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OVERVIEW

ABOUT THE ANA

Since 1910, the ANA has commanded the industry
agenda, enhanced career development, and advanced
the interests of marketers.

POSITIONING STATEMENT

Driving growth for you, your brands, our marketing industry.
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BOILERPLATE

The ANA’s mission is to drive growth for marketing
professionals, for brands and businesses, and for the
industry. Growth is foundational for all participants in
the ecosystem. The ANA seeks to align those interests
by leveraging the 12-point ANA Growth Agenda, which
has been endorsed and embraced by the ANA Board
of Directors and the Global CMO Growth Council.

The ANA’'s membership consists of more than 1,600
domestic and international companies, including over
1,000 client-side marketers and nonprofit fundraisers
and 600 marketing solutions providers (data science and
technology companies, ad agencies, publishers, media
companies, suppliers, and vendors). Collectively, ANA
member companies represent 20,000 brands, engage
50,000 industry professionals, and invest more than
$400 billion in marketing and advertising annually.



ANA GROWTH AGENDA

The ANA Growth Agenda supports the four industry priorities set by the CMO Growth Council. The agenda graphic features the four priorities and the 12 focus areas that enable marketers
to meet those priorities. When displayed, this graphic should not be altered in any way. The colors, position, and title must remain intact at all times.

ANA Growth Agenda

Marketing
Innovation

DriVing Media and

Supply Chain

Business e—

& Brand
Growth
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LOGO USAGE

PRIMARY (SOLO)

Our logo represents us at the very highest level. It acts as a signature, an identifier, and a stamp of quality. These guidelines detail how to use our logo consistently across all communications.

The full color green logo is our preferred version and should be used wherever possible.

COLOR: BLACK & WHITE:
CLEARANCE SPACE

A

Clearance Area: Fit width of
smaller A on all four sides

To ensure the legibility of the logo always maintain a minimum clearance space around the logo. The clearance
space is the width of smaller A on all four sides. Avoid placing any other objects near the logo.

This isolates the logo from competing elements that may detract attention. The minimum space should be
maintained as the logo is proportionally enlarged or reduced in size.
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INCORRECT LOGO USE

AN~ ANA

Do not skew or distort the logo Do not outline the logo

H,

Do not rotate the logo Do not lighten the logo

A

Do not recolor the logo Do not apply effects on the logo

AV



LOGO USAGE

PRIMARY (WITH TAGLINE)
mA ‘ DRIVING mA
GROWTH

DRIVING GROWTH DRIVING GROWTH

for you, your brand, our marketing industry

DRIVING GROWTH

for you, your brand, our marketing industry
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ANA BUSINESS AND AWARDS PROGRAMS

CENTER N
THE ANA
=BRAND MASTERS ‘ EDUCATIONAL
pf/l?pOSe CIRCI FOUNDATION

NNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNN

MA Nonprofit MA BUSINESS N DATA &

REGGIE
AWARDS

ANA MULTICULTURAL
EXCELLENCE AWARDS

6 / ANA Brand Guidelines

ANA INTERNATIONAL

cCHO

AWARDS

AV



COLOR PALETTE

Green is at the core of our brand, and everything we create should use that as its foundation. Black, neutral grays, and white space add balance and sophistication to the brand, while bright accents
provide energy. Colors can expand or shift from this palette but should always complement the primary green color.

PRIMARY

Pantone 355C Black

Cl00 I MO Y100 I KO COIMOIYO!I K100
RO | G166 | B8l R351G3l1B32
HEX #00A651 HEX #231F20

SECONDARY

Pantone Blue 072C

Cl100 I M83 1 YOI K5 C57 I M23 1 Y10 | K31
R28 1 G63 | B 148 R82 | G125 | B 151
HEX #1C3F94 HEX #527D97
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80% Black
COIMOIYOI K80
R90 | GO0 | B90
HEX #5A5A5A

Pantone 657C
CIOIM1IYOI K4
R216 | G231 | B242
HEX #D7E6FO

Pantone Cool Gray 6C
COIMOIYOI K30
R186 | G188 | B 190
HEX #BCBECO

C8IMI9OIYO2 | KO
R237 1 G199 | B51
HEX #EDC632

White
COIMOIYOI KO
R255 | G255 | B255
HEX #FFFFFF

Pantone 2583C Pantone 1575C Pantone 382C
Cl00 I MO YOI KO C45 1 M71 1 YOI KO COIM60 I Y100 | KO C30 I MO Y100 | KO
RO | G174 | B239 R150 | G99 | B 169 R245 1 G130 | B32 R190 | G215 | B50
HEX #0OAEEF HEX #9663A9 HEX #F58220 HEX #BED732

