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Our Growth Agenda

The ANA and Cannes Lions Priority
established the Global CMO Data, Technology, and
Growth Council in 2018 to Measurement

guide the development of
operational business systems
organized around the 1:point
Industry Growth Agenda
introduced by the ANA in 2016.

Infuse data excellence throughout
the industry to drive growth
focused brand and business
decisioamaking built on a
foundation of outstanding

Through the Growth Council, measurement practices and
CMOs from top brands around marketing technology. g
the world have identified four Driving
global growth priorities to drive Priority | i
sustainable business growth, Talent and Marketing _ BI.ISIHESS
and societal good, through Organization 1 & Brand
marketing. .
Develop, train, and elevate the

o modern talent poot from b GrOWth
Priority . _ academia to CMOs to enhance
Brand, Creativity, and Media skills and capabilities. ; Data, Analytics,
9YSNEAT S G(KS AyRdzaGNEQA LINBYASNI . y e
marketing assets to stimulate Priority o «
brand and media innovation to Society and Sustainability
drive growth. Leverage equality, inclusion,

brand safety, and fraud reduction
to turn our industry into a force
for good that drives growth.
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NOTABLE PROGRESS1uaryg March 2021

MORE

CMOS STEPPING UP TO LE

A 385 CMOs representingn
estimated 1000 brands
participated in Council efforts in
Q1 2021

A 30% joined for the firstime
(including Oracle, Boehringer
Ingelheim, Peloton, Heineken,

[ Qh NUBOO-Flowers, Sallie Mae,
US Cellular, and Merrell)

A 10% increase in industry
stakeholders, including: Twitter,
NBCUniversaDentsy and
Facebook

Key 2021  Apr 28
Dates B4H Summit

MORE

MORE MORE

TANGIBLE OUTCOMES CMOS TAKING ACTION INDUSTRY IMPACT

AL y Rdza G NB Q a diveraitNB (A 60 aM@sifreprSsbidting 250+ A Increasing clout of th&Growth
benchmark brandshavejoined and/or applied Councilhas opened opportunities

ALY Rdza G NBE Qa Maredhh (i "PASNres3o igpsoygcultural to work with industry stakeholders
procurement and implementation ~ elevance and eliminate bias from  to drive change:

A Launched first CMaed ads through AIMM an8eeHer - Firstever meetings with Apple an

. AL ied] I 3 implicats

Alb! Q& TA Nﬁ'progta@Nl]Aﬁﬁgﬁémeajgé:lmdﬂK ' 9CQaC@'®@T o "
to develop marketer skillsets b prog ' - Common plan with primary socia

A Two new Growth Councilvorkin A 107 CMOs and industry leaders platforms on brand safety

9 visited universitglassrooms or (Facebook, YouTube, Twitter)

groups of CMOs to better address
industry sectors:

- B2B
- Smalkto-Mid-Sized Companies

Jun 23
Cannes LIONS Summit
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A 24 CMOs nominated delegates to A Working with premier industry
serve on practitioner work groups broadcasters to transform industr

- Programmatic Task Force practicesv e ) .
- Media Leadership Growth Council AL Y R dza i N® Q énvedtigateh
programmatic media transparency

Sep 14 Oct 4
Global Training Day ANA Growth Council Summit

W |



GROWTH PRIORITY
Brand, Creativity, and Media

The craft of marketing and its connection to innovative
experiences and media represents the centerpiece for

growth. Global Growth Council CMOs are working to

ensure that their brands stay true to their purpose and shift
fromB2BorB2CtoB4Hi . NI Yy Ra T2 NJ | dzYl ya

By improving their effectiveness in leveraging the
innovative media landscape, CMOS are now building the
foundation for long term business growth and brand value.
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Growth Council Leadership Prioritfdrand, Creativity, Media

Reframing the role of marketing and how it contributes We are encouraged by the progress across the four growth mandates, summarized

uz Ly 2NHFYAIL A2 y' Qa 0 dza AbyldvaAad wa dxeBméstiekcited té repdrigaifeRibzéna & wotkifig sedsdns

0KS DNRgOGK [ 2 dZ)/O)\ Q& f S| RabdNhBuKirbnhdver 2B080)I@ske®ill launch the first Brands for Humans (B4H)
Summit on April 28

