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Welcome!

* More than 10,000 pieces of content is available

Mostly everything is downloadable except videos

Reading this resource guide provides advice on:
 How to navigate the ANA site
* How to get to the content you need quickly + efficiently

* We are here to help with staff ready to assist
* Contact details are on the last slide of this deck

Your feedback is appreciated on how you use this content!




Thank You in Advance...*

* For not sharing your user name + password with other faculty.
Everyone can have their own!

* For not sharing your user name + password with students. Accessing
this resource is just for faculty.

* For not posting any ANA material in any publicly available spots (it’s
fine to use for classroom purposes) as ANA members have only
approved this for ANA member consumption.

e For using it as much as you need for teaching or research purposes
when the complimentary period ends on Tuesday, June 30t
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*Guidelines are in this slide with full terms of use included in this link


https://www.ana.net/content/show/id/site-terms-of-use

Where to Start When You Log In

What You Have Access To




Key Access Point: Resources
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Have Access to Everything in Resources
Except Ask the Expert

<« CcC o0 @& ananet * @ 0 &£ Q@ or G :
: Apps [u Suggested Sites ﬂ Web Slice Gallery =j Customize Links =—‘ Free Hotmail =1 Windows Marketpl... Imported From IE Imported From Fire... Imported From IE (1) @ IMG_4790,pg » Other bookmark
DRIVING - " .
Membership Events Resources Committees Training Advocacy & Leadership &3 Elliot Lum Q Search ©)
N GROWTH RQy@MmEO

Insights Resources

Th D .I A Content Library A Resources Home oW 'Beyond Prof"t'
e al » Agency » Marketing Knowl enter

Rath discusses brand-building for geeg how brands

st . d » B2B » Marketing Futures . ith it ’d I
IpS With nonprofits;and more:

Oln Ue=-a=-hRew » Brand > Ask *xpert B B 1

for these extraord » Consumer » Playbooks

marketers.in touc R CEA T b Nev

» Finance & Procurement » Blogs

itted to Meeting Your Needs

O HELD MON-FRI, 1PM EST » Leadership 4

Media Channels

ice provides an update on our upcoming events, and
how we are committed to meeting our members needs in these
unprecedented times.

Welcome, Elliot

=) B =% e

CONTENT EVENTS COMMITTEES PREFERENCES

Submit a Research Reguest



As a Guest, Unable to Get Access To Training,
Committees, or Events
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Listen to a new ‘Beyond Profit'

TheDaily Drop

YMCA's Stephanie Rath discusses brand—bgildﬁ@'ﬁr\geqd how brands
can forge partnerships with nonproﬂts,r?d morel! ‘

Join us-in-a-new daily webinar series launched
for these extraordinary times to help keep
marketers.in touch and informed. ’
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@ LISTEN NOW

L1 HELD MON-FRI, 1PM EST

We're Committed to Meeting Your Needs

ANA CEO Bob Liodice provides an update on our upcoming events, and
how we are committed to meeting our members needs in these

unprecedented times.

Welcome, Elliot
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Before Jumping into the Material

Let’s Orient You to the Content




Three General Types of Content

ANA Generated Third Party Content
Content Contributions

“Case Studies”
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Case Studies” Overview

Case Studies” are drawn from award submissions

Award submissions categories
* ANA sponsored
* Not ANA sponsored

Snapshot of different categories
Marketing Effectiveness

Brand Activation

Multicultural Marketing

Data + Analytics

Creative Effectiveness

Offer the best, most complete example from situation to result
* Majority of “case studies” have videos
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Resources: “Case Studies” = Awards

