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Agenda
ANA Agency Relations Day Members-Only Conference
presented by Microsoft
Breakfast (8:15 a.m.)
General Session (9:00 a.m.)

WELCOME/OPENING REMARKS
John Piontkowski
General Manager

Microsoft

CONDUCT, DIRECT, HARMONIZE...
HOW MARKETERS CAN SYNCHRONIZE
THE CACOPHONY OF MULTIAGENCY
COLLABORATION
In a world where reaching and
connecting with consumers gets
increasing complex every single day, the
last thing that marketers need is to deal
with the cacophony of misdirected and
misaligned agency partners. Forrester
lays out three models for marketers to
better work with, and get great results
from their agencies. In this session, Jim
Nail, Principal Analyst of Forrester, will
discuss agency coordination, as it relates
to leveraging specialized talent, client-led
artistic vision, and the improvisational
model, and engage the audience in a
group discussion around the pros and
cons, and steps to execute these
models.
Jim Nail
Principal Analyst

Forrester Research

WHAT IT MEANT FOR AN AGENCY
TO HEAR, “WELCOME TO MOE’S”
Moe’s Southwest Grill is a fun and
engaging fast-casual restaurant
franchise serving a wide variety of fresh,

www.ana.net

made-to-order southwest fare.
Although they believe in the simplicity
of all-natural ingredients, there was
a complexity that they needed to cover
when selecting a new agency. An
important aspect of the selection
process was the chemistry between
the two parties. After all, when a client
gives menu items unique names like
“The Funk Meister” taco and “Joey Bag
of Donuts” burrito, it’s important to
make sure that both parties are in
alignment. In this session, Paul
Macaluso, Chief Marketing Officer at
Moe’s Southwest Grill will discuss how
Moe’s went about getting the agency
with the highest quality ingredients, in
order to serve corporate, as well as their
500+ locations.
Paul Macaluso
Chief Marketing Officer

Moe’s Southwest Grill

OBTAINING AD EFFECTIVENESS IN
SOME NEW AND INTERESTING WAYS
In today’s multi-screen, “trans-media”
world, consumers no longer operate in
the traditional marketer’s funnel using
discrete media. Instead, they move
through their own unique journey to
purchase and experience products.
Microsoft endeavored to understand
these journeys and the pathways
consumers take across screens to truly
uncover the underlying motivations and
the “why”. With these journeys comes
a need to understand and measure;
to validate and experiment with
confidence. Microsoft has partnered
with Nielsen to develop a new “BIG
Data” approach to measure this across
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screens from the perspective of the
consumer and turn it into actionable
insights that explain the “why” as well
as the “what”. The best part — Microsoft
has developed new tools to facilitate the
consumer journey conversation
between marketers and agencies.
Ivy Esquero
Thought Leadership Manager,
Global Consumer Insights

Microsoft

Luncheon (12:00 p.m.)
General Session Cont. (1:00pm)

STRATEGICALLY MANAGING THE
MARKETING ROSTER
Marketers are no longer working with
just one agency to handle their
communication requirements. With
the specialization of competencies, and
the need to consolidate, marketers are
continuously looking to leverage best
practices and efforts internally and
externally. In this session, Eve Reiter
of American Express will discuss the
balancing considerations required to
optimize integration and output within
your organization, as well as with your
agency(s).
Eve Reiter
Vice President, Marketing Category Management
and Agency Relations

American Express

Agenda
ANA Agency Relations Day Members-Only Conference
presented by Microsoft
LEVERAGING EXPERTISE & SCALE AKA CONFLICTS
When marketers assess an agency’s
resources the client’s consideration
set usually includes recent category
expertise, relevant marketing services
experience and efficiencies. These
capabilities are important because
a marketer’s interests are well served
by leveraging vendor expertise and
scale — which means that many
marketers should adopt less restrictive
agency conflicts policies.
Industry dynamics are changing —
engagements are shorter, there are more
agencies on a client roster, more specialist
niche agencies, and there is a trend
toward more project assignments.
Traditional conflict policies that are
applied to agencies need to change.
Why are conflict rules for agencies
different than the rules for other client
advisers (i.e. consultants, attorneys,
accountants, etc.)?

Matt Anthony
Chairman, VML
President, Y&R North America
Laurie Coots
Free Agent of Disruption
Former CMO, TBWA/Worldwide

Lauren Crampsie
Worldwide Chief Marketing Officer

Ogilvy & Mather
Tom Finneran
Executive Vice President Agency Management Services

4A’s
Chris Shumaker
EVP/Chief Marketing Officer, North America

Draftfcb

Conference Adjournment (3:00 p.m.)

The operative question in an
interconnected marketing ecosystem
should be: is it a conflict or is the
marketer smartly leveraging category
expertise, proven servicing experience
and scale efficiencies?
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ANA Agency Relations Day Members-Only Conference
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Matt Anthony
Chairman, VML
President

Y&R North America

Laurie Coots
Free Agent of Disruption
Former CMO

Matt Anthony is CEO of Y&R North America, providing leadership for Y&R’s offices in five markets across the
region. Matt was one of the four original partners of VML (a Y&R company), joining in 1995 — a time when
it had one major client and fewer than 10 employees. The driving force behind its subsequent growth and
success, Matt guided VML’s inclusion in the WPP Group Network in 2001, and served as CEO until 2011.
During his tenure — VML was ranked by Forrester as the #1 digital agency for its offering, and was consistently
named as a ‘Best Place to Work’. Throughout his career, Matt has been a tireless supporter of philanthropic
endeavors and community causes. He has numerous philanthropic volunteer board positions, including the
AAAA’s, MD Anderson Cancer Center Board of Visitors (Houston, Texas), Council on Foreign Relations, head
for the Cure Foundation, VML Foundation, and Emeritus Board Member of Benedictine College. A native
Nebraskan, Matt played intercollegiate soccer at Benedictine College, where he earned a bachelor of arts in
marketing and communications. Away from the office, Matt is an avid cyclist, while also spending time with
his wife Ann and their three children.

