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Agenda
ANA Marketing to Millennials Members-Only Conference
at National Education Association
Breakfast (8:15 a.m.)
General Session (9:00 a.m.)

CITY YEAR REACHES MILLENNIALS
THROUGH SOCIAL MEDIA
City Year, an education-focused non-profit
organization, will share how they have
leveraged digital platforms for crowd
sourced advertising targeting college
students. City Year’s #makebetterhappen
campaign has received more than
30 million impressions and helped
the company become a top 100 ideal
employer among college students.
Discover key lessons learned and
insights on how City Year has resonated
with millennials and driven significant
increases in awareness among this
influential group.
Gillian Smith
Chief Marketing Officer

City Year

A 127-YEAR-OLD BRAND WINS OVER
MILLENNIALS

marketers to connect with them has
never been more important. One of
their passion points is music, so Sony
Music conducted a study of 31,000
consumers to study the music fan.
This session will cover how to talk to
this consumer more effectively through
music, how different kinds of music
communicate to different segments
within the millennial population, and how
the millennial music fanatics response
to brand messages differ from the
casual music fan.
Jasmine Martin
Manager of Branded Parternships

Columbia Records

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

MARKETING TO MILLENNIALS:
TOP TRENDS AND WAYS TO REACH
THIS ELUSIVE GROUP

Jarden Home Brands

Millenials, the largest and most influential
generation of consumers ever, are no
longer an unreachable audience. While
some brands and marketers fear the
unknown with this “enigma generation,”
the real winners are the marketers who
embrace and engage with today’s
millennials. Jeff Fromm, co-author of
a best-selling new book, “Marketing to
Millennials: Reach the Largest and Most
Influential Generation of Consumers
Ever” shares new research and best
practices in creating brand engagement
for millennials in an entertaining and
educational format.

MUSIC TO A MILLENNIAL’S EAR

Jeff Fromm

The buying power of millennials has
never been stronger and the need for

BARKLEY

Ball Jar evolved its communications
and innovation strategies to reach the
youngest adult generation, and grew
sales 21% last year. Discover how
Jarden Home Brands focused on
advocacy outreach, personalizing the
brand experience, and adopting MVP
development principles to engage
with the elusive millennials target.
Roberto Carvajal
Associate Brand Manager

www.ana.net

Executive Vice President & Co-Author of
“Marketing to Millennials”
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CONNECTING THE MILLENNIAL
GENERATION TO NEIGHBORHOODS
THROUGH AN INTEGRATED
MULTI-MEDIA APPROACH
The Greater Philadelphia Tourism
Marketing Corporation has undertaken
a campaign to reach millennials through
a campaign called “Philadelphia
Neighborhoods”. The campaign
encourages locals and visitors to
“go one more block” to explore the
neighborhoods’ storied streets, buzzedabout restaurants, emerging art galleries,
independent shops, intimate music
venues, plentiful parks, and hip, annual
festivals. This digitally-savvy initiative
leverages GPTMC’s social media
programs to form the foundation of the
campaign, with a focus on engaging
millennials. Using a variety of social
tactics via Facebook, Twitter, and
Instagram, GPTMC tapped into vast
social networks to highlight each
neighborhood through the eyes of
people who live there. Leveraging the
established and successful With Love,
Philadelphia XOXO branding campaign,
GPTMC uses paid media to support the
neighborhoods campaign targeting
millennials through digital advertising.
This session will present how these
tactics have succeeded in the goal
of driving young visitors and residents
to spend time (and money) in the
neighborhoods and driving traffic
to visitphilly.com/neighborhoods.
Betsy Oliphant
Director of Advertising

Visit Philadelphia

Conference Adjournment (3:00 p.m.)