ANA Specific Award Categories

Content Type | ANA Genius Awards ANA Echo Awards ANA Multicultural ANA Reggies ANA B2
Description The ANA Genius The ANA International The ANA Multicultural The ANA Reggie Awards | The B2 Awards recognize &
Awards recognize the ECHO Awards have stood Excellence Awards looks to showcase the honor B2B marketers,
most impactful work alone for 89 years in celebrate the year's best most innovative, agencies and suppliers who
in marketing analytics. | celebrating exceptional multicultural advertising impactful, and exhibit excellence in B2B
data-inspired strategy, campaigns. groundbreaking brand marketing campaigns.
creativity, and results. activation campaigns
ANA Group Data + Analytics Data + Analytics Multicultural + Diversity Brand Activation Business to Business
Driving
Pieces of 43 227 144 144 350
Content
Uploaded
Video Majority Majority Majority Majority Several
Availability
Examples * PepsiCo’s Media * McDonald’s * P&G First Shave * Capital One Spark * Lego Learning
Hub #MakeYourChoice * Wells Fargo Learning Business * Hiscox “The End”
* LongHorn * Alexa, Play My Song Sign Language * Goldfish Share Your
Steakhouse First Tales
Party Targeting
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Resources: “Case Studies” = Awards

Non ANA Award Categories

Content Type

Smartie Awards

Effies*

Cannes Lions Mobile Awards

Internationalist

Description

Game changing for careers,
SMARTIES X and SMARTIES
North America recognize the
individuals and teams who are
pioneering marketing
transformation in the
relationship between brands
and their consumers.

Effie Worldwide stands for
effectiveness in marketing,
spotlighting marketing ideas
that work and encouraging
thoughtful dialogue about
the drivers of marketing
effectiveness.

The Festival brings the world's
biggest brands and most creative
people together at a unique event
to learn, network and celebrate
the power and effectiveness of
creativity.

The Annual Internationalist
Awards for Innovation in Media
honor inspiring case studies
scored for insights, strategy,
and results across all product
categories and reflect the way
companies market their
products around the globe.

Group Driving

Mobile Marketing Association

Effies (non-profit)

Ascential (Publicly Traded)

The Internationalist (for profit)

Content (trade association)
Pieces of Content 697 498 152 - Please note only mobile 359 (very global focused)
Uploaded award case studies available
(device driven creativity).
Video Availability Majority Majority Majority None

Examples

* Hellman’s Real Food
Rescue

* Maybelline Power to the
Queen

* Dove’s Beautifully Real
Moms

* Adidas Original Never
Finished

* Pedigree SelfieStix
* Verizon — What You Missed

* Tums “TUMSFast”
* Hyundai— Better Drives Us

*Please note that this content is licensed from Effie Worldwide so be

mindful of attribution and restrictive of its use
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Three General Types of Content

“Case Studies”

ANA Generated

Content

Third Party Content

Contributions
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ANA Generated Content Overview

* Much content is captured and summarized from events that the ANA
hosts

* ANA hosts more than 500+ events annually

e Other forms of research is secondary based looking at key trends
* Minimal primary research

* ANA also has non-gated content that you can use after the complimentary
period is over

* Newsstand
* Blog
* Podcasts
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Overview of ANA Generated Proprietary Content

What the ANA Staff Generates about Member

Companies
Content Event Recap Insight Brief Industry Insight Research Reports ANA Magazine Playbooks + Tools*
Type
Description Capture what an Highlight a trend in Capture a quick Dive deep into key Provide a journalistic Provide actual
ANA member great depth that snapshot on the latest | marketing future perspective on a templates marketers
presents at a many companies are thinking on key trends | topics that marketers particular marketing can use to support
conference or trying to capitalize on | that marketers are will face topic their marketing
committee facing processes
meeting
Pieces of 3,954 56 447 113 332 136
Content
Available
Video Several None None None None None
Availability
Examples * CreatinganiIn- | * Content * 5Brands * Consumer * Eight Imperatives * Content Marketing
House Agency: Marketing Rules Successfully Neuroscience for Marketing-Led Playbook
Penguin * Brands Raise the Marketingto GenZ | ¢ Internet of Things Growth * Influencer
Random Dial on Podcasts * 4 Things Innovative * Digital Platforms Marketing
House's Story Marketers Will Do Raise New Ethical Playbook
* |IBM: A Leading In 2019 Questions for * Implementa
Brand. A Marketers Marketing
Lasting Brand Automation
Solution