Laurie is currently a free agent of Disruption, following a 29-year career leading the growth of the TBWA
global network as the global CMO. While at TBWA, Laurie provided industry leadership on such topics
as compensation methodologies and agency review leadership. Laurie is currently dividing her time between
serving as the chief growth officer of Endurance International, serving on the boards of several tech startups
and writing and providing select consulting leadership. Her record as a writer, speaker, new business leader
and disruptive strategist are well documented and her efforts have contributed value to clients such as Apple,
Nissan, VISA, Kraft, PNC Bank, McDonalds, BNP Paribas, ISC Motorsports and Endurance International
among others. Never one to have idle hands, Laurie is currently learning to code, has produced her first
app, and serves on the advisory board of UCLA’s Schools of Theatre, Film and Television, where she has
helped disrupt the schools approach to educating and developing the next generation of artists.

TBWA/Worldwide

Lauren Crampsie
Worldwide Chief
Marketing Officer

Ogilvy & Mather

www.ana.net

Recently appointed worldwide chief marketing officer of Ogilvy & Mather in January 2012 from her post
as CMO of North America, Lauren Crampsie has helped oversee a dynamic revitalization of the O&M brand.
Under Lauren’s watch, O&M was named an Ad Age “Agency to Watch” in 2011 and “Stand Out Agency” in
2012. During this time she oversaw the agency’s account acquisition strategy by helping to bring in clients like
Aetna, Cabelas, Gap, NASCAR, Philips and SC Johnson. In her new role she is responsible for continuing to
market the O&M brand and as well as remaining responsible for new account acquisition in North America.
Lauren brings the resources of O&M’s global network and integrated communications capabilities to bear
on prospects’ strategic marketing issues, as well as strengthening O&M’s internal and external marketing and
communications initiatives. Lauren was named CMO of North America in May of 2010, a first in the company’s
history. She was named an Ad Age “Woman to Watch” in 2011, and was named one of The Adweek 25,
a list of most influential Twitter voices. An eight year O&M veteran, Lauren quickly rose through the business
development ranks and became the youngest partner, then senior partner in the history of the agency. She
has also built the agency’s first “New Business Machine,” creating strategic communications, launching
prospecting efforts and developing agency marketing and business development plans.
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Ivy Esquero
Thought Leadership
Manager, Global
Consumer Insights

Microsoft

Tom Finneran
Executive Vice President,
Agency Management
Services

As part of the global consumers insights team, Ivy looks to unpack the “why” behind consumer behavior
and uncover the person behind the number, revealing ways to deeply engage consumers as they navigate
the digital landscape. Prior to Microsoft, Ivy was in the global strategic research team at Prudential
Financial, where she delved into consumers’ journey to financial security and retirement. Ivy joined
Prudential from the Advertiser Solutions Group at the Nielsen Company where she was a research director
advising clients on optimal advertising mix and cross-channel opportunities in the financial services, retail
and tech industries. Her work has been covered by major news outlets including the Wall Street Journal,
CNET, Adweek and AdAge. She started her career in the financial services industry focusing on marketing
and analytics. Ivy graduated with an English and political science degree with the thought of becoming a
teacher. While that career path did not materialize, Ivy continues to have a passion for teaching. She has
been a volunteer and team leader with NY Cares since 2004, currently leading SAT tutoring classes for
low-income high school students. In the winter, you’ll often find her on the slopes of southern Vermont,
usually trying to convince a newbie that falling is natural.

Tom Finneran is executive vice president, agency management services at the 4A’s. The 4A management
services team provides industry guidance, member consultation, and benchmark information in the areas of
new business, agency compensation, agency management, and operations. Mr. Finneran is a frequent speaker
at industry events and he is often cited in press articles on a marketing industry topics including agency search,
ownership of agency ideas and intellectual property, agency-client relations, as well as agency compensation
and client service agreements. Prior to joining the 4A’s in 2004, Tom’s career entailed extensive ad agency and
advertiser financial management experience. Tom’s agency experience encompassed an extended career as
executive vice president/CFO at independent Jordan McGrath Case & Partners and Arnold McGrath Worldwide,
a unit of Havas. He was also executive vice president/COO at Grey’s promotional unit, J. Brown/LMC. Tom
began his career on the client side at Richardson Vicks and over the course of his years there, rose to become
vice president, operations-finance, with Vidal Sassoon Inc., a Richardson Vicks/Procter & Gamble subsidiary.