Speaker Bios
ANA Marketing to Millennials Members-Only Conference
at National Education Association

Roberto Carvajal
Associate Brand Manager

Roberto Carvajal has made his way to marketing via engineering, not quite the traditional path, but packed
with very applicable insights. Of course, an MBA from The Cox School of Business at SMU did not hurt.
Always with a focus on innovation in consumer packaged goods, he has lead teams in the development of
products as wide ranging as writing instruments (the retractable Sharpie®) to manufactured Pine Mountain®
firelogs. Since 2008 he has supported this type of innovation at Jarden Home Brands and, in 2012, joined the
marketing team at Ball® Fresh Preserving as associate brand manager. With a heavy focus on growing this
127-year-old business through existing new products and a strategic look at market segmentation, the brand
has seen double digit growth the past two years. Roberto’s previous life as a professional track & field athlete
for the Mexican national team led him around the world, but now, he’d rather use that speed to chase the kids
around the house.

Jarden Home Brands
In addition to his marketing degree from The Wharton School at the University of Pennsylvania, Jeff has more
than 25 years of brand marketing and new product innovation experience for Hallmark, KC Masterpiece BBQ
Sauce, Build-A-Bear Workshop, American Italian Pasta, and many other brands. On behalf of Barkley, Jeff
spearheaded the millennials research partnership with The Boston Consulting Group and Service Management
Group. Jeff is the founder of ShareLikeBuy, a millennial insights and consumer trends conference, co-author
of four trends reports and the lead editor of a popular blog, www.millennialmarketing.com.

Jeff Fromm
Executive Vice President
and Co-Author of “Marketing
to Millennials”

BARKLEY

Jasmine Martin
Manager of Branded
Partnerships

Jasmine Martin is manager of branded partnerships at Columbia Records’ creative agency. The creative
agency works to build symbiotic and uniquely engaging partnerships between Columbia Records artists and
brands, both through licensing endeavors and marketing programs. Jasmine focuses on creating, developing,
and executing exciting brand partnerships for a roster which includes such superstars as Daft Punk and
Beyonce to the emerging talent of Haim, London Grammar, and Laura Mvula. She also leads the label in
identifying innovative opportunities in art and fashion. It is her passion for building musicians into internationally recognized superstars that has led Jasmine to live and work in London and Beijing for independent labels.
She brought this international exposure and perspective to Columbia Records after working at both Geffen and
Interscope Records in NYC. She has developed and pitched compelling programs to various brands, including
Pepsi, Nike, Faberge, Versace, Christie’s, Sepora, McDonald’s, Sprite, DKNY, Curve For Men, Mamba, and
more. Jasmine is a graduate of Columbia University and lives in New York.

Columbia Records

www.ana.net
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Betsy Oliphant
Director of Advertising

Visit Philadelphia

Gillian Smith

Betsy Oliphant is the director of advertising at Visit Philadelphia, which she joined in May 2012. In her role, she
uses her strong branding and creative experience to help guide campaigns that build Philadelphia’s economy
and image. Oliphant manages the media and creative for Visit Philadelphia’s advertising, including the
award-winning With Love, Philadelphia XOXO ® and the citywide With Art Philadelphia™ collaborative. She
works with agencies and internal teams to deliver strategic programs that range from shoestring to milliondollar budgets. In order to leverage every media dollar, Oliphant stays ahead of travel and consumer trends
to reach people where they are and how they want to be reached. Plus, she strengthens Visit Philadelphia’s
effectiveness by ensuring that the invitation — the ad — is personal, memorable, and drives action. Visit
Philadelphia’s campaigns, and Oliphant’s work, increase the number of visitors, the number of nights they stay,
and the number of things they do in the region. These efforts enhance the quality of life and sense of pride for
residents. After attending The University of North Carolina at Chapel Hill, Oliphant attended La Universidad
Carlos III in Madrid, Spain, where she earned an MA in trans-Atlantic political science and cultural studies.
She is proud to reside in center city Philadelphia.

Gillian Smith joined City Year in July of 2011 as chief marketing officer, and is responsible for leading all
of the organization’s marketing efforts. Prior to her work at City Year, Gillian was chief marketing officer at
Teach For America, where the recruitment marketing work contributed to more than a 150% increase in
applications over the course of four years. Before Teach For America, Smith held several marketing roles
at Burger King Corporation (BKC). Under her leadership, BKC marketing campaigns received a number
of honors, including Cannes Golden Lions and Best Viral Advertising of 2004 (The Wall Street Journal).
Smith has been recognized as a Woman to Watch by Advertising Age (May 2006) and an Online All-Star
by MediaPost (September 2006). Prior to her work at BKC, Smith was a brand manager for the Coca-Cola
Company in Germany. Smith is a graduate of Rollins College in Winter Park, Fla., and was a Fulbright
Scholar in Germany.