*Please note that this content is licensed from the Demand
Metric so be mindful of attribution and restrictive of its use
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ANA Also Offers Non-Gated Access to Content

Resources to Share with Students

Content Type ANA Newsstand ANA Blogs ANA Podcasts
Description Share the latest thinking on what Provide perspective on the latest from Interview leaders in the marketing
marketers need to know to drive industry leaders (Marketing Maestros) & industry who speak to different
growth also a regulatory perspective on what is issues in the ANA CMO Growth
happening in Washington DC (Regulatory Agenda ranging from brand to
Rumblings) innovation to talent to
measurement
Examples * st Tik Tok’s time? *  Evolve Your Email Strategy * Beyond Profit — Brand Building
*  The Young + The Textless * Talent Disconnects, Talent Solutions for Good with YMCA’s Stephanie
*  Appealing to Millennial Values | * Inside SAP’s Insider Marketing Rath
* The Future of Al with Michael
Trapani, IBM
Website Link *  ANA Newsstand *  Marketing Maestros * ANA Podcasts
*  Regulatory Rumblings
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https://www.ana.net/publications
https://www.ana.net/blogs/home/id/maestros
https://www.ana.net/blogs/home/id/rumblings
https://www.ana.net/content/show/id/ana-podcasts

Three General Types of Content

“Case Studies”

ANA Generated

Content

Third-Party Content

Contributions
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Overview of Third-Party Contribution Content

 Videos are available from conferences and webinars
e Often accompanied with their actual presentation
* Permission granted on a case by case basis
e Unable to download videos

 Knowledge partners are those who contribute their intellectual property
for the opportunity to work with ANA client-side marketers
* Vendors
* Publications
e Research Companies
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Overview of Non-ANA Staff Generated Content

What Other Parties Generate for

presentations gave at various ANA
conferences

about key topic areas that marketers
should care about

the ANA
Content Type Session Videos Knowledge Partners Archived Webinars
Description Capture on video the Provide thinking from third party (sellers) | Share the weekly webinar that

the ANA hosts on a variety of
topics

Pieces of Content Available

1603

1890

540

Video Availability

All

None

All

Examples

* Reviving the Nesquik Brand for
a New Generation

¢ The Union of SiriusXM +
Pandora

¢ Simulmedia: How to Get TV and Scale

* Adobe: An Advertiser’s Guide to Data-
Driven, Advanced TV

* A&E Proving That Outcome-
Based Results Drive Business

* eMarketer’s Geoff Ramsey
Presents: 6 Big Trends that
will Shape Marketing in 2020
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Let’s Jump into the Website

How to Search for Content
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Two Basic Ways to Search

Browse By Topic Search Box

ANA Marketing Knowledge Center Has A Lot of Content So
It Requires Discipline in Digging into the Content
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Great Place to Start: Click on Content Library

DRIVING
GROWTH

TheDail

Join us-in-a-new d
for these extraord
marketers.in touc

L1 HELD MON-FRI, 1PM EST

Membership Events

Insights

» Agency

» B2B

» Brand

» Consumer

» Data & Measurement

» Finance & Procurement
» Leadership

» Media Channels

Organization

Resources

Committees Training Advocacy & Leadership

Resources

4 Resources Home

eting Knowledge Center

keting Futures
» Ask the Expert
» Playbooks

» Newsstand

» Blogs
» Awards Programs
» Podcasts

Promotion & Marketing Law Book

Welcome, Elliot

@ Eliot Lum Q search ] W M

ew '‘Beyond Profit'