4A’s
Paul Macaluso is the chief marketing officer at Moe’s Southwest Grill and has served in that capacity since
January of 2013. In his role, Paul oversees the brand marketing, field marketing, public relations, catering
and creative services functions. Paul joined Moe’s in September of 2011, where he first served as vice
president of marketing. Paul has more than 20 years of restaurant marketing experience, serving in a variety
of operations, human resource and marketing positions for Taco Bell Corporation, then as director of
product marketing for Burger King Corporation, and prior to joining Moe’s as vice president of marketing,
he served as vice president of Daypart and product marketing for Sonic Drive-ins in Oklahoma City, OK.
Paul Macaluso
Chief Marketing Officer

Moe’s Southwest Grill

www.ana.net
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Jim Nail

Jim Nail is a principal analyst at Forrester Research serving marketing leaders and leads Forrester’s
coverage of online video, the evolution of television advertising, the digital transformation of advertising
agencies, and marketing mix optimization. In his 30-year marketing career, Jim has been at the forefront
of applying new technology-enabled strategies to marketing. He was an early pioneer of online advertising,
joining AdSmart, a startup online ad-serving technology firm, in 1995. Jim was a senior analyst at Forrester
from 1997 to 2005, advising clients on how to deploy online advertising, email marketing, marketing
measurement, and word-of-mouth marketing to improve marketing effectiveness. Before returning to
Forrester in 2012, Jim served as chief marketing officer of social media listening platform company
Cymfony pioneering the use of social media as a consumer insight and brand tracking tool.

Principal Analyst

Forrester Research

Eve Reiter is currently vice president, marketing category management and agency relations at American
Express. She is responsible for leading the marketing, advertising, and print category globally, including
category strategy and delivering large reengineering initiatives, supplier sourcing and compensation, senior
level stakeholder engagement, and leading a cross-functional team of thirty professionals globally. She has
been with American Express in roles with increasing responsibility across product development, marketing,
and global supply management. Prior to American Express, Eve worked at AC Nielsen as a client manager
for Colgate Palmolive. Eve is also currently the chair of the Association of National Advertisers agency
relations committee, and also a member of the National Advertising Review Board.
Eve Reiter
Vice President, Marketing
Category Management
and Agency Relations

American Express

Chris Shumaker
EVP/Chief Marketing
Officer, North America

Draftfcb

www.ana.net

As the CMO of Draftfcb in North America, Chris works closely with business development teams in New
York, Chicago, L.A., San Francisco and Canada to identify and win new business for the fully integrated
marketing communications agency. He joined Draftfcb in September 2013. Chris first carved a name
for himself in new business at The Martin Agency from 1995-2004. Under his watch as SVP, director
of development, the agency achieved significant growth from clients including UPS, Olympus, Kellogg’s,
American Stock Exchange, NASCAR, Quizno’s, AXA Financial and Timberland, among others. Prior to
The Martin Agency, Chris led marketing communications for the small appliance giant, Hamilton Beach/
Proctor-Silex. Chris also held the CMO role at FCB Worldwide in 2006, immediately prior to the merger that
created Draftfcb. Chris is a founding member of the American Association of Advertising Agencies (4A’s)
new business committee. He has also served on the boards of the Richmond chapter of The American
Marketing Association and The Advertising Club of Richmond. He is a periodic guest speaker at the VCU
Brand Center and at Virginia Tech, where he is an alumnus.
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Attendees
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Karla Abello

Nicholas Bucci

Jason Dailey

Jamie Favata

Marketing Program Associate

Commodity Manager
Marketing and Advertising

Director, Bing Evangelism

Coordinator, Member Relations

Microsoft Corporation

ANA

Lucille DeHart

Jesse Feldman

Chief Marketing Officer

Manager, Marketing Knowledge Center

Maidenform, Inc.

ANA

Michael DeNardo

Karen Fendrich

Associate Director, Brand Identity
and Agency Management

Global Creative Strategy Manager

Sunoco, Inc.
Gabriela Acatrinei
Marketing

Scholastic Inc.
Matt Anthony
Chairman

VML, Inc.
Fran Baric
Senior Vice President
Director of Integrated Media

Active International
Mike Barry

American Express Travel Related
Services Company, Inc.
Helen Burkholder
Media Director

Dick’s Sporting Goods Inc.
Ursula Valeria Castrillon

Verizon Wireless Inc.

Vice President, Advertising

Citibank, N.A.

Dave DeVito

Inelee Castro

Director of Brand Strategy

TouchTunes Music Corporation

Client Manager

GreenLight Rights

Terry Dolan
Senior Associate

Educational Testing Service (ETS)

Margarita Clements
American Express Company

Suraj Batheja

Eliza Colon

Heather Doyle

Marketing Specialist

Director, Sports and Entertainment
Partnerships

Bank of New York Mellon

Senior Analytics Manager

Pfizer Inc
Tamica Fields
Marketing Manager

IMAN Cosmetics
Sandy Fink
Marketing Director

Pinnacle Foods Group LLC
Tom Finneran

Agency Relations Manager

Executive Vice President, Agency
Management Services

Madison Square Garden

Prudential Insurance
Company of America

Verizon Wireless Inc.

4A`s

Alice Bello

Lauren Doyle

Steve Fitzpatrick

Laurie Coots

Director of Brand Activation

Supplier Management

Materne North America

Altria Group, Inc.

Lauren Dzura

Marissa Freeman

Researcher

Vice President, Brand
and Global Advertisement

Vice President

Bank of New York Mellon
Michael Berberich
Manager, Marketing Knowledge Center

ANA
Lisa Bobb-Semple
Manager, Lightweight Parcels

United States Postal Service
Stephanie Borges
Director, Corporate Alliances

Six Flags, Inc.
Jessica Bowler
Associate Director

Pfizer Inc
Dan Bracken
Director of Marketing Services

Church & Dwight Co., Inc.
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Free Agent

Disruption
Lee Corbett

ANA

Vice President, Marketing

Dick’s Sporting Goods Inc.

Meredith Ellin
Citibank, N.A.

Gayathri Ganesh
Johnson & Johnson

Andy Epstein

Tom Gannon

Studio Manager

Vice President, Campaign
and Media Management

Vice President, Digital Marketing

Joyce Costello
Brand Professional

IBM Corporation
Lauren Crampsie

Merck & Co.