MANDATE PROGRESS THROUGH MARCH 31, 2021 CMO RESOURCES

Revolutionize A The Growth Council finalized its position on B4H and will share with the industry at our BrandRdgister for the inaugural B4H CMO
marketing as B4H Humans (B4H) Summit on April"2&his is accompanied by a framework and set of principles f&ummit on April 28, 202Link
(Brands for Humans) all CMOs to apply B4H in their businesses

A The statement will be socialized across top academics, business leaders and industry stakeholders

Elevate the A We launched a series of peer exchanges where CMOs convene to build gold standards in A Join the Growth Council CMO
marketing craft creativity, innovation and insights. Sessions are in partnership with-elasksl SMEs from Cannes Exchangelink
LIONS, Forbes, The Harris Poll/MDC Partners, Morning Consult, Deloitte, and others. A Cannes LIONSThe WorkdLink

A Through March 3%, over 280 CMOs have participated. A Growth Council eventtink

SSEER el A{ LINAY 3 wHaumY 2SS gAff Lzt AdK 2dz2NJ FANRG O2 Regtgh fortilindugusa? BAH CNROF
framework for the business executives on April 28th Summit on April 28, 202Link

E?::g e A December 2021: We have partnered with MASB (Marketing Accountability Standards Board) to
develop a universal methodology to determine financial value of a brand

UEUEORUEINEEEY 2 S K @S ONXBS | G S R Média Beaderghip GeowtiNGoghail ( A NEIINEWZS | I%nﬂﬁqfeygwu—éad,lotﬂéqraﬁd-
ecosystem of marketerled initiatives within the media industry. CMOs from the Growth Council are asked tbJ- NI A OA LJ- 04 S | €

e 2
Y2YAYIGS GKSANI aOKAST YSRAI 2'fa@nthOSNEE (2 2delegatehink | RGlI yOS 27

p Q)¢
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https://zoom.us/meeting/register/tJctcO2gpz4vHtTllUht5AVj70xu323Hs5vw
https://ana.foleon.com/2020cmosummit/global-growth/resources/#Request-Form
mailto:fiorenzap@canneslions.com?subject=I%20would%20like%20complimentary%20trial%20access%20to%20Cannes%20Lions%20The%20WORK
https://ana.foleon.com/2020cmosummit/global-growth/events/
https://zoom.us/meeting/register/tJctcO2gpz4vHtTllUht5AVj70xu323Hs5vw
https://ana.foleon.com/global-growth-review/ggc-progress-report-jan-21/feb-2021-report-on-progress/overlay/media-growth-council/

Comments from CMOs

BRAND, CREATIVITY, AND MEDIA | LEADERSHIP TEAM
about the Global CMO

COCHAIRS ANA PROGRAM LEADER Growth Council.
p MATHILDE DELHOUME MARCEL MARCONDES MEG WUBBENHORST
2 Global Brand Officer U.S. CMO VP, Global CMO
‘ Growth Council

Gb20 2yteée Y
from my involvement, but
Y& GSIya I NB

ANHEUSER-BUSCH

LVMH

TEAM LEADERS

Te o
Google S
GDNBI G I YR NX
& = . .
: Looking forward to rolling
, up our sleeves and showing
DEAN ARAGON RICK GOMEZ MARIE GULHMERLE GEORGE HAMMER SY LAU ¥ & 5 & -
CEO, Shell Brands CMO CMO EVP, CMO Global VP of Ads Chief Content Officer SEVP, Chairman, u K S L‘]2 7] S N‘J 2
International, Global Marketing Group Marketing,
VP Global Branding
&'m.m
ADELTA @ s arriotl Linked , z . « « A
e aLl0 ol a az N
— X 4 — A
"y S . F OGA2ylof SXo
N \' ! E
s Y AN,
ALISON LEWIS GREG LYONS TIM MAPES RAHUL MALHOTRA IVAN POLLARD PEGGY ROE JANN SCHWARZ
Chief Growth Officer Chief Marketing Chief Marketing & Head of Brand SVP, Global CMO Global Officer, Senior Director,
Officer at PepsiCo Communications Strategy and Customer Experience, Global Head of The
Beverages North Officer at Delta Stewardship Loyalty and New B2B Institute
Ventures

America
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BRAND, CREATIVITY, AND MEDIA | TEAM MEMBERS