Rath discusses brand-building for geed, how brands
ips with nonproﬂtsr

&

S

itted to Meeting Your Needs

ice provides an update on our upcoming events, and

how we are committed to meeting our members needs in these
unprecedented times.

httns://www.ana.net/resotirces

MEMBERSHIP

CONTENT

&) =5 e

EVENTS COMMITTEES PREFERENCES

Submit a Research Request
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Great Place to Start: Browse by Topic

M gm.re" Membership Events Resources Committees Training Advocacy & Leadership @ EliotLum Qsearch [ W M (€

Browse by Topic

Data and Measurement Finance and Procurement
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Clicking on Consumer Yields Lots of Results

DRIVING .
M GRO Membership Events Resources Committees Training Advocacy & Leadership @3 Elliot Lum Q Search Oy m
Search Results for ANA Client-side Member Content Library _n )

Search terms SEARCH - o
S ADVANCED SEARCH filter results

T
Seargh returned: 2335 document(s).
© Date Range
Remm Continue to refine your search (V] (] TOpiCS
3} Agency (1586)
£ B2B (1256)
g : . s pners E ) Brand (6278)
4 Companies That Are Inclusive to People with Disabilities @@ Consumer (2335)
Industry Insights March 18, 2020 S
Y, SIS ! E3] Data & Measurement (3755)
To move into the future, marketers need to make the present moment one that not only speaks () Finance & Procurement (400) H ave M a ny
to the “now and next” but is a better environment for all. If everyone is included and able to be = Leadership (2111) >_
part of the larger conversation as an equal participant, then everyone can enjoy and work to the EC Media Channels (7050) lefe re nt Fllte rlng
tunities.
SaMme:opporuinities 3] Organization (1318) .
— , Options
@ Industries
) o o © Case Study Award Levels
Te Guide to Achieving CX Centric Business Goals
s March 11, 2020 .
© Regions
In this webinar, hear from Shiva Mirhosseini, VP, Marketing Technology and Digital Experience at
Aetna, who shared insights on the journey from Vision to Strategy to Execution, as well as lessons [ Products
learned along the way.
I

© Archived Content

VIEW




Leverage Filtering Functionality to Help Guide You

DRIVING
GROWTH

Membership Events Resources Committees Training Advocacy & Leadership

To move into the future, marketers need to make the present moment one that not only speaks
to the “now and next” but is a better environment for all. If everyone is included and able to be
part of the larger conversation as an equal participant, then everyone can enjoy and work to the
same opportunities.

VIEW

Ten-Step Guide to Achieving CX Centric Business Goals

ebinars March 11, 2020

In this webinar, hear from Shiva Mirhosseini, VP, Marketing Technology and Digital Experience at
Aetna, who shared insights on the journey from Vision to Strategy to Execution, as well as lessons
learned along the way.

VIEW

What You Need to Know About Generation Alpha

Industry Insights March 11, 2020

Members of generation Alpha (people born in 2010 until the mid-2020s as ending birth years) are
used to getting information fast and easily — which can be challenging for companies to keep up.
Most of this is done through Al-powered technology, such as Alexa or other voice marketing
technologies.

VIEW

What The Boston Beer Company Learned About Growth

Event Recaps Mart 2020

Boston Beer discussed case studies about launching new brands and how to segment to the right
audiences.

VIEW

Trust lc a Privilege: Rethinkino Haw We llce Data tn Increace Fnoacement

Finance & Procurement (400)
03] Leadership (2111)

E Media Channels (7050)
Organization (1318)
©Industries

© Case Study Award Levels

© Regions

@ Products

=

Ask the Expert Answers (11)
Case Studies (701)

Event Recaps (633)
Industry Insights (116)
Insight Briefs (16)
Knowledge Partners (379)
Magazines (101)
Playbooks & Tools (8)
Research Studies (20)
Video Library (286)
Webinars (64)

© Archived Content

@ Elliot Lum Q Search [} W M

Submit a Research Reques

Filtering By
Product Type
Helps Shape
What Kind of
Content You Will
Get
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Two Basic Ways to Search

