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“Great marketing isn’t great unless it is validated by 
superb results, well developed brands and enduring 

business growth”. 





“Growth is fundamental to life. It is an inherent part  
of being human. So is change. One of the most critical 

ways to turn change into growth is by building and 
constantly developing a strong brand”. 
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Fortune 500 Revenue Performance

259 companies declined - 52%

Of declining companies,  
average decline equaled 9%
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Only 25% of the 
marketer’s digital 
dollar reaches the 

consumer

The Supply Chain Issue







Lack of common 
currency



Inadequate cross 
platform analytics



Not verified and 
accredited





Fraud
Ad blocking
Viewability

Brand Safety
Transparency
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MUST 
HAVE 

CHANGE
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IT IS TIME  
FOR 

MARKETERS 
TO LEAD





MARKETERS 
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www.anamasterscircle.com
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$20 BILLION
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A.I. VR
BLOCK CHAIN

Internet of Things
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WE CAN CHANGE
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THERE’S SO MUCH PROGRESS  
WE CAN ACHIEVE
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THE MASTERS 
OF MARKETING