Worldwide Chief Marketing Officer

Ogilvy & Mather

Samantha Falk

Beth Crimmins
Category Manager

Mondelez

Ricki Gardner

ANA

Marketing Procurement Manager

Senior Specialist, Global Marketing

Merck Consumer Care

Director, Marketing Knowledge Center

ANA
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T. Rowe Price Group, Inc.

Associate Manager, Member Relations

Marianna Farag

Amanda Crowley

Hewlett-Packard Company

Nestlé USA
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Wendy Gatarz

Michael Harvin

Pamela Leichter

Cheryl Max

Client, Marketing Manager

Senior Manager

Marketing Research Director

Senior Director, Operations

TD AMERITRADE Holding Corp.

American Express Company

Juniper Networks

Nadine Genet

Debra Hedgecock

Memorial Sloan-Kettering
Cancer Center

Managing Director
Head of Global Advertising

Global Agency Operations

Beth Ann Leone

Manager of Marketing Planning

UBS Financial Services Inc.
Diane Gibbons
Director, Agency Management Global
Procurement and Operations

MasterCard Worldwide

Director, Indirect Procurement

Revlon, Inc.

Vickie Hsi

Toni Lepone

Director - Marketing Procurement

Revlon, Inc.

Director, International Marketing
Communications

Pfizer, Inc.

Ellen Jameson

Lisa Ginsberg

Pfizer Inc

Terrence Liverpool

Jinah Ju

Senior Marketing and Digital
Communications Manager

Senior Manager, Vendor Operations

Pfizer Inc
Lauren Goldsand
Associate Product Manager

Merck Consumer Care
Claire Goldwitz
Director, Marketing Partnerships

HarperCollins Publishers
Clark Gram
Senior Purchasing Manager

Church & Dwight Co., Inc.
Evan Graner
Senior Vice President
Brand Capability Manager

Citigroup Inc.
Dustin Guzowski

Devi Mehta
TIAA-CREF
Jeff Miller
Vice President

Antonia Luppino

Vice President, Managing Director,
Advertising

Senior Client Manager

Analyst, Digital Marketing Solutions

GreenLight Rights
Heather Kaster
Senior Manager Marketing Services

James Kirtland
Director

Michael Lao

Gabriela Harper

NBTY, Inc.

Paul Macaluso

Chris Moseley

Barbara Markfield
Director, Member Relations

ANA
Janine Martella
Director, Committees and Conferences

ANA

ANA

Vanguard Group, Inc.

IBM Corporation

GlaxoSmithKline

PricewaterhouseCoopers

Colleen Mascia
Senior Manager, Creative Agency
Management

Vice President, Media Director

Pfizer Inc

Subway
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Consultant

Johnson & Johnson

Director Procurement

ANA

Senior Director, Committees
and Conferences

Walter Morris

Kristine Mangan

Vice President, Member Relations

Walt Disney Parks and Resorts

Tracy Lutolf

Moe’s Southwest Grill

Shepard Kramer

Andrew Kritzer

TIAA-CREF

Chief Marketing Officer

American Express Company

John Mittnacht

American Express Company
Category Manager

Kraft Foods Group, Inc.

Marketing Procurement

www.ana.net

IBM Corporation

Mariola Kalinska

Managing Director

Manager, Multicultural Mktg

Agency Operations

Citigroup Inc.

Talent Partners

Media Planner

Laura McLinskey

UnitedHealthcare Asian Initiatives

Howard Kravitz

Diana Harkins

Dick’s Sporting Goods Inc.

International Securities Exchange
Holdings, Inc.

Senior Marketing Associate

Manager, Business Development

John Hardy

Raytheon Company

Senior Manager

Kevin McElhone

Senior Vice President, Product
Management and Brand Oversight

Rockettes, MSG Entertainment
Sanaa Musvee
Associate Brand Manager

Avon Products, Inc.
Jim Nail
Principal Analyst

Forrester Research
Mariana Ng Meyerson
Financial Advisor

Merrill Lynch & Co., Inc.
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Ashleigh O`Brien

Deepali Purohit

Tiffany Sen

Michael Takyi

Marketing Manager

Market Knowledge Analyst

Director, Purchasing and Development

Innovation and Margin Management

Microsoft Corporation

BP Lubricants

Moet Hennessy USA

Mondelez International, Inc.

Courtney O`Brien

Bhavana Rana

Lauren Shapiro

Grace Tallon

Sales Manager

Marketing Account Management

Marketing

Senior Vice President, Marketing

BrightLine

KPMG LLP

Vanguard Group, Inc.

Kiss Nail Products

Supriya Oberoi

Eve Reiter

Melissa Sheets

Alex Tamayo

Associate Brand Manager

Vice President, Marketing Category
Management and Agency Relations

Cyber Communications

Vice President, Global Media
and Consumer Engagement

Avon Products, Inc.
David Paschkes

Raytheon Company

American Express Company

Chris Shumaker

Combe Incorporated

Senior Vice President, Brand Strategy

Rolando Ricardez
Vice President, Experiential Marketing

Executive Vice President
Chief Marketing Officer

Vivian Thomas

TouchTunes Interactive Networks

Citigroup Inc.

Draftfcb

Sourcing Group Manager

Brianne Riches

GlaxoSmithKline

Social Media Manager

Jennifer Slape
Genentech, Inc.

Consolidated Edison Co.
of New York, Inc.