Browse By Topic Search Box

ANA Marketing Knowledge Center Has A Lot of Content So
It Requires Discipline in Digging into the Content
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Going Back to Home Screen: Search Functionality

)
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The-Daily Drop )
Join us-in-a-new daily webinar series launched
for these extraordinary times to help keep
marketers in touch and informed. ’

YMCA's Stephanie Rath discusses brand-building forgeed, how brands
can forge partnerships with nonprofits;

@ LISTEN NOW

L3 HELD MON-FRI, 1PM EST

We're Committed to Meeting Your Needs

ANA CEO Bob Liodice provides an update on our upcoming events, afd
how we are committed to meeting our members needs in these
unprecedented times.

Welcome, Elliot
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Search Guides Can Be a Useful Guide
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Results Can Yield A Lot of Content

N gmﬁl Membership Events Resources Committees Training Advocacy & Leadership @ Elliot Lum Q Search n L 4 m

Home / Marketing Knowledge Center

Search Results for ANA Client-side Member Content Library Relevance o

pranding ADVANCED SEARCH o .
filter results

Search returned: 9932 document(s). eDate Ra nge

Result display is limited to 1000 documents. Continue to refine your search. (/] oTo pics

© Industries

Brands in Crisis: Changing Perceptions Through TV Advertising ®© Case Study Award Levels

Knowledge Partners December 20, 2019

\//\B VAB's marketer’s guide 2019 provides five ways for brands to successfully navigate through a © Regicns

crisis.

© Products
VIEW

o Archived Content

2018 Year in Review: Brand Sponsorships by the Numbers
Knowledge Partners February 14, 2019

G] hOOkIt Hookit created a report looking back at the most successful brand sponsorships in 2018.

VIEW

Digital Character and the Humanization of Brands



Important to Be Persistent & Use Filtering

GROWTH

M DRIVING Membership Events Resources Committees Training Advocacy & Leadership

Home / Marketing Knowledge Center

Search Results for ANA Client-side Member Content Library

Branding SEARCH ADVANCED SEARCH ©

Search returned: 9932 document(s).

Result display is Mmit{to 1000 documents}ontinue to refine your search. (/]

Brands in Crisis: Changing Perceptions Through TV Advertising
Knowledge Partners December 20, 2019

\//\B VAB's marketer's guide 2019 provides five ways for brands to successfully navigate through a
crisis.

VIEW

2018 Year in Review: Brand Sponsorships by the Numbers
Knowledge Partners February 14, 2019

GJhOOklt Hookit created a report looking back at the most successful brand sponsorships in 2018.

VIEW

Digital Character and the Humanization of Brands

Relevance (]

filter results

© Date Range

©Topics

©Industries

© Case Study Award Levels
©Regions

© Products

© Archived Content

@ Elliot Lum Q search ] W

Filtering By
Product Shapes
What Kind of
Content You Will
Get
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Downloading Content

Just a Few Quick Tips
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When Downloading Content, Click On What You
Want to View

M gm"ﬁl Membership Events Resources Committees Training Advocacy & Leadership 3 Elliot Lum Q Search [ £} in]

Home / Marketing Knowledge Center

Search Results for ANA Client-side Member Content Library

Relevance (]

pranding ADVANCED SEARCH [ :
filter results

Search returned: 9932 document(s).
© © Date Range

Result display is limited to 1000 documents. Continue to refine your search. (] QTOpiCS

@ ndustries

Brands in Crisis: Changing Perceptions Through TV Advertising @ Case Study Award Levels
Knowledge Partners December 20, 2019
\//\B VAB's marketer's guide 2019 provides five ways for brands to successfully navigate through a © Regions
© Products
VIEW

© Archived Content

2018 Year in Review: Brand Sponsorships by the Numbers
Knowledge Partners February 14, 2019

thOklt Hookit created a report looking back at the most successful brand sponsorships in 2018.

