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2020
A Tough Year

• COVID – 19

• Economy in free fall/partial recovery underway

• Racial Injustice

• A time for healing and revival





HUMANITY 
FOR GROWTH



COVID-19 LESSIONS

“There is a human at the 
end of whatever it is 

you’re doing.

Always have the
human at the center

of whatever you do.”

Amelia Dunlop
Chief Experience Officer



“Bring the love…
bring the authenticity.

Put your heart on the
table as much as you put
your wallet on the table.

Treat the consumer like 
you treat your brethren.” 

Olivier François
Global President, Chief Marketing Officer







Be a force
for good…

and a 
force for 
growth.

MARC PRITCHARD
ANA Chairman & Chief Brand Officer 



ANA
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DATA-DRIVEN
Marketing & Analytics



“Data is critical to how 
we drive our businesses 
and make decisions…
And we have more data 
and better data than 
ever before.”

Esther Lee
EVP & Chief Marketing Officer



of brand marketers 
indicate that

more than half
of their revenue is 
driven from data-

based triggers

Data-Driven
Growth

Source: Q4 2019 Customer Engagement Report
Merkle 2019 

44% 



By 2025, 85%+ of 
media transactions 

will be guided by data 
and machine learning

Data & Analytics 
Trends

Source: Jack Myers, Chairman, Media Village 

85+%



Media and Measurement
TRANSFORMATION

AND REFORM



LARGEST ISSUES

Brand-safe environments

Ecosystems and relationships 
with customers that follow all 
privacy laws

Maximize our investments across 
channels — more difficult in the 
world of walled gardens

A transparent ecosystem where we 
can clearly understand true value in 
the ecosystem (agencies & media 
owners alike)

A clear path to understanding 
the transition to the evolving 
digital ecosystem

Reform in the largest video 
marketplace in the world



On a Journey of Success

Brand-safe 
environments

GARM

Privacy

Privacy for 
America

Maximize our 
investments across 

channels – more 
difficult in the world 

of walled gardens

Cross-Media 
Measurement

A transparent 
ecosystem 

ANA Trust 
Consortium

A clear path to 
understanding the 
transition to the 
evolving digital 

ecosystem

PRAM

Reform in the 
largest video 

marketplace in 
the world

Media 
Transformation 

Task Force



BRAND
SAFETY



•June 2020

GARM 
Brand Safety Floor + 
Suitability Framework



Sets a series of 11 topic areas

Establishes a Safety Floor
a limit that is not suitable for 
advertising support 

Creates a Suitability 
Framework
graded definitions of topic 
treatments for advertising 
support

ADVANCING SHARED LANGUAGE + DEFINITIONS
How it works conceptually

Suitability Framework

Safety Floor
• Excluded from monetization
• Few exceptions for availability

1. Adult & Explicit Sexual Content
2. Arms & Ammunition
3. Crime & Harmful acts to individuals and society 
4. Death & Injury
5. Online piracy 
6. Hate speech & acts of aggression
7. Obscenity and Profanity
8. Illegal 

Drugs/Tobacco/eCigarettes/Vaping/Alcohol
9. Spam or Harmful Content
10. Terrorism
11. Debated Sensitive Social Issues



Eliminate
HATE and

HARMFUL SPEECH



PRIVACY & 
ADDRESSABILITY



of U.S.-based internet 
users do not trust 

social media 
organizations to 

protect their personal 
and private data 

CONSUMER
TRUST

Source: Vanafi / e-marketer

67%



In January 2020,
Google announced 

that it intended 
to cease support 

for third-party cookies 
in its Chrome browser 

in two years.

FUTURE
FOR 

ADDRESSABILITY



Letter to
Apple on

IDFA



To ensure the business 
community is effectively heard in 
this process, ANA, along with its 
sister ad trades, are jointly 
founding the Partnership for 
Responsible Addressable Media 
to convene working groups in 
four areas: 

1. Business Practices

2. Technical Standards

3. Privacy, Policy, & Legal 
Considerations

4. Communications & Education

PARTNERSHIP 
FOR 

RESPONSIBLE 
ADDRESSABLE 

MEDIA 



PROGRAMMATIC 
MEDIA TRANSPARENCY





Cost to Brands: $20 Billion

33

Brand Suppliers: 25%
Publisher Suppliers: 8%

Unknown: 15% (@ 1/3 of the supply chain providers)
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GLOBAL
COLLABERATION



CROSS-MEDIA 
MEASUREMENT



THE CROSS-MEDIA 
MEASUREMENT 

MISSION

•To create a marketer-centric 
cross-media measurement 
system for advertising 
providing complete 
measurement of all ad 
exposures

•Enables planning optimization, 
frequency management, and 
outcome measurement

•Ensure relevant and positive 
consumer ad experience



MARKETER
NORTH STAR

MEASUREMENT
PRINCIPLES

•Complete, transparent and 
without bias

•Always on, ubiquitous and 
representative of individual 
consumer behavior

•Brings together television 
and digital media

•Delivers reliable, 
deduplicated reach, and 
frequency 



U.S. CROSS-MEDIA MEASUREMENT PARTICIPANTS



MarTECH



Addressing the 
Martech

Explosion





“We are facing
an existential crisis…”

ANA’s Board of Directors



MASTERING THE 
TECH STACK
CONTRACTS 

CMO’s have spoken: 
vendor-driven contract 
forms are not working

Initiative will help marketers 
secure better contract 
terms for their MarTech

arrangements



On a Journey of Success

Brand-safe 
environments

GARM

Privacy

Privacy for 
America

Maximize our 
investments across 

channels – more 
difficult in the world 

of walled gardens

Cross-Media 
Measurement

A transparent 
ecosystem 

ANA Trust 
Consortium

A clear path to 
understanding the 
transition to the 
evolving digital 

ecosystem

PRAM

Reform in the 
largest video 

marketplace in 
the world

Media 
Transformation 

Task Force
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AGENDA



Be a force
for good…

and a 
force for 
growth.

MARC PRITCHARD
ANA Chairman & Chief Brand Officer 
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Chief Executive Officer 