Digyna Patel

Kimberly Petrelis

Kiss Products, Inc

Manager Digital Solutions

Jocelyn Ritchie

American Express Company

Global Consumer Insights Manager

Lan Phan

Angela Robinson

ANA

Head of Agency Management
in U.S. Commercial Services

General Manager, East Region Sales,
Advertising and Online

Microsoft
Allen Plummer
Marketing Manager
Cross-Business Projects

Vanguard Group, Inc.

Internet Marketing Analyst

Weichert Lead Network

Microsoft

Vice President, Member Services

John Piontkowski

Kristen Smaling

Carole Smith
Vice President of Marketing

T. Rowe Price Investment Services

Genentech, Inc.

Marcela Solano

Luis Rodriguez

Morgan Stanley - New York

Marketing

Manager, Business Development

Cathy Stanley

Major League Soccer

Director, Brand Management
Corporate Marketing

Meital Rofe

Verizon Wireless Inc.

Senior Membership Manager
Member Relations

ANA

Richard Strattner

Chief Strategy Officer

Shani Sandy

Active International

Creative Director

SAP America, Inc.

Jim Porcarelli

Catherine Porta

Senior Director, Global Marketing

Janet Streicher

S&P Capital IQ

Director, Procurement

Kate Schneider

Senior Vice President, Market
and Strategic Research

PricewaterhouseCoopers

Marketing Director

Citigroup Inc.

Gregory Pressoir

Cumberland Packing Corp.

Julie Sun

Assistant Manager, Global
Knowledge and Insights

Daniel Scott
Chief Marketing Officer

Vice President, Search Marketing
Mortgage

Revlon, Inc.

Scott Kay

Citibank, N.A.
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Advertising and Marketing Manager

Peter Tovar
Managing Director
Global Brand Communications

Legg Mason & Co., LLC
Larry Trink
Vice President, Marketing

Merrill Lynch & Co., Inc.
Anne Valentzas
Business Leader, Affluent Consumer
Marketing

MasterCard Worldwide
Leigh Walczak
Associate Manager, Conferences

ANA
Jana Wayne
Procurement and Profit Improvement
Manager

jcrew
Casey Windmuller
Capital One Services, Inc.
Jaye Wong
CEO

Jadas Beauty

ANA Member Benefits
Membership with the ANA gives you the resources and opportunities to learn from your
peers and today’s marketing masters. We provide you and your team with the opportunity
to network, share, and engage to make better marketing decisions, to build the overall value
of your brands, and to advance a new era of marketing industry leadership.

ANA MEMBERS
BENEFIT FROM

KNOWLEDGE

540+ companies

CONNECTION

the extensive experience of

& 10,000+ brands

that collectively spend more than

$250 billion

We deliver proprietary industry insight and thought leadership,
grounded in more than 100 years of experience, to help you make
better decisions and give you the edge you need to succeed.

We facilitate an ongoing conversation among marketing’s best and
brightest, to drive the cross-pollination needed to advance both
individual and industry.

LEADERSHIP
We drive the agenda that shapes the marketing industry and
advances marketing excellence.

on marketing and advertising each year.

ANA members have access to an exclusive
portfolio of products and services including:
Government
Relations

Marketing
Knowledge Center

Regulatory Issues

7,500+ Proprietary
Marketing Insights

Legislation
Representation

Customized Research
Industry Surveys and
White Papers

School of
Marketing
Team Training
Individual Training
Half-Day
Complimentary
Workshop

Conferences and
Committees
30+ National and
Regional Conferences
20+ Committees
Weekly Webinars

The ANA is dedicated to providing its members with leadership that drives marketing excellence and shapes
the future of the industry. Our membership team, comprised of seasoned marketers with years of experience
across a broad range of industries, are dedicated to helping you get the most out of your ANA membership.
Visit www.ana.net/membership or contact your member relations manager to learn more about your membership.

www.ana.net/membership

ANA Government Relations
ANA’s Washington, D.C., office works to protect advertisers and marketers from unreasonable
governmental intervention in their communications with consumers.
WE function as the key
intermediary between the
advertising and marketing
community and Congress,
the federal agencies, state
legislatures, and the courts.

WE actively oppose
efforts by the government
to tax, ban, or otherwise
restrict advertising
and marketing.

WE strive to educate
policymakers at all
levels on the benefits
of advertising to the
economic health of the
nation and its states.

Major accomplishments in 2013 include:
Providing the primary funding for updated research
from IHS Global Insight on the economic impact
of advertising, which found that advertising accounts
for $5.6 trillion of economic output and
supports 21.1 million U.S. jobs

Working with Congress to support language that
prohibits four powerful federal agencies from
publishing their overly restrictive guidelines for
food, beverage, and restaurant marketing unless
they first conduct a cost/benefit analysis

Helping stop major ad tax proposals
in Minnesota, Ohio, and Louisiana

Continuing to keep a spotlight on the progress
of ICANN’s top-level domain program, as more
than 1,400 new domains are due to come online

Expanding and strengthening the Digital Advertising
Alliance self-regulatory program for online
behavioral advertising, including introducing
new guidelines for mobile marketing

Joining two active coalitions that are working to
develop solutions to the problem of “patent trolling”
as it relates to the advertising/agency communities

Our staff in Washington is well-versed in the legislative, regulatory, and legal issues confronting the advertising
industry. To ensure that we continue to represent your company’s interests effectively, we need to hear about the issues
impacting your business. Please have your legal and government relations professionals reach out to us so we can work
together to protect your bottom line. Here are some ways you can engage with the Washington office:
•

Sign up for our mailing list to stay informed on developments in Washington, the states, and the courts.

