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“We’re once again turning our 
leadership community of CMOs 
into the force for action that our 
industry needs as it faces the 
COVID-19 pandemic. The mission 
of this special task force is both 
clear and urgent. We invite all 
CMOs and industry leaders to 
come together and help us lead 
our industry’s path forward.” 

Bob Liodice, CEO, ANA
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As the economic and social impacts 
of COVID-19 have mounted over 
the last few months, it became 
clear that marketing leadership 
needed to rise to meet this 
challenge collectively. So, the ANA, 
together with its partners at WARC 
and Cannes Lions, mobilized a 
global team of chief marketers to 
provide guidance for the industry 
as it makes its way through this 
unprecedented time. 

The urgent goal of this Global CMO 
Leadership Coalition on COVID-19, 
an expansion of the CMO Growth 
Council, is to build a body of 
knowledge that will help marketers 
manage through the crisis and 
emerge stronger than before.

The insights and experiences in this 
report come directly from chief 
marketers, who openly shared how 
they are proceeding as they guide 
their brands through this crisis to 
what is awaiting on the other side. 
There are no “best” practices here, 
because there is no playbook for this.

Rather, these are real-world examples 
and insights in their purest form, 
offered to help the entire industry 
make better decisions along the way.

Of course, this is just the beginning. 
These insights will continue to evolve 
as a practical framework to help CMOs 
manage beyond this crisis into the 
“after COVID-19” world. In that spirit, 
we invite all industry leaders to 
contribute their insights to this ongoing 
knowledge collaboration.

-- Nick Primola, EVP, Head of Industry 
Leadership and CMO Practice, ANA

http://anamasterscircle.com/category/ana-global-cmo-leadership-coalition-on-covid-19/


The world has changed radically in the space of a few months, and it has 
affected everyone: countries, companies, families, individuals. For most 
of us, the COVID-19 pandemic is the most profound circumstance we’ve 
ever experienced, as we find ourselves juggling the demands of 
transformed work and home lives, all while dealing with concern for our 
health and safety, and the health and safety of our loved ones.

For businesses, trying to navigate this extraordinarily delicate new world 
requires collaboration, not competition. Brands need help – and this report, 
drawing on the collective insights of the CMO Growth Council’s Global 
Leadership Council on COVID-19 – many of whom are quoted on these pages 
– is here to offer it.

As we’ve listened to the world’s top brands over the last few weeks, it became 
clear there are two components to managing this crisis: a series of steps 
marketers need to take immediately to manage what is happening now, and 
another set that is just as important, aimed at ensuring brands and businesses 
are equipping themselves for what, indeed, will be a new normal. The 
guidelines and lessons learned herein offer advice on both. We hope they will 
help light the path forward.

“Forward thinking is the most 
important thing we have learned. 
We need to be even more sensitive 
to what is happening globally and to 
plan-forward how this crisis is going 
to impact our New Normal in the 
post-COVID era.”  

Mathilde Delhoume, 
Global Brand Officer, 
LVMH

“There is no playbook for what 
we face today. The best thing 
we can do as an industry is to 
share best practices and even 
worst practices.” 

Antonio Lucio, Global Chief 
Marketing Officer, Facebook
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Guidance for CMOs, from CMOs

The crisis brought on by the pandemic is ongoing, but 
even as brands continue to deal with it on a day-to-day 
basis, they are also pivoting toward what the “after 
COVID-19” world will look like. Here are some guidelines, 
as told to us by brands.
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This moment is pivotal for 
marketers. Driven by consumer 
insights and societal needs, the 
marketing function is helping the 
entire organization steer its way 
forward, according to our 
conversations with marketers. 
While the organization performs 
triage and moves into scenario 
planning, the marketing function 
is ensuring that forward-looking 
scenarios are being driven by 
consumer insights, needs and 
possibilities. 

There may still be precious little 
time for thinking about how the 
world – and your customers – will 
be changed after the initial crisis is 
over, but it’s crucial for marketing 
to act as the eyes forward for the 
organization, now more than ever. 
The following pages offer Insights 
on how to make this happen. 