Chief Marketing Officer

City Year

www.ana.net
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Darlene Abubakar

Ed Berg

Cheryl Chotrani

Bruce Dincin

Senior Director, National Advertising
and Marketing Programs

Director, Member Relations

Director, Brand Strategy

Senior Director, Brand Advertising

ANA

Rosetta Stone

Choice Hotels International, Inc.

Fran Berk

Brad Christmann

Jane Dyer

Manager, Government Affairs

Marketing Manager, Mobile

Director, Brand Mail

Amtrak-National Railroad
Passenger Corp.

Capital One Services, Inc.

United States Postal Service

Debbie Christopher

Temeka Easter

Martin Brady

Director, Integrated Marketing

Director of Social Media

Fidelity Investments

Sallie Mae

Margarita Clements
American Express Company

Larissa Fair

Amtrak-National Railroad
Passenger Corp.
Adrian Adriano
Vice President, Multicultural Marketing

Comcast Cable
Kristen Alliger
Assistant Vice President

T. Rowe Price Investment Services
Scott Anderson
Marketing Executive

Qatar Airways
Jennifer Apy
Product Marketing

Adobe Systems Incorporated
Rogerio Araujo
Marketing Officer

Qatar Airways
Steven Arenberg
Director, Market Research

Johns Hopkins Medicine
Boyd Bailey
Marketing Officer, U.S.A.

Director, Consumer Marketing

Hamilton Beach Brands, Inc.
David Brick
Account Manager

Mei Collins
Project Director, Brand Marketing

Susan Fratto

Stephen Brockelman

Choice Hotels International, Inc.

Marketing Manager

Senior Writer

Kathleen Coney

T. Rowe Price Group, Inc.
Elizabeth Butler
Director, Client Marketing

TD AMERITRADE Holding Corp.
Carmen Campbell
Senior Marketing Manager

T. Rowe Price Investment Services
Maura Cardellicchio
Verizon Communications

Jeff Fromm

Marriott International, Inc.

Barkley

Saunya Connelly

Saudia Gajadhar

Marketing Coordinator

Senior Director, Brand Marketing

Amtrak-National Railroad
Passenger Corp.

Choice Hotels International, Inc.

Shelley Crockett

Superintendent ANG Advertising

Program Manager, Social Media

Choice Hotels International, Inc.

Veronika Batyan
Capital One Services, Inc.

Vice President Marketing

Robin Dagostino

Jarden Home Brands

Director Social Media Marketing

Comcast Cable

Roberto Carvajal
Associate Brand Manager

Michael Dail

Jarden Home Brands

Vice President, Brand Marketing
Marriott Hotels and Resorts

Tanya Behrend

Carol Chin-Fatt

Associate, Creative

Brand Marketing

Capital One Services, Inc.

Capital One Services, Inc.

Marriott International, Inc.
Lesley Delaney
Account Manager

T. Rowe Price Group, Inc.
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Johns Hopkins Medicine

Director, Brand Marketing
Fairfield Inn and Suites

Chris Carlisle

www.ana.net

Avectra

KPMG LLP

Qatar Airways

Wendy Beach
Choice Hotels International, Inc.

Director, Marketing and Communications

Executive Vice President

PJ Gallagher
Air National Guard
Jacqueline Geyfman
Marketing Manager, B-to-B

Choice Hotels International, Inc.
Alessa Goff
Senior Product Manager

Capital One Services, Inc.
Steven Grant
National Education Association

Attendees
ANA Marketing to Millennials Members-Only Conference
at National Education Association

Carmen Guzman Lowrey
Vice President, Government Relations

Sallie Mae
Denise Harbaugh
Manager, Geographic Marketing

SeaWorld Parks and
Entertainment

Sarah Janiszewski
Visit Philadelphia
Jill Jaquith
Brand Strategy

Capital One Services, Inc.