•

Join the ANA Legal Affairs Committee to discuss the latest legal threats and how to respond.

•

Attend the ANA Advertising Law & Public Policy Conference.

•

Visit the advocacy section of ANA’s website for updates on government relations issues.

•

Follow us on Twitter: @ANAGovRel

2020 K Street, NW, Suite 660, Washington, DC 20006 | 202.296.1883 | djaffe@ana.net

www.ana.net/membership

ANA Marketing Knowledge Center
With more than 7,500 insights, the Marketing Knowledge Center provides you with
high-quality, relevant, and actionable content that spans the marketing spectrum.

Case Studies, Videos,
and Marketing Toolkits

Marketing toolkits, tools, and
templates to help you expand
your marketing know-how and
complete projects effectively.

Snapshots, Insights,
and Survey Research

Ask the Expert
and LiveChat Services

Snapshots
Overviews from speaker presentations at ANA events covering
a variety of industry topics.

We’ve Answered
Over 10,000
Marketing Questions

Insight Briefs

We can answer yours, too!

Collections of subject-specific
content and high-level insights
on a range of timely and
pertinent marketing topics.

Our team of qualified, resourceful
information experts are available
for your member inquiries.

FOCUS:

Multicultural
Marketing

INSIGHT BRIEF
Sharing Marketing Excellence

What’s Inside?
» AT&T Woos Multiculturals
with Celebrities ........................... 2
New Research

» Intrigued by Newer Media ............. 3
» Growth Opportunity ..................... 4
Trending

Focus:

Content
Marketing

» Does Blending Work? ................... 5
» The Truth About Beauty ............... 6
Viewpoints

INSIGHT BRIEF
Sharing Masterful Marketing

Reaching Diverse Audiences

8

Focus:
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s it worth devoting precious
time and resources to reach
niche markets? Don’t general-market
campaigns already appeal to audiences
of every stripe? Do multicultural audiences represent enough buying power
to warrant targeted outreach?

Big Data
now exceeds $1.5 trillion a year,
according to the Selig Center for
Economic Growth.
Few experts would disagree that,
in What’s
the years toInside?
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deeper relationship with multicultural
segments
is the key to growing brands
New Research
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growing part of The Home Depot’s
business. Not only does the
company advertise in Spanish, its
stores feature Spanish signage and
Spanish-language self-checkout
machines.

2. Culture is more important than
language. Simply translating a
Marketers still asking those questions
general-market campaign into the
today might want to check out the
target’s language “is like going into
results of the 2010 Census. Hispanics
a gunfight with a switchblade,”
make up 16 percent of the U.S. populacontends Roberto Orci, CEO of Los
tion, African-Americans account for 13
missteps,
consider these five secrets
Angeles, Calif.-based Acento
Best Practices
percent, and Asian-Americans comprise
for effective multicultural marketing:
Advertising. “It’s not enough.” He
5 percent. Every ethnic group experi» A Plan with Staying Power .............. 7
8
says it’s vital to ground multicultural
enced double-digit population growth
1. Watch your language. Companies
campaigns in the values and mores
Case
Studies
in the past decade, with Asian-Amershouldn’t
advertise what they can’t
of the target
culture so that
icans leading the way at 43 percent.
Therefore,
never
advertise
Five
Tips
for Know
Building
an Effective
Content
Marketing
Program
»deliver.
Gilt
Groupe:
Thy
Customer
.... in8
consumers see themselves in
In four states, including California and
a language the company isn’t fully
» Allstate Gets Smart with
the message.
Texas, non-Hispanic whites are no
prepared to do business in. This is
Artificial Intelligence ...................... 9
longer the majority. Even more
a lesson
The Home
Depot under8 striking,
any marketers
misunderstand
Research
by the Content
3. Mix multicultural
intoMarketing
mainstream
the combined buying power of the
stands.
Because the
Latinocontent
commutheInformation
difference
between
Institute
shows As
thatethnic
whilecommunities
91 percent
marketing.
Source
.........................
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Hispanic, African-American, Asian,
is heavily
invested
in the
and nity
content
marketing.
Content
marketof marketers use content marketing,
Delivering fresh insights
decision-makers
Continued on Page 2
and to
Native
American communities
buildingowning
trade,
they
are additional
a vital of
and
ing involves
Where you
see8,media,
click forinstead
content. only 36 percent believe that their prois the real purpose of customer data
renting it, to attract and retain customgrams are effective. The biggest chalers. Changing or enhancing a customer
lenges to effective content marketing
ig data seems to be the buzztools to collect, store, search, or analyze.
• Variety. Information may be collected
behavior requires creating content that is
are producing enough content and
in a number of forms, including text,
word of the moment. But what
Some of the most tangible examples
compelling, consistent, and curated. The
producing the kinds of content that will
audio, video, statistical data, or sensor
is it, exactly? And what does it mean for
include the terabytes of user data that true value
exchange is found in the stories
promote increased engagement. Marinformation.
marketing? According to Google ExecuFacebook acquires or that Walmart
that brands tell, and storytelling is crucial
keters should ask themselves why they
tive Chairman Eric Schmidt, every two
collects about the millions of transactions to successful
• Value. The
realengine
impactoptimization,
of big data
search
are interested in executing a content
days the world produces the equivalent
it conducts hourly. Big data is defined lead generation,
stems fromand
thesocial
insight
that is
media.
marketing plan before they look at what
of all the data created from the beginby its volume, velocity, variety, and
gleaned from the raw input.
ning of civilization up to 2003, or almost
value to the organization.
Big Data to Big Analytics
five exabytes. This vast ocean of data
• Volume. The terabytes of data that
Social
Search Engine
contains valuable insights, but marketers
To drive new waves of productivity,
most large companies regularly
Media
Optimization
must sift through irrelevant information
growth, and innovation, companies
acquire are too large to process with
in order to find them. Finding value is
conventional means. As technology
know they must tap the massive and
Content Marketing Mission
what big data is all about.
penetrates more aspects of society,
growing volumes of data. Adobe views
the information generated from
big data as the collection and analysis
Big data refers to the extremely large
and about those devices is rapidly
of large amounts of data to create
LeadaGeneration
data sets that organizations acquire,
expanding.
competitive advantage. The real purpose
typically in the terabytes to petabytes
• Velocity. Modern businesses may
of big data is to enable big analytics, Source: Content Marketing Institute, 2013.
range, as well as the applications needed
place more importance on the time
where businesses derive new meaning
to analyze and evaluate all of it. This
characteristic of big data than any
from new data sources. Big data is all
continuous, exponential growth in internal
other dimension. Rapid or real-time
about delivering fresh insights to deciand external data gathered from and
acquisition of data is critical to many
sion-makers, but many marketers are
about customers exceeds the ability
time-sensitive operations and provides
Continued on Page 2
of conventional database management
a competitive advantage.
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they want it to do for them. The Content
Marketing Institute offers five actionable
tips for building a content marketing
program within an organization:
1. Create a mission statement.
Defining the mission of the content
marketing program is the first, most
important step. Use the statement
as a guide to filter content and determine deliverables and outcomes for
the core target audience. The P&G
website homemadesimple.com,
for example, targets women with a
mission statement to “enable women
to have more quality time with their
families.”
2. Repurpose content. Before setting
out to create new content, assess
what existing content could be
reworked. Press releases, blog
Continued on Page 2