“The most important, foundational 
element is trust. This is a time of 
need, and if you are not friends 
with consumers at this point in 
time, they are not going to talk to 
you later. It's very important that 
brands build trust during this time. 
Brands are trusted, validated or 
invalidated during the time of 
crisis. I would put everything in that 
element of trust with my 
consumers and customers.”

Raja Rajamannar, Chief Marketing 
& Communications Officer 
and President, Healthcare 
Business, Mastercard
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Consider the situation of your 
teams who are focused on the 
company’s future. They have 
responsibility for a multi-year plan 
and there is much to consider for a 
strategic path forward into the 
unknown. As you begin to set your 
new path, make sure those teams 
are asking the following questions:

• What can we put on the back-
burner, and what of our 
existing plans are still 
relevant? 

• What emerging consumer 
needs are we noticing, and 
how can we engage and 
support them? 

• How do we set ourselves up 
for these changes in 
consumer habits? 

• What triggers are driving and 
accelerating trends?

• What more can we do 
differently to augment gaps 
to get stuff done in the 
future?

• What can we do bigger?

Also look at how the past can be a 
guide to the future. Even if this 
recession feels different, it is not  
different in every aspect. Make 
sure to ask: 

• Can we draw any parallels 
from 2007/2008 economic 
crisis? 

• How did brands that went 
dark after that crisis 
perform? 

• What other historical 
examples are there for us to 
learn from? 

The truth is, no one knows what the 
future holds, as impactful decisions 
seem to change daily.  However, 
marketing represents the interests 
of customers – the most valuable 
resource you have is to understand 
their current needs, behaviors and 
attitudes. Approach everything 
with a customer-centric mindset 
and focus on providing products 
and services that your company 
can actually deliver.

You may have experienced this within 
your own organization -- the most agile 
pivoting is moving from offline to online. 
What used to be considered “normal” 
timetables have been collapsed as 
companies shift more resources to 
ecommerce. Existing products are being 
reshaped and communications are more 
relatable, more emotional and more 
inclusive. 

Marketing plays a lead role in guiding the 
company, driven by consumer insights 
on the ground. For example: APAC is far 
advanced in ecommerce, but in other 
regions like LATAM, only 40% have the 
ability to pay for things online. 

In the US, this crisis is changing 
consumer behavior by introducing a lot 
of people to ecommerce or mobile 
payments who have never tried them 
before, and the expectation is that, as 
they come to realize how easy and 
frictionless these new tools can be, 
consumers will not go back to old habits. 

Marketing should encourage investing 
appropriately to support and optimize the 
end-to-end online experience, based on 
this consumer shift. It may not be a 
massive sea change for each region –
but it seems the tide has turned and 
there is no going back.

“The role of marketing has become 
more expansive. We’re using 
analytics not only to determine 
communication timing and 
messaging, but also to inform 
decisions across the company. For 
instance, using internal data, we’ve 
been able to identify employees who 
can be redeployed into roles to help 
serve our clients in new capacities. 
We have also brought together 
many data sources to forecast and 
react to economic reopening across 
the world.”

Meredith Verdone, 
CMO, Bank of America



“I don’t think there is such a thing 
as going back to what it used to 
be. And that’s perhaps a good 
thing … Marketers will surely 
come up with fascinating new 
products/services and inventive 
new content/channels for 
engaging their customers or 
stakeholders. But above all 
these, as marketers, we must 
champion the spirits of: Healing, 
Rebuilding, and hopefully, Unity.”

Dean Aragon, CEO, Shell Brands 
International and Global VP, Shell
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Marketing is always thinking and 
planning ahead, but now it should 
be about making the entire 
business stronger so it can thrive 
as we enter our “new normal.” It 
doesn’t simply mean planning 
campaigns that will be relevant 
after the crisis. One marketer we 
spoke with cited the example of a 
local car dealer in the U.S. who 
hasn’t fired anyone. Instead, the 
dealer is training everyone on how 
to better sell cars virtually, rather 
than physically. This is a good use 
of time – now. In the end, its 
workforce will come out of this 
stronger than ever, prepared to 
adapt to a different way of doing 
business when consumers are 
ready. It is mission critical to use 
the time now to find ways to set-up 
your entire business to be stronger 
in the future. 

Ask yourself:

How can our organization refine 
processes, train employees, find 
efficiencies, and move faster to 
grow stronger?

Can we use this time to rapidly 
deploy new or modified products 
or services to test & learn?

The bottom line is that the world is 
going to look differently in both the 
short- and long-term and you’ll 
need to adapt to it. Plan actions for 
30 days, 60 days, and beyond, 
building that bridge to the future in 
a sustainable way that means you 
can continue caring for your 
employees and their families, and 
your customers.

In category after category, CMOs 
told us their organizations are 
becoming more agile than they ever 
imagined they could be. Since 
lockdowns began, we’ve seen many 
examples – Panera Bread launched 
its Panera Grocery line, which allows 
consumers to order basic grocery 
supplies, in only three weeks; Pepsi 
quickly reacted to a shift in 
consumer behavior by altering its 
distribution and media strategy in 
one day – pivoting toward the surge 
in online shopping for its products. 

One older traditional operator told 
us how the marketing team is 
making the company more 
entrepreneurial. With marketing’s 
guidance and encouragement, the 
company is directing its laser focus 
on best meeting consumer needs. 
Tactically, there are daily leadership 
team calls – head of product, head 
of operations, head of distribution, 
head of digital and loyalty. 



“We are beginning to think 
about how we operate in the 
next 30 days and the next 60 
days. We have a business to 
run, and we can’t forget that 
we have to care for it too, so 
that we can be in a better 
position when we come 
through the crisis.”

Rand Harbert, CMO, 
State Farm

“We are focused on how culture will 
change. Are we entering an economic 
period like the 1970s? We have already 
experienced more than a month of 
working from home. What impact will 
that have on consumer spending habits?  
What if the coronavirus returns? All of 
this will have a significant impact.”

Norm de Greve, 
CMO, CVS Health 
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This operator told us that seventy 
percent of the company’s life is 
triage, making sure that their 
business is here in three months. 
The other 30% is focused on life 
after COVID-19. And, as time goes 
on, that focus will shift more 
toward what things will look like 
after the crisis. The company has 
these motions in action: 

1. Re-introducing the brand to the 
marketplace. This will be a larger 
rallying cry – to propel the entire 
company and its network to get 
involved.

2. Building a new customer 
experience, anticipating a shift to a 
lot more sales off-premise. The 
company is asking: 

• What is the role of our 
physical interaction in a 
digital world? 

• Do we need to look at product 
availability? 

• How can we make the 
purchasing experience more 
straight-forward? 

• We have a lot of real estate, 
so, we even have to wonder –
how will we change our 
parking lots? 

3. Evaluating the potential of new 
operations. This company will 
evaluate how new product 
operations, launched in response 
to COVID-19, perform. If they are 
working, data will determine how 
best to move forward and scale, 
resulting in new offerings that 
would not have been considered 
before COVID.



If scenario planning isn’t a key component of your toolkit, now 
is the time to ramp it up. There will be changes across multiple 
aspects of business, from meeting the greatly increased need 
consumers have to feel safe and healthy, to potentially 
dealing with a shifting supply chain, to what many expect will 
be a long-term shift to (even more) online shopping. In most 
cases, marketing is playing an important role to help the 
whole organization plan ahead. Scenario planning puts you on 
the offense; it’s an opportunity to build stronger-than-ever 
relationships with your post-COVID consumers.
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The CMOs we talked to expect a 
big release of pent-up demand for 
certain products and experiences 
and also want their brands to serve 
consumers’ new needs and 
desires. As you re-structure and 
plan, you’ll need to assess a 
number of scenarios. These 
include:

• Marketing to consumers who 
have less disposable income 
and whose increased 
consciousness concerning 
their health, and self-care, 
makes these areas worthy of 
investment. What are the 
fundamental changes such as 
these we need to plan for? 
What behavioral changes will 
stick? What are just coping 
strategies for the here and 
now? 

• Consumers who want to 
celebrate and indulge in all of 
the pleasures they’ve been 
denied – travel, dining out, 
entertainment outside the 
home, retail, luxury, health, and 
so forth. How can our brand 
offer comfort, excitement, 
support, diligence, protection, 
joy, togetherness?

• Retail that will look substantially 
different post-COVID. How will 
socially-distanced stores 
affect our brand?

• A marketplace where everyone 
is more agile, from consumers 
to competitors. How can our 
systems be reconstructed to 
be much more agile, so we can 
more quickly respond to 
consumer demand and so that 
we’re better prepared in 
another such situation? 



Marketers excel at scenario planning, 
but it’s traditionally been for “normal” 
scenarios, such as – “What happens if 
100% of our revenue were suddenly to 
become 80% overnight?” 

But now, the scenarios are at the most 
extreme level, such as – “What if we 
don’t have any revenue tomorrow? 
What if we lose millions overnight –
how do we earn it back? 

The answer lies in not being 
proprietary – to share lessons we’ve 
learned so that, as an industry, we can 
all learn from each other. It’s also 
about cataloging our lessons so that 
we can prepare the next generation for 
scenarios like this – that they 
otherwise would never have known to 
be prepared for. 

“To achieve the new goals that all 
of us face during this crisis, my 
advice is to think of this as a ‘20 
Mile March.’ That means that we 
need to plan for everything. 
Every day. We need a goal for 
each day. And we overcome 
obstacles. Be mindful not to wear 
your teams out. Be overly 
organized.” 

Deborah Wahl, Global CMO, 
General Motors 

Also, ask questions specific to your 
vertical that go beyond the immediate 
effects of COVID-19. Questions you 
might ask include: 

• How will this accelerate the 
need for homes to be havens? 

• Sponsorship has been a big part 
of our marketing – how do we 
change strategy when large 
gatherings may be unappealing? 

• As online shopping becomes 
even more prevalent, what will 
be the new role for physical 
retail?

• How will the demand for 
anticipated new products, like 
electric cars or fashion, be 
affected by the pandemic?

• Should we strike a different tone 
in our messaging when reaching 
out to our audience? 

“We have pivoted from physical 
experiences to digital experiences at 
this point in time: we call this 
‘Priceless At Home.’ If you're a 
consumer, and you want to have a 
priceless experience from 
Mastercard, we’re making that 
happen - an example could be a 
cooking lesson with a celebrity chef, 
or you can have a video chat with a 
singer or a celebrity. What we are 
doing is opening a new dimension, 
leveraging digital platforms to curate 
these experiences and get into the 
homes of consumers.”

Raja Rajamannar, Chief Marketing 
& Communications Officer 
and President, Healthcare 
Business, Mastercard
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“The decisions we make today have 
immediate impact, but also flow 
downstream, affecting the viability 
of many channels, media outlets, 
and agency stakeholders. How do 
we make sure marketers are taking 
actions now in a way that is forward-
thinking and responsible?” 

Rita Ferro, 
President, Advertising Sales, 
The Walt Disney Company

Every part of your company’s ecosystem is going through 
uncommon stress right now. Media partners are concerned about 
how buys will shift or shrink; according to a recent study from AT&T 
media buying platform Xandr, 89% of advertisers said COVID-19 is 
impacting their advertising efforts. Meanwhile, supply chains may 
be having trouble sourcing the goods they need to make your 
products, while employees are juggling home-schooling and 
working from home. Even as brands go through their own stresses, 
preparing for the future means taking care of your ecosystem now, 
so it is there for you after the crisis.

CVS has taken a 360-degree view toward making sure its 
employees feel supported. This includes providing Personal 
Protective Equipment for its retail employees and ensuring 
social distancing in-store, as well as providing childcare.

Disney has been helping its advertising partners shift 
messaging during the pandemic, as most prior advertising 
campaigns no longer fit the current climate.
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Advice for CMOs, from CMOs

Even as many brands are starting to focus on the future, 
there’s much to be learned from what brands have already 
accomplished since the COVID-19 crisis unfolded. Here are 
some lessons, as told to us by marketers.
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As with most restaurants, Panera Bread has been faced with the most 
basic of issues: letting customers know that its stores are open (albeit 
only for delivery and pickup). This called for the QSR to relax its brand 
guidelines, allowing its usually subdued graphics to be more assertive. 

Apple, like virtually all marketers, has had to revamp marketing at a time 
when everything has a new context, and commercial production is entirely 
virtual. Its spot, “Creativity goes on,” launched in mid-April, demonstrates 
how a marketer can both adapt to current times and remain true to itself. 

In marketing, brand purpose and brand assets are carefully 
protected, but in the COVID-19 crisis, brands should consider 
leaning into the former, and not worrying quite so much about 
the latter. Authenticity of purpose is never more important 
than when there’s a crisis, but there’s also a case for some of 
the marketing playbook to be thrown out at a time when 
marketers are presented with challenges they almost 
certainly have never encountered before. If your usual ways 
of doing business are impeding your ability to get messaging 
out to your customers, it is time to rethink sacred cows. 

“Often, as classic marketers, we 
think there is only one way to do 
things. Now, out of necessity, we are 
discovering there are new ways to 
get the job done.” 

Rand Harbert, CMO, State Farm
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AB InBev has been producing hand 
sanitizer, but has also been using its 
assets in other ways. In the U.S., it 
has been working alongside its 
sports partners to identify available 
arenas and stadiums to be used for 
medical needs. 

LVMH quickly turned its perfumes 
factories in France into 
hydroalcoholic gel production 
centers. Its Louis Vuitton and Baby 
Dior workshops are sewing masks 
and gowns while its logistical 
expertise has been leveraged to 
quickly import face masks from 
China.

Panera, Subway, and other QSR 
chains are meeting the need for 
grocery staples by selling yogurt, 
milk, and deli items, often through 
their existing delivery services, 
making for contactless grocery 
shopping.

The vastness of the COVID-19 pandemic calls for new thinking about how 
companies can contribute to alleviating the stress on resources that are 
desperately needed at a time of crisis. This requires looking at your 
company’s infrastructure in new ways – as evidenced by the alcoholic 
beverage companies who have been producing hand sanitizer. These 
initiatives should not be viewed as fodder for future corporate marketing, 
but as ways to authentically live out brand purpose.

As you look at how you can contribute, recognize that employee jobs and 
roles are shifting in reaction to the pandemic; you may well find you need 
new training and procedures and have a greater need and opportunity to 
solicit new ideas from throughout your organization. Focusing on the 
greater good may call for decentralizing and empowering local 
operations for flexibility. 

"We’ve been implementing 
measures to ensure our 
colleagues have the support 
needed to stay safe and healthy.  
This includes reinventing our 
business operations and 
infrastructure to provide 
essentials, like de-alcoholizing our 
non-alcohol beer to produce hand 
sanitizers and working with 
suppliers to make face masks that 
benefit our employees as well as 
our local communities.”

Jodi Harris, Global VP, 
Marketing, Culture and 
Capabilities, AB InBev
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CVS is among many advertisers that have had to pull all of its messaging 
as the pandemic unfolded, rapidly turning around new messaging that 
reflects the current reality. The new focus highlights free services, such 
as prescription delivery, that concentrate on consumer safety and health 
in doing business with the company.

A new spot from Google centers on healthcare workers and people 
giving them thanks. Google’s logo never appears, and its name only 
shows up as part of a URL at the end of the spot that points to the 
company’s COVID-19 resources.

Brands, and their customers, need help navigating a world that 
seemingly changed overnight. Consumers are wondering how they can 
get products they need in a contactless way and hunger for information 
to keep them safe from COVID-19. They are also dealing with more 
mundane matters, such as how to use collaborative tools to tele-school 
or work from home. As brands re-orient their services around these new 
needs, it’s crucial not to be self-congratulatory in messaging, but useful 
– by answering consumers’ immediate needs in a time of crisis. And 
don’t forget, however you are re-orienting your messaging and your 
services, make sure you are capable of delivering on what you say. 

“Focus on the consumer first. Be 
sincere and transparent. Align your 
brand message with the current 
context of today’s environment. Build 
trust: Go beyond the product and 
include messaging focused on the 
community, family, and CSR efforts.” 

Kirk McDonald, Chief 
Business Officer, Xandr
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Brands are almost universally displaying empathy 
during the COVID-19 pandemic through both 
advertising and actions. But as consumers face the 
prospect of being home for months on end, brands 
should remember there’s a crying need for them to 
offer people entertainment as well. The plethora of 
streaming services don’t entirely fill that void.

The Bud Light Dive Bar tour has gone 
virtual, offering a few tweaks that 
speak directly to the pandemic. The 
first of what is now being called the 
Bud Light Dive Bar Home Edition 
featured Grammy-nominated country 
artist Jake Owen in a “Play What ya
Feel” night on Owen’s Instagram. 
Owen picked the American Red 
Cross as the charity partner viewers 
could donate to – and the brand also 
offered a $5 discount via promo code 
to online liquor store Drizly.

NBCUniversal and Target have 
teamed on a series called ‘Stay-in 
Theater Family Movie Night” that is 
airing across NBCU cable properties 
including USA Network, Syfy, E! and 
Telemundo. Even though Target is 
the presenting sponsor, the 
commercial time is extremely limited 
– to one minute and 15 seconds. 
NBCU is also considering moving up 
the planned July launch for its 
Peacock streaming service. 

“As people become more fatigued 
from information that is often 
depressing, they are gravitating 
towards escapism and live 
content. People in different states 
are listening differently based on 
where they are in the COVID 
curve. Info/news versus 
entertainment/escapism.”

Gayle Troberman, 
CMO, iHeartMedia
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The marketing landscape is riddled with promotions and product 
launches that have been postponed or scuttled because of the 
pandemic. There is opportunity, however, to fast-track certain 
products or services that might have special resonance during a time 
when staying at home is not only a habit, but a necessity.

Instagram moved up the launch of 
its new Co-Watching service to 
ease the isolation of quarantine. The 
service lets users scroll Instagram 
with friends through posts that have 
been Liked or Saved by a friend, or 
that Instagram recommends.

After closing its 3,000 physical 
locations as the pandemic began to 
take hold in March, Weight 
Watchers made its 30,000 
workshops virtual, fast-tracking 
weigh-ins, coaching and content to 
online all within a few days.

Tencent engineered 40 different 
upgrades in 30 days for its VooV
meeting service to meet the surging 
demand for online learning and 
webinars, also launching it free in 
100 countries.

.

“Now, during the crisis, marketing 
has become a key change agent 
for the rest of the company.  It is 
crucial for us to take up a central 
role in leading creative thinking 
and development in the company 
to turn out something new to help 
more people.”  

Hunter Zhang, Director, 
Corporate Marketing and 
Public Relations, Tencent
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State Farm‘s monthly panel of 
20,000 customers is demonstrating 
all kinds of radically shifting 
dynamics. Soon after the pandemic 
began to hit in the U.S., 
49 percent of its panel said they were 
already suffering and feeling negative 
financial impacts; 63 percent are 
more interested in doing business 
with the company online.

Social listening and consumer research, always of importance, are fast 
becoming among the most valuable tools marketers have, serving as a 
window not only into changing consumer behavior and sentiment 
about brands and categories, but also to listen to the issues 
employees have during a disorienting, stressful time. If ever there was 
a time to be close to those who matter to your business, this is it -- so 
deploy every channel, including what you hear from your partners, to 
take the pulse of customers, and listen often to the ongoing needs of 
your employees. 

"It’s clear that the fundamentals of 
marketing have never been more 
important, but the way in which we market 
is fundamentally changing.  The success of 
our business will depend on our ability to 
anticipate and solve for consumers’ rapidly 
changing needs and behaviors. Leverage 
the power of your whole business to 
identify trends, challenge processes, build 
best practices and pilot with pace.”

Jodi Harris, Global VP, Marketing, 
Culture and Capabilities, AB InBev

"Our research suggests that 81 
percent of people are trying new 
brands as a result of COVID-19. 
Brands that are resonating with 
consumers now are the brands that 
are being authentic to who they 
are. They aren’t going out of their 
common space. Brands that really 
have a human connection with 
consumers will succeed now and 
after COVID."