VIEW

Digital Character and the Humanization of Brands




When Downloading Content: It Can Be Obvious

N g:'.ylwu.reu Membership Events Resources Committees Training Advocacy & Leadership & Elliot Lum Q Search ﬂ L 4 m

Brands in Crisis: Changing
Perceptions Through TV
Advertising \D e

December 20, 2019

through a crisis and includes six case studies of well-known, popular brands who

V AB's marketer's guide 2019 provides five ways for brands to successfully navigate
launched TV campaigns to change public perception after a scandal.

Click the DOWNLOAD NOW button for the full guide.

Source DOWNLOAD NOW

"Brands in Crisis: Changing Perceptions Through TV Advertising." VAB, 2019.

Rate This Content

Leave a comment Ak Ak

Tell us a little more about your rating...
Start typing your message here. Limit is 5000 characters....

Submit Rating 1000 characters remaining
Submit a Research Request
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When Downloading Content: Or Not So Obvious

DRIVING Membership Events Resources Committees Training Advocacy & Leadership @ Elliot Lum Q Search [} in]
GROWTH
Home/ Marketing Knowledge Center / All MKC Content/ Event Recaps / Search Results Email BN Save [i

INNOVATIONS DRIVING GROWTH AGAIN

SHARE OF INNOVATION 7ofTop 15

NewLaunches 2019

Anheuser-Busch’s
Innovation Journey

December 10, 2019

Over the past two years, Anheuser-Busch has transformed its innovation approach. Once a
market follower with an incumbent mindset and a little innovation, today Anheuser-Busch
strives to lead future growth. It has embraced a people-first mindset and delivers results
with speed and agility, helping it re-establish innovation leadership within the beer

Related Content

You can
download the

© Presentation

category.
content to your
ud Light, Ultra, and Limearita all have one thing in common: they were created at
B Anheuser-Busch. From the 1980s onward Anheuser-Busch’s market tripled in size deSktop' AISO,

as it saw the rise of light beer, and it quickly became a market leader. Today's story Rate This Content there are
is a bit different. Although AB remains a leader and continues to have roughly half the .
market, it hasn't been driving growth in recent years; from 2012 until 2017, AB only had 11 ***** instances where
percent of the growth in the industry. [elle gl ieE ctoliyougting you can see the
Jake Kirsch, VP of innovation at Anheuser-Busch, believes that it's all a game of relevance. session video if it
From an innovation, marketing, and company perspective, people must be put first. . .
Anheuser-Busch set out to reframe its thinking in light of the fundamental changes ICEDChEREETS M is available.

occurring in consumer behavior — specifically, modern consumers are trading up in beer
and out of the category while seeking more premium products.

- _ . _ Relevant Topics




Some Content Can’t Be Downloaded

DRIVING Membership Events Resources Committees Training Advocacy & Leadership @3 Elliot Lum Q, Search n m
GROWTH
Home / Marketing Knowledge Center / All MKC Content/ Event Recaps/ Search Results Email B Save [i
\
Related Content Which Means

i I I © Conference Agenda Member Didn’t Gi
BUIIdIr!g True M?r..k.e‘tl ng T Siger:nOfefrtoISl?are N
Analytics Capabilities for Their Actual

Rate This CONLeNt et Presentation with

Growth S ANA Membership

June 12, 2019 Tell us a little more about your rating...

The digital economy has forced marketers to retrain their organizations to take advantage

of new opportunities in marketing analytics to reach consumers. To manage this

transformation, Anheuser-Busch InBev has built a marketing capability framework that 1000 characters remaining
identifies core skills, learning opportunities, performance expectations, and KPIs for its

marketing organization. Anheuser-Busch InBev shared insights into how it has fostered this

mindset throughout the organization and how it measures and tracks marketing Relevant Topics

performance against key metrics.
© Consumer

nheuser-Busch InBev, the world's largest brewer, recently made some important © Data & Measurement
A changes to its marketing framework and organization, including conducting a global © Media Channels
shift and retraining its teams. With nearly 180,000 colleagues around the world, the
company discovered how difficult it can be to create consistent and organized campaigns

and remain relevant.