AV



FONTS

TRADE GOTHIC

LIGHT GOTHAM
LIGHT OBLIQUE
REGULAR

OBLIQUE

BOLD

BOLD OBLIQUE

BOLD NO. 2

BOLD NO.2 OBLIQUE
CONDENSED NO. 18
CONDENSED NO. 18 OBLIQUE
CONDENSED NO. 20
CONDENSED NO. 20 OBLIQUE
EXTENDED

BOLD EXTENDED
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THIN

THIN TTALIC
EXTRA LIGHT
EXTRA LIGHT ITALIC
LIGHT

LIGHT ITALIC
BOOK

BOOK ITALIC
MEDIUM
MEDIUM ITALIC
BOLD

BOLD ITALIC
BLACK

BLACK ITALIC
ULTRA

ULTRA ITALIC



STATIONERY

LETTERHEAD

ANA 155 E 44th Street | New York, NY 10017
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BUSINESS CARD

MA ‘ DRIVING
GROWTH

DRIVING GROWTH

for you, your brand, our marketing industry

ENVELOPE

mA ‘ DRIVING
GROWTH

212.697.5950 | www.ana.net

Christine Manna
President and Chief Operating Officer

155 E 44th Street

New York, NY 10017
cmanna@ana.net

T: 212.455.8060 | M: 917.881.1986

www.ana.net | @ANAmarketers



EMAIL SIGNATURES

FORMATTING WITHOUT ADDRESS
Font Type: Calibri First and Last Name
Font Size: 12 for Name and Last Name Title, Department | ANA
11 for all other fonts P XXX.XXX.XXX W ana.net t @ANAmarketers
Font Color: Black unless noted otherwise
Hyperlinks: In ANA green, no underline The marketing industry has identified four priorities to drive business

growth — explore the ANA’s Growth Agenda to see the resources
available to help marketers meet these priorities.
First and Last Name [Bold, Size 12]

Title, Department | ANA [Regular, Size 11] WITH ADDRESS

[ANA’s Green RGB mix is Red = 0; Green = 166; Blue = 81]

P XXX.XXX.XXX W ana.net t @ANAmarketers First and Last Name

[Hyperlink: https://www.ana.net/ and in ANA Green] Title, Department | ANA

[Hyperlink: https://twitter.com/anamarketers and in ANA Green] P XXX.XXX.XXX W ana.net t @ANAmarketers

155 E. 44th Street, NY, NY 10017 [Optional] 155 E. 44th Street, NY, NY 10017

[New paragraph, Italic] Example: Find the latest intelligence marketers need to drive growth
A sentence with a call to action to view one of the company’s prod- at ana.net/newsstand

ucts (with the product name hyperlinked in the ANA color green).
RECOMMENDED TAGLINES

“The marketing industry has identified four priorities to drive business
growth — explore the ANA’s Growth Agenda to see the resources
available to help marketers meet these priorities. ”

“Find the latest intelligence marketers need to drive growth
at ana.net/newsstand”

You are welcome to use a tagline that suits your business unit. Please
ensure that it is approved by your department head. Taglines should
drive traffic to content that is available to members and non-members.

For instructions on creating an email signature on Outlook, or creating
the right RBG color mix for the ANA green, please see the Email
Signature template under Marketing and Communications Wiki page.
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PHOTOGRAPHY

CONSIDERATIONS

Photography is a strong element of our brand. We're a membership association, so it's important the images we use should feel personal, passionate, and inspirational.
It is particularly important that they feel human and approachable.

AW

2013 MASTERS OF MARKETING WEEK

DRIVING GROWTH
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STOCK IMAGERY

CONSIDERATIONS

When choosing stock imagery, selct images that look candid and genuine. Avoid heavily stylized, generic, and obviuosly staged shots.
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STOCK IMAGERY

CONSIDERATIONS

[llustrations should be conceptual. Avoid clip art imagery.
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CHARTS

CHARTS

Create charts as flat graphics. Never use drop shadows, gradients, or shading effects. Use colors from the brand palette, but be mindful of how multiple charts look together in a layout.

