common recognition among the business community that today’s 
Marketing function has a responsibility to extend beyond “ads” and help the entire 
corporation relentlessly act in a human centric way – creating real value to address human 
needs in innovative ways with the people it serves. To succeed, marketers must refocus on 
the foundational tenets of brand building – creative ideas informed by rich human insights 
that direct the brand experience throughout all touchpoints.

Reframing Marketing’s Role for Modern Business: 

Marketers bring the relevant and inspiring purpose for their brands to life by:

• Committing and acting upon authentic and insightful human connections. Leverage 
data and emerging technology to fuel relevance and authenticity at scale. Help the 
entire company move beyond “ads” to deliver their brand’s promise through its 
actions. 

• Creating products, services and experiences that far exceed expectations for the value 
they bring. Our digital world opens new opportunities to leverage the power of media 
and tech to evolve from generalized transactions to elevated experiences.

• Fueling a culture of innovation, creativity, empathy, and inclusion in the organization 
and with its partners.  Demand creative excellence and vanguardian ideas, enable 
agility for innovation, and keep “people first” with their wants and needs at the heart 
of everything.  

This is the B4H (Brands for Humans) revolution. 



11:23 –
12:08P

THE ROLE OF MODERN MARKETING AND HOW IT DRIVES BUSINESS
Yale School of Management Research

“Will a New Mindset Require New Management Science?” Purpose-led 
brands, ESG, Conscious Capitalism, Stakeholder Capitalism. A new generation 
of consumers, employees, investors and citizens have rising expectations of 
business. A new project at Yale School of Management is exploring "the how" --
what skills, methods and tools can help leaders create stakeholder value? And 
what is the opportunity for marketing leaders to expand their role and elevate 
their impact in this new business era?

Moderated by: NICK PRIMOLA, EVP, Global CMO Growth Council at ANA

RAVI DHAR
George Rogers Clark Professor of Management and 
Marketing and Director of the Yale Center for 
Customer Insights at the Yale School of Management

JON IWATA
Former IBM SVP & CBO, and 
Yale Center for Customer 
Insights Ogilvy Fellow

12:08 –
12:11P

BREAK

12:11 –
12:31P

OUR IMPERATIVE TO ELEVATE THE CRAFT TO GLOBAL GOLD STANDARDS
The State of Creativity Today: The Essential Digest 

Uncover the most pertinent findings from the official Cannes LIONS State of 
Creativity research project. Findings from 1,500 of the most senior members of 
the global marketing community reveal how brands are using creativity in their 
growth strategies. We’ll cover key challenges, opportunities, creative tools and 
tactics driving creative success in 2021. 

FIORENZA PLINIO, Global Head of Creative Excellence, Cannes LIONS

12:31 –
12:52P A NEW UNIVERSAL FRAMEWORK FOR MEASURING BRAND GROWTH KPIS

What brand metrics correlate most strongly to growth in your organization? 
What brand drivers matter most to your CEO/CFO?  We’ll share the list of 
brand growth KPIs formed by the Global CMO Growth Council community, 
across multiple industries, company sizes, and regions.

NORMAN
DE GREVE
CMO, CVS Health

MATHILDE
DELHOUME
Global Brand
Officer, LVMH

GEORGE 
HAMMER
Chief Content 
Officer, IBM

12:52 –
1:00P Closing Remarks / Next Steps

BOB LIODICE
CEO, ANA

DEAN ARAGON
CEO, Vice Chairman, “The Brand Guy,” 
Shell Brands International 
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Agenda

9:30 –
10:15A

GLOBAL CMO EXCHANGE LIVE

Marketers build the plane as it flies, relying on each other to keep it in the air. That’s 
The Exchange. Join us to test-drive the experience and value of tapping into insights 
from 150 smart people who do what you do, even if they don’t do it your way. Share 
your experiences, stories, and challenges with one another as we take the Global CMO 
Exchange LIVE for the very first time.

Moderated by: ROCHELLE CARTER-WILSON, Concierge, CMO Exchange and 
Director, Content & Digital Marketing, Global CMO Growth Council at ANA

Hosted by:

IVAN 
POLLARD
SVP, Global CMO,
General Mills

MAYRA
RIVERA
CMO, USAA

DEB
HANNAH
VP, Marketing,
Shoe Carnival

ANA
VILLEGAS
CMO, NI

10:15 –
10:17A

WELCOME REMARKS

MEG WUBBENHORST, VP, Global CMO Growth Council at ANA

10:17 –
10:27A

OPENING REMARKS

BOB LIODICE
CEO, ANA

MATHILDE DELHOUME
Global Chief Brand Officer, LVMH

10:27 –
11:10A

THE ROLE OF MODERN MARKETING AND HOW IT DRIVES BUSINESS
Executive Roundtable with Fortune

What is marketing’s role in activating Stakeholder Capitalism for growth?  

Moderated by: ALAN MURRAY, CEO, Fortune Media

DEAN 
ARAGON
CEO, Vice Chairman, “The Brand 
Guy,” Shell Brands International 

ALISON
LEWIS
Chief Growth Officer,   
Kimberly-Clark

PEGGY
ROE
Global Officer, Customer
Experience, Loyalty and
New Ventures, Marriott

11:10 –
11:23A

EXECUTIVE ROUNDTABLE Q&A

NICK PRIMOLA, EVP, Global CMO Growth Council at ANA

All sessions listed below are in Eastern Time (ET).

#B4H  |  #ActionsBeyondAds  |  #Leadership2Action

The Global Growth Council’s B4H Summit brings together hundreds of 
CMOs, academics and business leaders from around the world to set 
the agenda for marketing’s future.


