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“Brands are in a position
to drive change

not only within their 
organizations

but in society at large. 

CMOs need to
take the lead.”

Tony Wells
Chief Media Officer, Verizon



“We are sprinting through 
an endless obstacle course. 
Take a recovery break and 
reflect on what the world 

needs now 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



Be a force
for good… 

and a force 
for growth.

MARC PRITCHARD
ANA Chairman & Chief Brand Officer 



Growth Deceleration
Fortune 500

Average Annual Rate of Growth

2000–2010

4.0%
2010–2015

2.0%
2015–2020

2.8%



Growth
Fortune 500

Average Annual Rate of Growth

2000–2010

4.0%
2010–2015

2.0%
2020–2025

4.0%
2025–2030

5.0%
2015–2020

2.8%

Each
percentage point 
of growth adds 

$500 billion 
annually to our Industry



Message From ANA Board Of Directors:

IT’S TIME TO
TAKE OUR INDUSTRY BACK…

AND DRIVE GROWTH!!



MISSION

DRIVING
GROWTH

FOR YOU, THE INDIVIDUAL 

FOR YOUR BRANDS AND BUSINESSES

FOR OUR INDUSTRY

FOR HUMANITY



ANA
GROWTH 
AGENDA



Headwinds



Source: Economic Outlook U.S. Q2 2023: Still Resilient, Downside Risks Rise, March 27, 2023.

(year % change) 2023f 2024e 2025e

Real GDP 0.7 1.2 1.8

Real consumer spending 1.2 0.9 1.8

Core CPI 4.7 3.0 1.9

Unemployment rate 4.1 5.0 5.1

S&P Global Ratings
U.S. Macroeconomic Forecast



Activating Brands
DRIVES GROWTH



Strong Brands = Superior Returns
 2006-2022

Source: Kantar BrandZ



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

Is
COMPLEX



UNLOCKING 
BRAND 

GROWTH

• Great Digital Creative

• Digital Media Excellence

• Data and Analytics Superiority

• Growth in Measurement Capability

• Leveraging Technology

• Outstanding Talent

• Advancing DEIB



Great Digital Creative 
DRIVES GROWTH



Digital Media 
Excellence 

Drives Growth



Source: eMarketer  March 2023
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Source: U.S. Digital Ad Spend Growth to Recover Next Year. eMarketer, June 6, 2023

+10.8%

+2%

16.4% +11% -6%
+38.4%

+14.6%
+56.3%

Internet
advertising

TV advertising Video games
and esports

Music, radio, and
podcasts

Newspaper and
consumer
magazine

BTOB Out of home Cinema

U.S. Advertising Revenues
and Growth by Media
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Source: The CMO Survey: Managing Brand, Growth, and Metrics Report: March 2023
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The Media 
Landscape 

Continues to be 
Transformed



$50B ad category… 
and growing

Capturing 1 in 5 
digital dollars

RETAIL MEDIA
NETWORKS 



$13.8B global
$4B in U.S.

Projected $25B
by 2025

INFLUENCER
MARKETING



CONNECTED
TV

• 2/3 of consumers will 
continue to shift to CTV 
from traditional

• 2023 forecast is $27 
billion

• Ad Fraud represents a 
huge concern



The Power 
Generative AI



DIGITAL AND 
SOCIAL MEDIA 

ISSUES

• Ad Fraud

• Brand Safety

• Online Hate

• Digital Media Supply 
Chain Transparency



HIGHLIGHTS

• $20 billion waste

• Made for Advertising

• Information Asymmetry

• Marketer access to data

• Average Campaign: 
44,000 sites



Digital Data and 
Analytics

Drives Growth



DATA AND 
ANALYTICS

• Investments in data analytics 
grew 37% last year

• Marketers allocate 9% of 
their budgets to data and 
analytics

• Marketers allocate an 9% of 
their budget to customer 
analytics

Sources:
CMO Survey Deloitte/ Duke Fuqua/ AMA 2022
Gartner - The State of Marketing Budget & Strategy 2022



Source: The CMO Survey: The Highlights and Insights Report  February 2022

Industry % Reporting Yes
% Change Since 

Feb. 2021

Data analytics 77.5% 37.2%

Optimizing of company website 74.0% 0.3%

Digital media and search 70.9% 9.1%

Marketing technology systems or platforms 69.8% 29.7%

Direct digital marketing (e.g., email) 68.2% 19.0%

Online experimentation and/or A/B testing 47.3% 4.2%

Managing privacy issues 35.3% 23.9%

Machine learning and automation 26.4% 29.4%

Improving our app 24.4% N/A

What investments did your company make to improve
the performance of your digital marketing activities over the last year?