Alysia Borsa, EVP, Chief Marketing 
& Data Officer, Meredith
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The Global CMO Leadership Coalition on 
COVID-19 was developed by ANA in 
partnership with WARC and Cannes Lions. 
To learn more about what the Coalition is 
doing to support chief marketers around 
the world, click here.
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If you would like to participate 
in the Coalition, please 
contact Nick Primola, EVP, 
Head of Industry Leadership 
and CMO Practice, ANA, at 
nprimola@ana.net

http://anamasterscircle.com/global-cmo-growth-council-covid-19-leadership-coalition/
mailto:nprimola@ana.net?subject=Leadership Coalition
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CEO Shell Brands International 
and Global VP, Shell

ALYSIA BORSA
EVP, Chief Marketing and 
Data Officer, Meredith

FIONA CARTER
Chief Brand Officer, AT&T

DAVID DANCER
CMO, Inspire

NORMAN DE GREVE
CMO, CVS Health

MATHILDE DELHOUME
Global Brand Officer, LVMH

MORGAN FLATLEY
U.S. CMO, McDonald’s

RICK GOMEZ
EVP and CMO, Target

GEORGE HAMMER
Chief Content Officer, IBM

RAND HARBERT
CMO, State Farm

JODI HARRIS
Global VP, Marketing Culture 
and Capabilities, AB InBev

ALICIA HATCH
Global CMO, Deloitte Digital

MAURICE HERRERA
SVP, CMO, Americas, 
Avis Budget Group

CHRIS HOLLANDER
SVP, Marketing, 
Panera Bread

ADRIENNE INGOLDT
SVP, Chief Brand and 
Experience Officer, Jack in 
the Box

AMARDEEP KHALON
CMO, US, GSK

SY LAU
SEVP, Chairman of Group 
Marketing and Global 
Branding, Tencent

ALISON LEWIS
Chief Growth Officer,  
Kimberly-Clark

GREG LYONS
CMO, Beverages, 
North America, PepsiCo

ANTONIO LUCIO
Global CMO, Facebook

MARCEL MARCONDES
U.S. CMO, Anheuser-Busch

KIRK MCDONALD
Chief Business Officer, Xandr

RAHUL MALHOTRA
Head of Brand Strategy
and Stewardship, Shell

CHRIS MOLONEY
CMO and SVP, 
Brinks Home Security

MICHELLE PELUSO
SVP, Digital Sales and
CMO, IBM

RAJA RAJAMANNAR
Chief Marketing and Communications 
Officer and President, Healthcare 
Business, Mastercard

TAMARA ROGERS
Global CMO, GSK

PEGGY FANG ROWE
Global Officer, Customer 
Experience, Marriott

MEREDITH VERDONE
CMO, Bank of America

DEBORAH WAHL
Global CMO, 
General Motors

HUNTER ZHANG
Director, Corporate  Marketing and 
Public Relations, Tencent

BOB LIODICE
CEO, ANA

NICK PRIMOLA
EVP, Head of Industry 
Leadership and CMO Practice, 
ANA

MEG WUBBENHORST
VP, Program Lead, CMO 
Practice, ANA

JEREMY KEES
Director, Center for Marketing 
and Consumer Insights, Villanova 
University

FIORENZA PLINIO
Head of Creative Excellence,  
Cannes Lions International

CATHY TAYLOR
U.S. Commissioning Editor, 
WARC

RITA FERRO
Rita Ferro, President, 
Advertising Sales, 
The Walt Disney Company

JANN SCHWARZ
Global Director,
The B2B Institute, LinkedIn

GAYLE TROBERMAN
CMO, iHeartMedia

LORRAINE TWOHILL
CMO,  Google



From WARC: Marketing in the COVID-19 Crisis
From WARC: Whitepaper – The WARC Guide to Marketing in the COVID-19 recession

From ANA: The Business of Marketing in the COVID-19 Age
From the ANA’s CMO Growth Council: ANA CMO Global Coalition on COVID-19
From Cannes Lions: Cannes Lions launches Lions Live
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anamasterscircle.com | cmogrowthcouncil.net | warc.com | @ANACMOMasters | 
#Leadership2Action | @ANAMarketers | @Cannes_Lions

https://www.warc.com/Topics/COVID19.topic
https://makeit.warc.com/marketing-in-a-recession.html?utm_medium=social&utm_source=linkedin-int&utm_campaign=mktingrecession&utm_content=hub&utm_term=noterm(insert
https://www.ana.net/content/show/id/marketing-covid-19
http://anamasterscircle.com/
https://www.canneslions.com/about/news/cannes-lions-launches-lions-live
http://anamasterscircle.com/category/ana-global-cmo-leadership-coalition-on-covid-19/
https://www.canneslions.com/about/news/cannes-lions-launches-lions-live