Survey Research
The Smarties are the world’s only
global mobile marketing awards
program recognizing outstanding
achievement within the industry.

Findings from 12 yearly surveys
based on critical issues and
emerging trends faced by nearly
all marketers today.

browse 7,500+ marketing insights at

www.ana.net/mkc
12

Members can access LiveChat
from 9 a.m. to 5 p.m. ET
Monday through Friday
or submit a question anytime
at www.ana.net/ask.

“I needed fast information on how
to better justify advertising investment. The ANA team quickly provided
multiple resources to help make my
case. Senior management thought
my summary of the materials created
a compelling argument for increased
investment.”
— Steve LeVeau, director of marketing
at Central Garden & Pet Company

submit your question at

www.ana.net/ask
www.ana.net/mkc

ANA School of Marketing
Traditional training methods are no longer good enough. The ANA School of Marketing
offers a unique educational experience that combines real world experiences and best
practices from client-side marketers with leading industry thinking from the most innovative
specialists, thought leaders, and academics. Using powerful training techniques,
our workshops will help you make better decisions today.

Team Training

Individual Training

How do you elevate the marketing function
within your company so your marketers can
better influence the organization?

What are you doing to ensure your best talent continues to drive growth?

ANA School of Marketing team workshops are
designed to help align your team with your strategic
direction. Each workshop aims to improve the way
your team performs a specific marketing task or
capability.
The progressive and engaging workshops can help
your team improve how you:
• Optimize relationships with internal stakeholders
and external agencies to become a better partner.
• Create a more integrated marketing communi-		
cations plan that is aligned with your strategy.
• Set the course for advertising success with 		
exceptional creative.
• Elevate your brand through digital marketing
and social media.
• And much more!

ANA Member Benefit:

$6,000

Team Training Credit

The ANA School of Marketing has a variety of interactive one- and two-day workshops carefully planned
to ensure participants walk away with immediate
practical applications.
Our current individual training can help individuals:
• Capitalize on customer retention by building 		
powerful brand equity.
• Collaborate with agencies to develop break-		
through creative.
• Engage in a stronger and more focused client/		
agency relationship that enhances partnerships.
• And much more!

Did you know that as an ANA member your company receives a yearly $6,000 credit
to the School of Marketing? The credit can be used to fund a half-day team workshop,
or offset the cost of a full- or multiple-day team workshop. Please be sure to check
with your company’s primary ANA contact to see about applying this credit. Or contact
us directly to find out about eligibility.
ANA Member team training credit not applicable to individual training options.

Defining YOUR OWN company’s way of marketing is a key driver for business success.
ANA School of Marketing workshops will help you to get there faster.

call: 212.455.8024 | email: training@ana.net | visit: www.ana.net/som

www.ana.net/som

ANA Events
The ANA has a large and diverse portfolio of events that are unique
in the marketing industry, as we showcase the client-side perspective.

National Industry
Conferences

Members-Only
Conferences

Our national industry conferences, open to all for a fee, are true “events,”
consisting of great content, superb networking with an “A-list” of attendees,
and, increasingly, evening entertainment, all in fabulous locations.

December 4, 2013 | New York, NY

February 26–28, 2014 | Hollywood, FL

Real-Time Marketing
Conference

Brand Masters
Conference

Mar 30–Apr 1, 2014 | Boca Raton, FL

April 23–24, 2014 | Washington, DC

Media Leadership
Conference

Advertising Law &
Public Policy Conference

May 4–7, 2014 | Naples, FL

July 13–15, 2014 | Dana Point, CA

Advertising Financial
Management Conference

Digital & Social Media
Conference

Members-only conferences are
a complimentary benefit of ANA
membership and are open
to current members and invited
guests only. ANA holds over 25
members-only conferences a year
in locations throughout the country.