TJ ABRAMS
Exos

MELISSA ALLEN
Tervis Tumbler

PEGGY ANG
LG Electronics

GARY AUGUSTINE
VanDrunenFarms

VINCENBAHK
F|de||ty Informatlon Systems

DOUWEBERGSMA
Piedmont Healthcare

COURTNESALLANTINI
Tyson Foods

AMYBARZDUKAS
Omnitracs

NOAH BRODSKY
Wyndham Destinations

MICHAEL BROOKS
Ferguson Enterprises

DAVIDBRUCE
Major League Soccer

THOMASBURKHARDT
MarchionEyewear

CHRIS CARRIER X
Reliance Worldwide Corporation

STEPHEN CASSELL
CIGNA

DIANE CENTINO .
Turning Stone Resort Casino

YUMIKO CLEVENGHEE
Nestlé Waters

DUSTINCOHN
Goldman Sachs

JOHNCOSLEY
Microsoft

JOHN CROWDER
JBS USA

a!wy 5Q! w/
Facebook

CATHERINBAVIS
Feeding America

CHADDONVITO
YAYIQ& | I gkAALY

FREEHLE
Jockey International

DARYIEVANS .
Great Southern Wood Preserving

JOSH-ELDMAN
NBCUniversal

RACHEEERDINANDO
Frito-Lay

MARISSA FREEMAN
Hewlett Packard Enterprise

KERRIBNNFREY
Intralox
LAURINEBGARRITY
Fisher Investments

RYAN GILLESPIE
Sartori Cheese

BRENT KORTE
Ameritas

LAURIE GUSTAFSON
Marriott Vacations Worldwide

SUZANNBYLFE
Deloitte

LAURIEHIGGINS
Villanova University

JACKIE HOOPER
BancorpSouth

STEPHANIEOPPE
Wild Alaskan Company
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CHRISTMOSKINS
Whirlpool

JOANNA IRWIN
Randstad USA

JARROD JORDAN
lovateHealth Sciences

ELLENUNGER

. I 1 S Néizberg Diamonds

EMILYKETCHEN

Lenovo

JEFF KEY.

Atlas Roofing

_(r:H RtIS'IlS(OR%EKWA
ractor Su

BRIAI\LAI\PCE@I

VF Corporation

KRISTYORUSSO
Kaiser Permanente

MIRANDAMADAR
Resurgen®rthopaedics

LESLWIARBAN
Intuitive Surgical

IVAN MARKMAN
Verizon Media

JASON MORROS
Edison Properties

MARCENAHM .
VdzyGAS ! yySQa

JASONNASH
Vista Outdoor

ALANNUMSUWANA
FTI Consulting

CHRI®SNERIACKETT
Sanofi

PAMPILIGIAN
Navy Federal Credit Union

JULIFPIRSCH
VillanovaUnniversity

MICHELLE PUOPOLO
Rockland Trust

GREGREVELLE
Y2KE Qa
VERCHEIFOBERTS
U.S. Cellular

AMY ROS|
Poudre VaIIey REA

LAURENSALLATA
Panasonic

AL SALTIEL
AutoZone

MAUREEN SCHUMACHER
Global Payments

ANDRESENGARA
Campari America

JANICE TENNANT
Merrell

SYLVIA TOENSE
T. Rowe Price

JEREMY TUCKER
Planet Fitness

VINOOVIJAY
Trust Bank

SUSAN/OBEJDA
The Trade Desk

JULIE WASHINGTON
Trinity Health

JEN WHELAN
3 Day Blinds

KAREN WISH
Mount Sinai Health Systems

ANDREAARETSKY
E*Trade

DARKZARRKIN
PearleVisiorLuxottica

LEADERSHIP IN ACTION

CMO
Executive
Forum

Talk Data to Me:
Returning to Normal and the
Predictive Power of Trend Data

In February, the Global Growth Counci

brought over 50 CMOs together for ar

advance review of a custom researcl

fielded by Morning Consult on the

power of predictive analytics.

Click to download a copy of the
report.

TO JOIN THE
BRAND, CREATIVITY, AND
MEDIA WORKING TEAM:

Please email
Meg Wubbenhorst
mwubbenhorst@ana.net



https://assets.foleon.com/eu-west-2/uploads-7e3kk3/30230/global_cmo_growth_council_forum_2_22_21.2a9a7dc8e909.pdf
mailto:mwubbenhorst@ana.net

GROWTH PRIORITY
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MANDATE

Optimize investments in
programmatic media by
overhauling the supply chain
and digital ecosystem.