Digital 
Measurement 
Drives Growth



MARKETING 
DATA QUALITY 

Only 47%
of marketing professionals 

feel that the quality of 
their marketing data 
allows them to make 
effective decisions on 

where to spend resources

Source: Ascend 2



18%

24%

26%

30%

31%

37%

39%

44%

Increase the Freq. of Database Cleansing/Auditing

Making Data Accessible Across Teams

Normalizing/Standardizing Data

Improving Workflows to Acquire and Use Data

Acquiring Multiple Types of Data

Integrating Data/Technology

Acquiring Data From Multiple Sources

Ensuring Data Security

CRITICAL ELEMENTS
TO IMPROVE DATA QUALITY

Source: Ascend 2



To deliver an industry-wide 
measurement solution that 

provides complete and 
objective measures of all ad 

exposures by reporting 
cross-media deduplicated 

reach and frequency 
measures

ANA
CROSS-MEDIA 

MEASUREMENT  
MISSION



ANA Measurement Agenda

 Marketers
Must Own It



Privacy-Preserving 
Technology 

Drives Growth





DATA CLEAN 
ROOMS

• DCR’s are an essential 
collaboration tool for 
audience insights, 
measurement and data 
activation in a privacy 
centric ecosystem

• Users are not using DCR’s 
full potential

• DCR’s require significant 
investments in talent, 
financial resources, data 
infrastructure and internal 
connectivity

Source: IAB State of Data Report



86%
83% 81% 79% 79%

60%

Confidentiality and
security of data / IP

through various privacy
protocols

Privacy by design:
privacy throughout the

whole engineering
process

Availability of
enrichment partners:

assuring data matching
with third-party

partners

Flexible identity for
matching with different

identity solutions

Distributed data
interoperability:

controling partner data
access and use

Inability to re-identify or
reverse engineer

DCR Use Cases

Source: IAB State of Data Report



Technology 
Drives Growth



44%

39% 38%

33%

27%

22%

19%

13% 13%

Improving the
Customer

Experience

Increasing
Engagement

Improving
Efficiency

Increasing ROI Improving
Conversion

Rates

Improving Data
Quality

Aligning Efforts
of Marketing and

Sales

Improving
Decision-Making

Creating a
Comprehensive

View of the
Customer

MARTECH GOALS / RATIONALE

Source: Ascend 2



Generative AI
Drives Growth
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Segmentation / Personalization

Dynamic Pricing

Content Distribution

Content Creation

Analysis / Forecasts / Projections

Ad Targeting and Analysis

Customer Service / Support

None

The Use of A.I.

Source: Ascend 2



Yes, Already Using It
9%

Yes, I Will Test It This Year
24%

No Plans to Use or Test It
36%

Not Sure
31%

PLANS FOR USING GENERATIVE AI



A Digitally-Trained 
Workforce 

DRIVES GROWTH



34%

21%
23%

9%

13%

40%

19%

15%
14%

12%

Having the right talent Having the right
operating model

Having all the
stakeholders aligned

Having to write
technology

Having the right data

Right Talent = Revenue Growth 

Feb-20 Mar-23

Source: The CMO Survey: Managing Brand, Growth, and Metrics Report: March 2023





ANA’s
Global Day
of Learning



Oustanding
Digital Leadership

Drives Growth



• A time of big opportunities 
and equally big challenges

• Billions $$ in growth 
opportunity and Billions $$ 
in waste

• Take back our industry 

• Stand as an industry

• Own and lead the agenda

NOT A TIME
FOR THE

TIMID 



Doug Zarkin

“We make marketing 
decisions…. 

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

MARKETERS’ RESPONSIBILITY



ANA
GROWTH 
AGENDA





DESI OKEKE
Director, DEGREE
Unilever









WI-FI INFO
Network Name:

Network Password:



ANA EVENTS APP



Q&A ON THE APP



Q&A ON THE APP



NEED HELP?

EMAIL OUR
SUPPORT TEAM

streaming@ana.net



#ANADigital



ANA RESOURCES

Check our latest content at ana.net



THANK YOU TO OUR PRESENTING SPONSOR



THANK YOU TO OUR SPONSORS AND EXHIBITORS
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