Jasmine Martin

Mario Palacios

Manager of Branded Partnerships

Product Manager

Columbia Records, Division
of Sony Music

Capital One Services, Inc.

Taylor Mayo

OTA and Direct Sales Manager

Lead Manager Development Offers

Rebecca Jelfo

T. Rowe Price Group, Inc.

Marketer Manager

Carson Helsper
National Education Association

Qatar Airways

Jason McGrade

Matt Kaudy

Jill Higgs

Vice President, Marketing
and Business Development

Senior Web Development
and Social Media Specialist

Senior Copywriter

Marriott International, Inc.

NASA Federal Credit Union

Alison Hill

Brekan Kohlitz

Senior Manager, Courtyard Marketing

Marriott International, Inc.

Capital One Services, Inc.

Kerri Homsher

Honey Konicoff

North American Service Office
Marketing Coordinator

Marriott International, Inc.

IKEA North America
Crystal Hudson
Senior Marketing Officer,
Entertainment and Sports Marketing

Amtrak-National Railroad
Passenger Corp.
Alec Hughes
Senior Vice President,
Millennial Segment Leader

Marketing Manager

SourceAmerica
Chayada Nitisiri
Principal Brand Manager

Capital One Services, Inc.

Associate Brand Manager, Ore-Ida

Johns Hopkins Medicine

H. J. Heinz Company

Kristine Jackson

Adam Liszewski

Director, Advertising and Marketing

Carri Nelsen

Communications Project Leader

Teri Lee

Marketing Project Administrator

Carfax

Deborah Leach

Claire Hunter

Qatar Airways

Director of Strategic Insights

Johns Hopkins Medicine

Vanguard Group, Inc.

Ana Meyer

Philip Moore

Director, Institutional Marketing

Wells Fargo & Co.

Veronica Pillay

Deloitte Consulting

Keith Langrehr

Betsy Oliphant
Director of Advertising

Visit Philadelphia

Brand Marketing Director

Touchstone Energy Cooperatives

Choice Hotels International, Inc.

Justin Osborne

Heather Jacobs
Marriott International, Inc.

Mei Loo

General Manager, Advertising
and Marketing Communications

www.ana.net
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Volkswagen of America, Inc.

Marriott International, Inc.
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Superintendent ANG Event Marketing

Marriott International, Inc.

Principal

Volkswagen of America, Inc.

Air National Guard

Air National Guard

Ashish Midha

Marketing Analyst

Chief, ANG Recruiting Marketing

Marnie Metzman

Verizon Wireless Inc.

Steve Kuzemchak

Rondal Perry

Angela Petri

Corporate Sustainability Strategy

Director, Brand Marketing

Qatar Airways

Touchstone Energy Cooperatives
Senior Marketing Manager

Brand Manager

Kiersten Pearce

Marketing Executive

Kelly Poling
Vice President, Marketing Strategy
and Operations,North America

Rosetta Stone
Kristin Puramsetti
Director

Comcast Cable
John Quinn
Markets and Accounts

KPMG LLP
Julia Quinn
Director, Social Media

Amtrak
Carol Radigan
B-to-C Marketing

Marriott International, Inc.
Rich Rose
ANG Event Marketing Manager

Air National Guard
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Debbie Routt

Marcia Simms

Karla Swinton

Leigh Walczak

Managing Director

Brand Marketing Specialist

Director, Consumer Channel Marketing

Associate Manager, Conferences

BlueCross BlueShield Association

United States Postal Service

Choice Hotels International, Inc.
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Paula Scanlon

Carolyn Slater

Priyanka Tandon

Dustin Walker

Director, Marketing Communications

Content Manager, Marketing

Associate Brand Manager, Ketchup

ANG Social Media Manager

SourceAmerica

Avectra

H. J. Heinz Company

Air National Guard

Eric Schwab
Choice Hotels International, Inc.