Webinar
Wednesdays
ANA’s complimentary Webinar
Wednesday program runs nearly
every Wednesday at 1:00 p.m. ET.
Join fellow industry leaders from
the comfort of your office, and tap
into a wealth of information on key
topics surrounding the advertising
and marketing industry.

Visit www.ana.net/events for more events
ANA

ANA committees are key originators and
advocates of leadership initiatives.
Committees provide eyes, ears, and a voice:
•
•

The “eyes and ears” identify issues that the ANA should
be made aware of (and perhaps take action on).
The “voice” provides strong credibility to a position.

When the ANA (and our committees) has something to say,
the marketing community takes notice and listens.

Commercial
The Found Money of State
Production Incentives

ANA

Brand-Specific Commercial
Ratings
Benefits and Solution Providers

incentives
their states. Although such
to shoot commercials in
increasingly
incentives to advertisers
states and have become
Many states now offer financial more recently they have expanded to additional
percent of production
ago,
from between 15 to 30
originated about ten years
significant, often ranging
the process for
The savings can be quite
of these incentives, outline
attractive to advertisers.
is to provide an overview
The purpose of this paper
this incentive money.
spending in that state.
is competition to acquire
advertisers aware that there
participating, and make
the opportunities
and
incentives
of state commercial production
be aware of the benefits
“All advertisers should
budgets.”
to positively impact production
Valerie Light
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Agency Selection
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LEADERSHIP
INDUSTRY THOUGHT
desire is to
investment. Their long-term
becomes
create jobs and attract
incentives help states
programs and commercials)
(feature films, television
Pure and simple, production
show that
investment so that filmmaking Several studies, by firms including Ernst & Young,
encourage infrastructure
in economicInside?
tax base.
to seven times) is created What’s
of a state’s industry and
of that dollar (e.g., four
an integral component
dollar spent, some multiple
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Agency Selection Briefing
for each production incentive
Guidelines for Agency
place.
the project takes
and 4A’s published the
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process.
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programs
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for making
10
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location. In the feature
be accessed on the respective
approval on the shoot
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3. Finalist
»have
final
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give
and
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recently,
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believe
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target the companies that
in building
the ANAstudios.
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advertisers the opportunity
incentive state can give
“Shooting in a production
in local economies.”
simultaneously investing
dollars up on screen, while

Objective

Solution Providers
» comScore........................

4
...............

» INVIDI Technologies
6
.....................

Interest in Ratings for
2013 ANA SURVEY
Individual Commercials
REPORT

The Rise of the
In-House Agency

» Kantar Media ........................

8
.......

» Nielsen ........................

SURVEY RESEARCH

10
................

Not
Interested
5%

» PrecisionDemand ........................
Benchmarks and Trends
13
.

Neutral
13%

» Rentrak ........................

................
15

Interested
82%

» Simulmedia ........................

17
..........

» TRA ........................
....................

19

Appendix ........................

................21

of their production

John Lick
Production
Executive Producer, Broadcast

Target Corporation
unfamiliar with the fundamentals
who areCommittee
Management
for clients
ANA Production
basic guidance
in agency selection briefings
is to provideCo-Chair,
The intention of this document agency selection process, and give clients experienced
the
of briefing an agency during
to consider.
additional best practices

ANA continues to advocate
for increased granularity
of commercial
ratings, and notably for
brand-specific commercial
ratings.
ANA member interest
in brand-specific commercial
ratings
In a 2011 survey, 82 percent
of members surveyed expressed is high.
interest.
These findings are consistent
with other surveys ANA
has done over
the years, including those
in 2004 and 2006.

Q7. Currently, ratings
for individual
the average of all the commercials commercials are not available. Nielsen
provides ratings for
in a program. How interested
available for each individual
would you be in having
commercial?
ratings
Source: ANA 2011, Leveraging
TV for Growth Survey

The Benefits of Commercial
Ratings
ANA members and other
industry experts have
identified numerous benefits
for brand-specific commercial
ratings.
Accountability
Commercial ratings would
provide more granular
data to better inform the
Marketing mix models
decision-making process.
could be
or may not reflect the delivery input with brand-specific commercial metrics
rather than
for that specific brand)
to provide increased accountability. averages (which may

Better Knowledge/Inc
reased
•
•

Executive Summary

1

a thoughtful briefing that

Incentives
or agency search, requires
to the agencies as
Commercial Production
that every phase of a review,
provide escalating information
The Found Money of StateThe ANA/4A’s task force believes
The review process should
(including any strategic
to the agency.
to the later phases
provides specific direction
(e.g., RFI, RFP, credentials)
from the initial phases
the review progresses
and finals presentations).
and/or speculative work
of client briefing information.
different types and levels
Each review phase warrants

Brand-Specific Commercial
Ratings

Information (RFI) Phase
Initial List/Request for

a list of agencies
you preliminarily qualify
information that will help
as the ability to collect
Think of the RFI phase
don’t meet your criteria.
eliminate agencies that
for the final selection and
about many agencies.
is to gather basic information
introducing themselves.
• The purpose of an RFI
any customized work beyond
make
asking the agencies to do
to allow the agencies to
• At this point, you’re not
expectations as a client
about the search and your
• Share enough information
fit.
good
a
is
this
whether
an informed decision about

ANA surveys are based
on topics
as critical issues and emerging identified by the ANA and its membership
trends that nearly all marketers
face today.

Access all ANA survey

reports at:

www.ana.net/surveys

The ANA welcomes input from committee members on
leadership initiatives to consider.

www.ana.net/committees

www.ana.net/events