Recent Event Recaps
Build the right skills with teams and being competitive internally and externally. It's P
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But A Workaround Is to Print PDF to Get the File

3 Apps m Suggested Sites [_] Web g » Other bookmar
ri pages
Print 3

Left Click on the

M g:'g'm Destination B saveasPDF - P a ArtiCIe & Then
Building True Marketing . ch .

Analytics Capabilities for - ol B oose Print
Growth Layout portat . Option. Choose

June 12,2019 . .
- Destination as
B u I I The digital economy has forced marketers to retrain their organizations to take More settings G
of new opp: in marketing analytics to reach consumers. To manage
i St e oW s Al 4 Pt AR vk PDF to Download
A n a that identifies core skills, learning opportunities, performance expectations, and KPIs
for its marketing organization. Anheuser-Busch InBev shared insights into how it has t h C t t
fostered this mindset the and how it and tracks e o n e n ]

marketing performance against key metrics.

important changes to its marketing framework and organization, including
June 12, 201¢ conducting a global shift and retraining its teams. With nearly 180,000
colleagues around the world, the company discovered how difficult it can be to create
consistent and organized campaigns and remain relevant.

The digital e )
Build the right skills with teams and being competitive internally and externally. It's
of new oppo em\porlanl foster your teams’ own career and skills, which a
‘team's full potential. Caring for your team is not only compassionate but better for
business and innovation. Retaining employees is critical for expanding a company and

identifies col °aumenucany engaging with consumers.

transformati s remaining

marketing ol Building the right creative and analytical skills led to one of the company's recent ads.
idsat i The company has donated 79 million bottles of emergency water to areas in times of
mindset thrc Inatural disasters over the last 30 years. In its 2018 Super Bowl ad, the video showcased

performance m ancel

nheuser-Busch InBev, the world's largest brewer, recently made some import;nt T DatE S VIeasureTieTt
changes to its marketing framework and organization, including conducting a global © Media Channels
shift and retraining its teams. With nearly 180,000 colleagues around the world, the

company discovered how difficult it can be to create consistent and organized campaigns

and remain relevant.

: : — Recent Event Recaps
Build the right skills with teams and being competitive internally and externally. It's P

important foster your teams’ own career aspirations and skills, which unleashes a team'’s )
full potential. Caring for your team is not only compassionate but better for business and 12 House’s Stor e - s Rosams Rt




Remember, Video Content Can’t Be Downloaded (But Ok
to be Streamed)

N ::'.ylw":' Membership Events Resources Commi ttees Trainin, g Advocacy & Leadership 3 Elliot Lum Q Search vy @

Email B8 Save [Bg

Related Content

HOW HumaniZing a Br’a nd © Conference Agenda

Can Cha nge the Game Rate This Content
October 4, 2019 *****

Executive Summary
Anheuser-Busch is driving brand growth by putting people first.

Submit Rating 1000 characters remaining

Relevant Topics

© Agency
© Content Marketing

© Consumer

Recent Public Videos

Marcel Marcondes

U.S. Chief Marketing Officer, Anheuser-Busch MAR New Agency Models for Integrating MarTech in 32

Please Respect This & Not Try to Find A Workaround to Download This to Your Computer as
We Do Not Have Permission to Release This Content beyond the ANA Firewall
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What’s Next to Support You




We Can Support Being a Resource For You

* Host a webinar the week of March 30t depending on interest
* Orientation
* Questions
e Best Practice Sharing

* Submit your question to el@aef.com
* We will get back to you within 24 hours

* Creation of FAQ web page that captures your questions
 Link will be: https://aef.com/anafaq/
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