


2020

A Tough Year

« COVID-19

« Economy in free fall/partial recovery underway

* Racial Injustice

A time for healing and revival









COVID-19 LESSONS

“There iIs a human at the
end of whatever it is
yvou’re doing.

Always have the
human at the center
of whatever you do.”

Amelia Dunlop
Chief Experience Officer



“Bring the love...
bring the authenticity.

Put your heart on the
table as much as you put
yvour wallet on the table.

Treat the consumer like
you treat your brethren.”

Olivier Francois

Global President, Chief Marketing Officer









Be a force
for good...

and a
force for
growth.
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B2B Marketers’
Responsibility



But...
are we making the right
B2B Marketing decisions
to optimize growth?

History says... “No!!”



“We make marketing
decisions....

We are counted on
to steer the ships of
our B2B brands.”

Doug Zarkin

Chief Marketing Officer



But... We’re leaving a ton of
mohney on the table at the brand
and at the industry level.

CMOs, CFOs, CEOs and
shareholders should
not be pleased



THE NEW

SHINY OBJECT

BUSINESS AND
BRAND GROWTH

A one percentage point
change in industry growth
can add, minimally,
$500 billion to sales
over three years.



B2B BRAND GROWTH

“The brands that are growing the
fastest today are those that intuitively
understand their customers...

... and make brave,
iconic moves that delight
and deliver in new ways.”

Charles Trevail
Global Chief Executive Officer
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B2B Brand Imperatives and Value Shifts

« ...from ensuring consistency to stimulating desire
« ..from marketing centric to enterprise centric

» ...from creating functional and emotional
differentiation to changing a way a business
goes to market

e ..from communicating the customer experience
to actually shaping it

Source
Interbrand Best Global Brand's
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MEDIA TRANSFORMATION
AND REFORM



*To create a marketer-centric
cross-media measurement
system for advertising providing
complete measurement of all ad
exposures

Enables planning optimization,
frequency management, and
outcome measurement

Ensure relevant and positive
consumer ad experience



PRIVACY &
ADDRESSABILITY




To ensure the business
community is effectively heard in
this process, ANA, along with its
sister ad trades, are jointly
founding the Partnership for
Responsible Addressable Media
to convene working groups in
four areas:

1. Business Practices
2. Technical Standards

3. Privacy, Policy, & Legal
Considerations

4. Communications & Education

t
PA

P Pyl
" ‘.'K' ”Slb‘;lf“
P

RTNER

......



PROGRAMMATIC
MEDIA TRANSPARENCY




Cost to Brands: $20 Billion
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Agency Fee Technology Fee... SSP Fee Publisher Revenue
Advertisers spend DSP Fee Unknown Delta Technology Fee...

Brand Suppliers: 25%
Publisher Suppliers: 8%
Unknown: 15% (@ 1/3 of the supply chain providers)






CMOs have spoken:
vendor-driven
contract management
IS not working

Initiative will help
marketers secure
better contract terms
for their MarTech
arrangements

MASTERING THE
TECH STACK
CONTRACTS









BRANDS FOR HUMANS




B2B Marketing
Trends

« Account-Based Marketing

Marketing Automation

« Customer Experience
« Artificial Intelligence

Marketing Podcasts
Lead Conversion

Source:
Brafton



Be a force
for good...

and a
force for
growth.
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