Gillian Smith

Courtney Taylor

Andrew Whang

Chief Marketing Officer

Associate Marketing Manager

E-Commerce Officer, U.S.A.

City Year Inc.

Capital One Services, Inc.

Qatar Airways

Brand Marketing

Kelly Smith

Glenda Turner

Sloan White

Capital One Services, Inc.

Marketing Coordinator

Manager, Advertising and Media

Associate, Promotions

InfoComm International

SeaWorld Parks and
Entertainment

Capital One Services, Inc.

Sarah Van Dyck

Associate Creative Director, Brand
Management and Communications

Abigail Catherine Schwartz

Chris Scirocco
Director, Committees
and Conferences

Andrew Stearns
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Air National Guard

Damelia Shaw

Mark Stevens
National Education Association

Senior Marketing Manager,
Partnerships and Alliances

ANG Event Marketing Manager

Destination DC

Rachel Stinnett

Natalia Shilova

Capital One Services, Inc.

Product Manager

Orela Suku

Rob Simek

IKEA North America

Media Specialist

T. Rowe Price Group, Inc.

Tony Vaughan

Danielle Young
United States Postal Service

Jess Vellky
T. Rowe Price Group, Inc.

Amy Ziegenfuss

Heather Virasteh

Choice Hotels International, Inc.

SourceAmerica
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Marketing Specialist

Capital One Services, Inc.

Senior Program Manager, Marketing

Comcast Cable
Communications, Inc.
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Rosetta Stone
Associate Marketing Manager

Brand Strategy

Capital One Services, Inc.
Executive Director, Marketing

Vice President, Global Brand Marketing

David Williams

Senior Director, Advertising
and Creative Strategy

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.

Bring Your Story to Life

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
10

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.

February 26–28, 2014 | Hollywood, FL

Mar 30–Apr 1, 2014 | Boca Raton, FL

Brand Masters
Conference

Media Leadership
Conference

April 23–24, 2014 | Washington, DC

May 4–7, 2014 | Naples, FL

Advertising Law &
Public Policy Conference

Advertising Financial
Management Conference

July 13–15, 2014 | Dana Point, CA

October 15–18, 2014 | Orlando, FL

Digital & Social Media
Conference

Masters of Marketing
Annual 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
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to shoot commercials in
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be aware of the benefits
“All advertisers should
budgets.”
to positively impact production
Valerie Light

What’s Inside?
Benefits ........................

................ 1

ANA/4A’S WHITE PAPER

Manager
Broadcast Production
Verizon
Management Committee
Co-Chair, ANA Production

Agency Selection
Briefing Guidance

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
Guidance.... 3
Agency Selection Briefing
for each production incentive
Guidelines for Agency
place.
the project takes
and 4A’s published the
................. 3
clients and
activity in the state where
In October 2011, the ANA
1. Initial List/RFI Phase
practices for both
» incentives
incentives. The
and publicize best
state production
Those
these
fromand
process.
Search to documentbenefited
greatly
programs
selection
Phase ........... 5
have historically in the agency search
a particular state. Incentive» 2. Semi-Finalist/RFP
agencies to consider
ANAinand 4A’s websites.
The film and television industries
film arena,
the decision to produce
for making
10
companies can
location. In the feature
be accessed on the respective
approval on the shoot
beenPhase .........................
3. Finalist
»have
final
are clearly geared to reward guidelines
give
and
advertisers
recently,
fund productions
there is an
believe
12
and 4A’sMore
motion picture
target the companies that
in building
the ANAstudios.
major
Summary ..........................
aretothe
guidelines,
very successfulGuidance
those
been
incentives
search/new
these As
a follow-up
agency
of the have
as many states
quality,
the largest recipients of
the productivity
sacrificing
improve
without
........... 13
further
specific
to
achieved
be
developing
Members..............
opportunity
can
by
Task Force
participating. Savings
for both agencies and advertisers,
the industry.
process,
required
businessby
agency selection briefing
the production infrastructure
around the subject of

Background

Background

best practices guidance
selection process.
throughout the entire agency

to put more
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