Transform digital media
ecosystem to be addressable
and privacy safe as industry
moves to a cookidess and
Apple IDFAess ecosystem.

Create a robust crosplatform
media measurement system
for advertisingessential
metrics

Lead the business and cultural
transformation that is
empowered by data and tech

ata, technology and measurement.

owth Council Leadership Prioritjbata Technology, and Measurement

uxzy 27
I-aaSYofSR

i KS FnNtBisgainKon, th@ Glzya0oMO Qréwth {C&imciFh&s NifedKakcedE to the most
{0 FusrengPidihelRuite inforthaidh Y@ BusinesS implidtiNids r@lated to the 5
O2yGAYydzSR GUNIyaF2NN¥IGA2Y 2F (GKS 62NI RQ:

PROGRESS THROUGH MARCH 31, 2021 CMO RESOURCES
A2S | aaSYof SR GKS AyRdzaiNEQa FANRG f SI RS NA Kdaridaty@lr Headiok 2 y
nominated by Growth Council CMOs. We will publish their first CMO compendium May 2021. Programmatic Media to
A This unprecedented group of influential leaders represent top businesses around the world [ik@in the Programmatic
IBM, Mastercard, Aetna, General Motors, SpciCoEbay KimberlyClarke, Visa, and others. E/Iedlal:l'raknsparency Task
A Est: 10 points in efficiency gains = $10B total combined savings for GGC orce-Lint

A Over 130 CMOs participated in a series of virtual workshops to contribute insights for two A Addressable Media
compendiums that will help CMOs implement viable alternatives in the new age of data privacy@ompendiums for CMOs
media. These compendiums have since been distributed to over 1,200 CMOs around the WOAdPRAMLmk

A ANA continues lead role in PRAM (Partnership for Responsible Addressable Media), with regular
Growth Council updates

Register for April 28th
Growth Council B4H
Summit;Link

A ANA is assembling an industry level collaborative.

A Reviewed progress with ANA Board Executive Committee in March

A Share with ANA Board in April

A Socialize with CMOs in Growth Council

A Launch a pilot in late 2021

A2 S LldzofAaKSR (KS AyRdzaidNEQa al NX S OK DawN@a® e\ &l (|
been downloaded 1,625 times so far. Procurement resources:

A Developing CMO workshops for best practice in organizational structure, capabilities and cultdfk
for operational agility.

FTANAIG
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https://ana.foleon.com/global-growth-review/ggc-progress-report-jan-21/now-and-next/overlay/programmatic-media-task-force/
https://www.responsibleaddressablemedia.com/
https://zoom.us/meeting/register/tJctcO2gpz4vHtTllUht5AVj70xu323Hs5vw
https://www.ana.net/content/show/id/martech-procurement

DATA, TECHNOLOGY, AND ANALYTICS | LEADERSHIP TEAM

CGCHAIRS

MICHELLE PELUSO
l Chief Customer Officer

RAJA RAJAMANNAR
Chief Marketing and Communications
Officer and President, Healthcare

¥CVs

TEAM LEADERS

<

ZENA ARNOLD ALYSIA BORSA
Chief Digital & Marketing EVP, Chief Marketing &
Officer Data Officer

DANIEL CHERRY Il
General Manager

SUZY DEERING
Global CMO

DAVE EDELMAN
Industry Leader

DENISE KARKOS ARIEL KELMAN TAMARA ROGERS ALICIA TILLMAN DEBORAH WAHL
CMO EVP, Chief Marketing Global CMO, Consumer Industry Leader Global CMO
Officer Healthcare
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ANA PROGRAM LEADER

SMITI KUMAR
VP, Global CMO
Growth Council

GAIL HORWOOD
CMO

Comments from CMOs
about the Global CMO
Growth Council.

At becomes more and more
necessary the more senior
you become, within your

own company, you
increasingly become the
azyte 2yS By
to find a peer group,
support, ideas exchange,
a2yYSiAyYSa AdGQ
have options for kinship
and belonging outside your
own company. Great
companies will support
their talent in finding that,
and great orgs like ANA can
KSt L) ONBI (Sk:



