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Agenda
ANA Integrated Marketing Members-Only Conference
at Vistaprint presented by Scripps Networks Interactive
Breakfast (8:15 a.m.)
General Session (9:00 a.m.)

VISTAPRINT TRANSITIONS TO
A CUSTOMER CENTRIC APPROACH
WITH A NEW BRAND STRATEGY
Vistaprint is transitioning from a highly
transactional focus to a customer-centric
company with the goal of building a truly
great brand. While the company has had
a successful track record of significant
growth, its brand has suffered in the
past. In this session, Vistaprint will share
the foundational research that served to
inform their approach, and unveil their
new brand strategy, positioning,
personality, and visual identity. Hear
what they are doing today to signal the
market that change is underway, and
how they are preparing for a significant
launch in 2014.
Bridget O’Brien
Vice President, Brand, Marketing
Communications & Content

Vistaprint

FIDELITY INVESTMENTS: INTEGRATED
MARKETING CHANNEL EVOLUTION
Integrated marketing is not as easy
as taking one message and placing it
across several channels. Consumers
and technology have changed, and as
a result marketers have to be innovative
and creative in order to break through
the clutter. This session will look at the
cross-channel use of concept, tailored
for media, especially digital, and the use
of various media as they pertain to the
purchase and consideration process.
The session will also illustrate how
success metrics vary depending
on the type of creative execution,

www.ana.net

placement, and where a consumer is
in the purchase funnel.
Livia Binks
Vice President, Integrated Marketing

Fidelity Investments

IRON MOUNTAIN CREATES A PLATFORM
TO UNIFY CAMPAIGNS ACROSS
CHANNELS
Separately, the efforts of each marketing
team at Iron Mountain were strong,
but when looked at as a whole the
campaigns lacked unity and the ability
to make a lasting impression. This also
required its in-house agency to create
campaigns from scratch each time,
which was inefficient and expensive.
To solve this business challenge, Iron
Mountain rolled out a creative and
messaging platform for all inbound and
outbound marketing initiatives, intended
to serve both domestic and international
markets. Before and after creative
examples, as well as the details of how
Iron Mountain is using this campaign
to generate successful multi-faceted
integrated marketing campaigns, will
be discussed.

connected consumers. Branded content
is a powerful brand building tool when
used as part of an integrated strategy,
but marketers face a number of
obstacles. This session will show how
one-sided push communications don’t
grab consumers attending four ways
branded content can help build a true
brand, and a framework to guide brand
building content.
Tracy Stokes
Principal Analyst

Forrester Research

SCRIPPS NETWORKS INTERACTIVE
SHARES SUCCESSFUL PRACTICES THAT
DELIVER LASTING PRODUCT RECOGNITION

Iron Mountain

Media interactions with today’s
consumer are virtually unlimited.
This means the marketing integration
platforms connecting those consumers
to the advertiser must be equally varied
and customizable. Scripps Networks
Interactive has developed cross-network
and multi-platform integration methods
that reduce the guess work and deliver
both immediacy and long lasting product
recognition. John Dailey and Kevin
Paradis of Scripps Networks will share
the challenges faced in delivering
360-degree marketing integration to
two of Scripps Networks’ top advertisers.

Luncheon (12:00 p.m.)

John Dailey

General Session Cont. (1:00pm)

HGTV/DIY Network

Katie Lillie
Director, Marketing Shared Services

Vice President, Ad Sales, Eastern Region

FORRESTER RESEARCH EXPLAINS
HOW BRANDS CAN BUILD
CONNECTED CONTENT

Kevin Paradis

Marketing leaders must reinvent their
marketing strategies to build brand
advantage with today’s perpetually

Conference Adjournment (3:00 p.m.)
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Vice President, Ad Sales, Northeastern Region

Food Network & Cooking Channel

Speaker Bios
ANA Integrated Marketing Members-Only Conference
at Vistaprint presented by Scripps Networks Interactive

Livia Binks
Vice President,
Integrated Marketing

Livia Binks is vice president of integrated marketing in Fidelity Investments personal, workplace, and investing
services. Fidelity Investments is a leading provider of investment management, retirement planning, portfolio
guidance, brokerage, benefits outsourcing, and other financial products and services to 20+ million individuals,
institutions, and financial intermediaries. Livia assumed her current position in 2011, and leads a team
responsible for the communications planning, development, and execution of integrated marketing efforts to
help drive Fidelity’s retail retirement business. Prior to her current position, Livia has held several marketing
positions in her 13 year career at Fidelity, including customer segment management, institutional advisor
marketing, and leading the interactive team at Fidelity’s in-house advertising agency. Before joining Fidelity,
Livia worked at Smash Advertising in Boston, Massachusetts and was also an elementary school teacher in
Houston, Texas. Livia received a B.A. in education from Texas A&M University in 1996 and a M.A. in integrated
marketing communications from Emerson College in 2000.

Fidelity Investments

John Dailey

A 25-year veteran of national television media, John Dailey’s career began as a national television supervisor
for Coors Beer at Foote, Cone & Belding, where he was named “Starwatch Buyer of the Year” by Marketing
& Media Decisions. From there, John went on to join Chiat/Day, handling national media for Nissan/Infiniti and
other key clients. John first turned to advertising sales at Turner Entertainment Networks. He followed that with
stints at USA/Sci-Fi and UPN before joining Scripps Networks Interactive in 2001. As VP of eastern ad sales
for HGTV and DIY Network, John has helped drive the growth of Scripps Networks through innovations in
custom content, integration, digital, and print convergence with clients across a wide range of categories. John
is an avid weekend athlete and active community participant in Hastings-on-Hudson, New York, where he lives
with his wife and two teenage daughters.

Vice President, Ad Sales
Eastern Region

HGTV & DIY Network

Diana Horowitz

In 2008, Diana Horowitz brought over fifteen years’ experience in domestic and international advertising
and marketing to Scripps Networks Interactive. Prior to that, she held key leadership positions at The New
York Times, including managing director in the corporate category in New York, and was sales development
director for the International Herald Tribune, a job that took her to Paris in 1996, where she met her
husband, Alain. Now back on our side of the Atlantic, Diana currently leads all digital ad sales initiatives for
the Scripps Networks Food portfolio, including web, mobile, social, and video products, and works closely
with the Scripps Networks on-air team to market and sell 360-degree convergent content. She graduated
magna cum laude and phi beta kappa from George Washington University in Washington, D.C., and lives
with her husband in Manhattan.

Director, Digital Ad Sales
Northeastern Region

FoodNetwork.com,
CookingChanneltv,
Food.Com
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ANA Integrated Marketing Members-Only Conference
at Vistaprint presented by Scripps Networks Interactive

Katie Lillie

Katie Lillie is director of marketing shared services at Iron Mountain and has been at the company to bear
witness to the evolution of the marketing function for over ten years (way before integrated campaigns, inbound
marketing, core content, customer journey, and other buzz words of today were at center stage). Her journey
has included launching focus and teams in multiple areas ranging from geo-based field marketing to running
Iron Mountain’s first in-house agency, driving savings of over $3M in two years of operation. Today, this agency
offers project management, event, and email marketing support, as well as design and copy creation. One of
the coolest weapons her team has are the people sitting behind the scenes for the click-to-chat button on the
website. Outside of work chaos, there’s the “calm” of her 4, 7, and 9 year olds, her weekend job as a family
chauffer, and the occasional date night with her husband.

Director, Marketing
Shared Services

Iron Mountain

Bridget O’Brien
Vice President, Brand,
Marketing Communications
& Content

Bridget O’Brien is vice president of brand, marketing communications, and creative where she is responsible
for the strategic, creative, and operational aspects of Vistaprint’s brand marketing. She oversees Vistaprint’s
integrated brand management and marketing communications, with responsibility for the company’s brand
strategy, advertising campaigns, social media, and public relations. Prior to joining Vistaprint in February
of 2010, Bridget was a senior vice president of marketing at Fidelity Investments. While there, she led the
company’s private equity marketing and was responsible for orchestrating strategic marketing initiatives
for that area of the business. Additionally she served as a communications consultant to the company’s
portfolio investments. With over 20 years of experience in marketing and communications, Bridget has held
global management positions in a variety of industries including enterprise software, investment banking,
manufacturing, and advertising. Bridget earned her B.S. in advertising from the University of Texas, Austin.

Vistaprint

Kevin Paradis

Now entering his twenty third year in media and his fifteenth at Scripps Networks Interactive, Kevin Paradis
currently leads the ad sales and marketing efforts for Food Network and Cooking Channel in the Northeast.
After graduating from Ithaca College with a degree in business management, Kevin spent his early years in
various sales positions at The Weather Channel, and in radio, where he worked alongside music industry
legends like Dick Clark and Casey Kasem. In 1998, Kevin joined Scripps Networks Interactive as an account
executive and quickly rose through the ranks to become VP of Northeastern sales. Throughout his time at
Food Network and Cooking Channel, Kevin has directed his team in representing two of the most dynamic
brands in media today, and has been a driving force behind many of the 360-degree partnerships the
networks have executed to date. He resides in Connecticut with his wife and three daughters.

Vice President, Ad Sales
Northeastern Region

Food Network &
Cooking Channel
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Tracy Stokes is a principal analyst at Forrester Research serving CMOs. She is an expert on building brands
through deep consumer understanding. Her research focuses on how to build your brand in a post-digital
age. Tracy has more than fifteen years of global consumer marketing experience in the CPG and retail/
fashion industries. Prior to Forrester, Tracy led global brand marketing at Timberland, employing a
customer-focused approach to rejuvenate the outdoor brand. As a brand marketer at Johnson & Johnson’s
Neutrogena, she built facial care categories in North America and led strategic brand development in Asia,
including launching Neutrogena in China. Tracy began her career as an account manager for a boutique
advertising agency in London.
Tracy Stokes
Principal Analyst

Forrester Research

www.ana.net
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Attendees
ANA Integrated Marketing Members-Only Conference
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Jeff Adams

Livia Binks

Kathy Connolly

Michelle Eburn

Assoc. Program Manager

Vice President, Integrated Marketing

VP, Marketing Operations

Senior Marketing Analyst

Liberty Mutual Group

Fidelity Investments

SuperValu, Inc.

National Grid

Kaitlin Ambrogio

David Blinn
Senior Marketing Specialist

Vistaprint

AAA Southern New England

Lauren Corkery
State Street Global Advisors

Melissa Eckert

Associate Public Relations Manager

Jo Ann Anderson

Wendy Bolivar

Marketing Communications Manager

Digital Marketing Specialist

Vistaprint

H. J. Heinz Company

Carissa Bailey

Matthew Brown

Coordinator, Conferences

Dawn Costello

Client Strategist

Vistaprint

Scripps Networks Interactive

Uyi Edebiri
Ernst & Young LLP

John Dailey

Jesse Feldman
Manager, Marketing Knowledge Center

Manager of Global Branding

Vice President, Ad Sales,
Eastern Region

ANA

Citigroup Inc.

HGTV/DIY

Beth Barnes

Lisann Campbell-Robinson

Synthia Delvecchio

Senior Marketing Consultant

Sr. Marketing Project Manager

Marketing Specialist

Sun Life Financial

The Hartford Financial
Services Group, Inc.

AAA Southern New England

Jeremy Cantarow

Director, Sponsorship Marketing

Kathleen Barrett
Marketing Supervisor

American Consumer Credit
Counseling (ACCC)

United States Postal Service
Mark Fogelberg

Christine Fortin
Associate Brand Manager

Papa Gino’s, Inc.

BIC USA Inc.

Albie DiBenedetto

Katy Giffault

Marketing Programs Associate

VP, Global Consumer Insights

American Consumer Credit
Counseling (ACCC)

Hasbro, Inc.
(A) Senior Sales Executive (Mailing)

United States Postal Service

Alexandra Dimodica
Deloitte

Jennifer Colburn

Amy Duggan

J.J. Gilmartin

Marketing Manager

Graphic Designer, Sr. Manager

Upromise, Inc.

Sun Life Financial

Senior Communications Specialist

Principal Product Manager

State Street Global Advisors

SAS Institute Inc.

Matthew Belkin

Ki Choi
MarketShare Partners

www.ana.net

Mailing Solutions Specialist

Digital Marketing Specialist

Mark Chaves

Philips Electronics
North America Corp.

Lou Figurito

Sarah DiBella

Christina Bearce

Digital Marketing Manager

Travelers Insurance

AT&T AdWorks

Aetna Inc.

Amanda Berriola

Marketing Manager

GE Healthcare

Marketing Head

ANA

Sarah Ferullo

Director, Integrated & Strategic
Partnerships

Liberty Mutual Group

Director, Member Relations

Kanchan Deshpande

ANA

Marketing Specialist

Associate Program Manager

Ed Berg

Fidelity Investments

Vistaprint
Christine Cavour

Live Nation, Inc.

Rebecca DEntremont

Specialist, Product Marketing

Archana Barry

Sr. Director, Sales Development

Director, SNI Digital

Sherry Christian
Strategic Account Manager
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Scott Gilman
United States Postal Service
Group Creative Director - Interactive

Fidelity Investments

Attendees
ANA Integrated Marketing Members-Only Conference
at Vistaprint presented by Scripps Networks Interactive

Harry Gold

Aleks Ikanowicz

Shauna Laskowski

Alison Metcalfe

Chief Executive Officer

Field Marketing Manager

Marketing Associate

Vice President, Marketing, US

Overdrive Interactive

Motorola Solutions, Inc.

Viacord Inc./PerkinElmer

Tourism Ireland

Merin Gray

Damond James

Dale Lehman

Celeste Montgomery

Lead EE Marketing Strategy Analyst

Marketing Specialist

Local Marketing Specialist/New York

Marketing Manager

National Grid

AAA Southern New England

IKEA North America

Vanguard Group, Inc.

Brian Greenberg

Karen Jeknavorian

Megan Leitch

Jessica Moreira

Global Competitive Intelligence Manager

Director, Marketing

Director - Integrated Marketing

Hewlett-Packard Company:
Enterprise Business

Partners Healthcare
Systems, Inc.

Fidelity Investments

Marketing Manager,
Assistant Vice President

Isha Gulati

Gina Kilby
Digital Marketing Manager

Director, International Marketing
Communications

Louis Morra

Enrollment Marketing Consultant

Sun Life Financial

Stonyfield Farm, Inc.

Raytheon Company

TIAA-CREF

Mark Harmon

Erin Killoran
National Grid

Katie Lillie

Maritza Munoz

Director, Marketing Shared Services

Manager, Strategy and Planning

Iron Mountain Incorporated

Prudential Insurance Company
of America

Mailing Solutions Specialist

United States Postal Service
Jay Haverty
COO

Sokolove Law
Ann Hibbard
AVP, Product Marketing

Sun Life Financial
Heather Holm
Sr. Marketing Manager, Vice President

RBS Citizens Financial Group
Diana Horowitz

Toni Lepone

Andrea Kisiel

Heather Lockavitch

Marketing Associate

SVP - Retail Marketing

Vistaprint

RBS Citizens Financial Group

Ori Kometani

Carol Manning

Web Design Manager

Associate Director

State Street Global Advisors

Sun Life Financial

Shepard Kramer

Tina McDonough

Vice President, Member Relations

Marketing Manager

ANA

Papa Gino’s, Inc.

Paul Kyer

Angie Medlin

Mailing Solution Specialist

United States Postal Service

Manager, Integrated Marketing
Framework

Scripps Networks Interactive

Betty Lam

TIAA-CREF

Vickie Hsi

UnitedHealthcare
Asian Initiatives

Director, Digital Ad Sales,
Northeastern Region

Director - Marketing Procurement

Revlon, Inc.
Rosemarie Iannucci
Senior Manager, Media Strategy

Pepsico, Inc

www.ana.net

Marketing Director

Yasmin Melendez
Director, Committees & Conferences

Jane Larson
Mailing Solutions Specialist

Bridget O`Brien
Vice President, Brand, Marketing
Communications & Content

Vistaprint
Nelya Page
Director, Integrated Marketing

The Hartford
Becky Pandolfo
Director, Marketing

The Hartford
Kevin Paradis
Vice President, Ad Sales,
Northeastern Region

Food Network/Cooking Channel
Samantha Paul

Jane Merritt

Vice President,
Senior Marketing Manager

Aetna Inc.
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Marketing Director

ANA
Marketing Manager

United States Postal Service

RBS Citizens Financial Group

RBS Citizens Financial Group

Attendees
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Rose Polletta

Trish Ryan

Destene Styles

Wenqian Wang

Sr. Marketing Project Consultant

Sr. Systems Analyst

Communication Strategy

Sr. Business Consultant

The Hartford Financial
Services Group, Inc.

Hologic Inc.

TD AMERITRADE Holding Corp.

John Shahbazian

Linda Sweeney

Liberty Mutual Insurance
Company

Greg Radner

Marketing Manager

Senior Designer

Upromise, Inc.

State Street Global Advisors

Gretchen Smith

Kristina Sweet

Marketing Manager

Vice President, Sponsorships
& Media Sales

Gary Watermark

ANA

TIAA-CREF

VP, Marketing

Fidelity Investments
Jamie Rauscher
Marketing Project Manager

Partners Healthcare
Systems, Inc.

Derek Stangle
Product Marketing Manager

Theresa Swiderski

Vistaprint

Widlande Raymond
Sallie Mae

Anna Stankiewicz

Marketing and Communications
Coordinator

Program Manager

Sharon Rogers

Liberty Mutual Insurance
Company

State Street Global Advisors

Director of Marketing,
College Planning

Patalia Tate
VP, Ad Sales Marketing Creative Strategy

Fidelity Investments

Ben Staples

Colleen Roller

Vistaprint

David Turk

Bank of America

Orion Stavre

Facility Management Corporation

Katie Ross

Panera Bread, LLC

Alex Uzgin

Tracy Stokes

Vistaprint

Usability Engineer

Marketing Manager

American Consumer Credit
Counseling (ACCC)

Scripps Networks Interactive

Marketing Associate

Vice President, FMC Ice Sports

Manager Analytics and Insights

Marketing Manager

Principal Analyst

Ty Velde

Forrester Research, Inc.

Sr. Account Manager

Roberta Ruel

Overdrive Interactive

AVP, Brand and Creative Marketing,
Voluntary Benefits and Employee
Benefits Group

Sun Life Financial

www.ana.net
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Kerry Wasgatt
Marketing Associate Director

Sun Life Financial
Senior Marketing Manager, Marketing

Jody Weber
Marketing Manager

U.S. Trust, Bank of America
Elizabeth West
Sr. Director

TIAA-CREF
Eric Wholley
Account Manager

Overdrive Interactive
Julie Widrow
Manager, Account Services

AAA Southern New England
Jason Wolf
Associate

Vistaprint

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:

Five secrets to more effective multicultural marketing

Award-winning case studies and
videos from industry-leading
brands that highlight the most effective marketing strategies.

INSIGHT BRIEF
Sharing Masterful Marketing

I

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?
come, building a
deeper relationship with multicultural
segments
is the key to growing brands
New Research
and increasing revenue. But simply
» Collecting Data Is Not Enough ........ 3
marketing in another language or trying
to Trending
appeal to another culture in English
can be a minefield of potential hazards.
» Delivering Data-Driven Messages .... 5
To avoid costly or embarrassing

» Cross-Cultural vs.

Multicultural Marketing ................. 8
ANA Member Case Study

» Heineken Scores with Soccer ....... 10

Source information ......................... 11
Where you see8, click for additional content.

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
.........................
11
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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Put Big Data to Work
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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
11

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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becomes
create jobs and attract
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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.
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an integral component
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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

