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“A brand is the set of
expectations, memories,
stories and relationships that,
taken together, account for a
consumer’s decision to
choose one product over
ahother.”

Seth Godin

Marketing and Leadership Expert




DECISION
MAKING!!




MARKETERS’ RESPONSIBILITY
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“We make marketing
decisions....

We are counted on
to steer the ships of
our brands.”
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The Good Feet Store Doug Zarkin
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Activate Brands:

DRIVE GROWTH




Strong Brands = Superior Returns
2006-2022

435%

Powerful Brands Strong Brands S&P 500 MSCI World Index

Source: Kantar BrandZ



Most Highly-Branded Companies vs. S&P 500 Index

200%
188%

160%
120%
110%

80%

40% /

0%

2015 2016 2017 2018 2019 2020
—S&P 500 —Highly-Branded Companies

Source: Brand Finance



Driving
Brand Growth
IS

COMPLEX




“Branding demands
commitment:
commitment to
continual reinvention;
striking chords with
people to stir their
emotions; and
commitment to

Imagination.”

Sir Richard Branson

‘\ Founder
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UNLOCKING
BRAND
GROWTH




But it begins with
Creativity!!



“Marketing magic exists
between consumer truth
and product truth.

Define and discover the
authentic role your products
play in people’s lives.”

Soyoung Kang

CMO, eos



Brands
Need So
Much More...




Media Excellence

DRIVES GROWTH




Monthly Change in U.S. Ad Spending
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Source: Guideline’s U.S. Ad Market Tracker, February 2024



Total U.S. Media Ad Spending

Billions
$507
$467
$429
$396
$358
‘ W 8.40%
4.80%
2023 2024 2025 2026 ploy/

Source: Insider Intelligence eMarketer Oct 2023



Media Forms with Potential for
Innovation and Opportunity

% of respondents

50%
41%
35%
28%
23%
. i

Social Media Digital Video Mobile Gaming Digital Display Search

Source: Integral Ad Science, 2024 Industry Pulse Report December 2023



Citizen’s Bank



Superior Data

Quality
for Brand Growth



MARKETING
DATA QUALITY

Source: Ascend 2

Only 47%

of marketing professionals
feel that the quality of
their marketing data
allows them to make
effective decisions on
where to spend resources



Critical Elements
To Improve Data Quality

Acquiring Data From Multiple Sources _ 39%
- -

Integrating Data/Technology 7%

Acquiring Multiple Types of Data _ 31%
-

0%

Improving Workflows to Acquire and Use Data

Normalizing/Standardizing Data

Making Data Accessible Across Teams — 24%

Increase the Freq. of Database Cleansing/Auditing

Source: Ascend 2



Brand, Media
&

Measurement

Transparency |

1 thru log-level

data

Privacy thru
post-cookie
solutions/
privacy
enhancing
technologies
for media and
measurement
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MarTech
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. Interoperability
& procurement

MarTech
~  leadership
agenda
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Talent &
"~ Capability

Artificial Intelligence applications and implications

Data Impact on ANA
Data is permeating across much of the ANA Growth Agenda

DEP
Owned &

Operated*

First-party data
" capability

ANA member
third-party
- data provider
support

Cleanroom
technology
navigation

CDP usage &
best practices

4' Privacy

compliance
tools

| lead |

Talent &

Organization

r

Benchmarking
organizational
structures

Data training &
development
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Talent pipeline
& key roles

Support

Privacy

Data ethics

*-—

Standards
to mitigate
data bias

Brand safety
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ANA self-
regulation
leadership

ANA
government/
policy work

Publish &

| report ongoing

’

Amplify
industry/brand
carbon
emissions
efforts

regulation




Technology
Drives

Brand Growth
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“Artificial T
intelligence will | .
have a g*:"w
more profound -9
impaCt Sundar Pichai n
on humanity than
fire, electricity, and
the Internet.
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Alphabet 7



Top Marketing Uses for Al

Content Personization

Content Creation

Improving Marketing ROI

Programmtic Advertising and Media Buying
Predictive Analytics for Customer Insights
Targeting Decisions

Marketing Automation

Conversational Al for Customer Service

Data Analysis and Reporting

Source: The CMO Survey



Top Al Marketing Key Benefits

Increased efficiency

Improved targeting

Automation of repetitive tasks

Better insights from data

Enhanced customer experience

Competitive advantage

Source: Ascend2, Leveraging Al in Marketing, 2024




Al Impact

Source: Ascend 2

+6.2%

Improved Sales Productivity

+7.0%

Increased Customer Satisfaction

-7l2%

Lower Marketing Overhead Costs



BRAND AUTHENTICITY
DRIVES GROWTH

Purpose DEIB Sustainability




“Brands are in a position
to drive change
hot only within their
organizations
but in society at large.

CMOs need to
take the lead.”

- Tony Wells
verlzon\/ Chief M¥dia Officer, Verizon



“We are sprinting through
ah endless obstacle course.
Take a recovery break and
reflect on what the world
heeds how and what we can
do as marketers and
business leaders to help.
The world is ripe for
even more purpose
and positivity.”

Esi Eggleston Bracey
C00, Beauty & Personal Care UMQQA!W



DEIB EXCELLENCE
DRIVES GROWTH
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What’s good for business is diversity.
And what’s good for us is to advocate
in the right way.

Unwavering courage and a sustained
commitment are required...

And it has to last for years.

Manoj Raghunandanan

Global President, Self Care
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“Multicultural marketing
may be the
single biggest source
of growth
In our industry now,
and for the next several years...
perhaps even decades.”

6’&6

Marc Pritchard

Chief Brand Officer



Sustainability

DRIVES GROWTH
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PROGRAMMATIC
MEDI A

SUPPLY CHAIN
TRANSPARENCY

STUDY

FIRST LOOK 7,
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TRANSPARENCY
STUDY

COMPLETE REPORT




A Digitally-Trained
Workforce

DRIVES GROWTH
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ANA
MISSION



_IIV_IaI:k_eting
raining &
Development ‘ ‘ ; g 5 CAANTAIO NAL
Center FOUNDATION

Institute
for Real
Growth




ANA’s
Global Weeks

of Learning

CMO  peser

GROWTHCOUNCIL pEp AT
AP 882 REOPEN

MARKETING'’S GLOBAL DAY OF LEARNING




Oustanding
Leadership
Drives Growth




* A time of big opportunities
and equally big challenges

e Y Billions $$ in growth
NOT A Tl ME o AR opportunity and Billions $$
FOR THE e 4 in waste
 Take back our industry
« Stand as an industry

« Own and lead the agenda




Brand

Growth and
Performance
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