Performance Incentives as Part of Media Agency Compensation By Study

61%
a7% 46% 40% 6%
%
35% o
30%
19%
13% l
1991 1954 1997 2000 2003 2006 2010 2013 2016 2019

“Note that 1991 through 2016 numbers are part of the broader ANA Trends in Agency Compensation survey work and
represent use of incentives with at least one, though not necessarily all, of their agencies — creative, media, etc.
The 2019 number is for media agency compensation only. N

Incentives Performance Criteria

Base: 36

Pp——
——
et N -
(sales, market share, profitability, etc.)

Onloe, sockl, ando search media performance metics | 3o
(click-through, viewability, etc.)

Offline media delivery goals e
(ratings delivery, impressions, cost per point, etc.)

Brandiad avareness [N 1%

Brand perceptions [ 8%

Q. Which performance criteria are used as the basis for the incentives? Please check all that apply. N

Compensation for Tech Fees

——

Fixed Fee 20% 2% 23% 30%

ou NI ECTR NI
Other o% 0% £ 2%

DSP/DSM Service | Third-Party Data Ad Verification

an “yes™ to the prev tion, of the following are charged to you in addition to your
media agency’s compensation. Please indicate if these services are charged as a fixed fee, commission, a CPM, or other basis.
Note: Some numbers may not add up exactly to 100% due to rounding.

Base: 50

Frequency of Programmatic Reporting

Base: 73
54%
30%
21%
14% 16%
™ 8%
w -
— — |
Online dashboard ~ Daly 2-3 times Weeky 2-3 times Monthly Less frequent  Don't know
that is available per week per month than monthly
24771365
Q. For your agency’s (or other third party’s) programmatic buys, how often do you receive spending and media performance reports? N

Methods of Agency Compensation for Media Planning and Buying Services

Base: 86
OfineMed | OffineMeds | _ DighlSeoch, | _ Digi Search, | Progammate
Planning Buying Social Media Planning Social Media Buying Services
Commision — g e o 108 o v

Commission — Sliding Scale

e - -
— O T T
3%

P e Posed oo uchic 2% 25% 2% 18%
Value-Bated Fee 1% o% o% o% %
Media Performance-Based Fee o% o% o% o% 1%
Combination of Fees and Commissions 10% 13% 1% 15% 1%
Other % = % % a

Q. Please indicate your method of agency compensation for media planning and buying services by checking the appropriate
method in each column. If you employ multiple agencies that have different for any of these services,

please only select your primary or most common method of compensation. N
Note: Some numbers may not add up exactly to 100% due to rounding.

Updates to Contracts to Address Transparency Issues

Yes — within the past year _ 4%
Yes — within the past two yeors [ =<~ 69%
Yes — within the past tiee years [ 1%
Yes — more than tee years ago [J 10%
vo [N 31%

Don't know/Does not apply l a%

Q. Have you updated your media agency contract to address “transparency” issues around media rebates, discounts, AVBs,
and other cost benefits the agency might receive from media sellers?

Base: 80
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BRANDING EXAMPLES — SLIDESHARE COVERS

ANA

THE BEST QUOTES
FROM THE 2019
ANA MASTERS OF
MARKETING WEEK

;
)
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N

FOUR TIPS FOR
DISCOVERING AND SHARING
YOUR BRAND’S PURPOSE

HOW TO MAKE
THE MOST

OF STORIES ON

SOCIAL MEDIA

/' N

FOUR TIPS FOR
BETTER B2B FOUR WAY Four Ways for

BRAND MAR _E,TING @ ~ YOUR B2B : B2B Marketers
CAN IMPLE s, 4] to Make Better

A“TUMAT Use of Data

L
© B
- O 4y
oL
\



BRANDING EXAMPLES — EVENT FLYERS AND POSTCARDS

2019BRAND "-.. & -

MASTERS .” AN e

CONFERENCE ) CONFERENCE I
= | |

PRESENTED BY g/
1"7 - A
2019 DIGITAL 2019 BRAND
R & SOCIAL MEDIA ACTIVATION MARKETING

T " e CONFERENCE CONFERENCE

verizon" o e @ ENGAGE. INSPIRE. IMPACT.

PRESENTED BY ¥ meredith
JULY 24-26 | HILTON SAN DIEGO BAYFRONT | SAN DIEGO, CALIF. THE mu_rmuMsAnrw! 3;17\ ORLANDO, FLA,
\ s

FOR MORE INFORMATION AND TO REGISTER TODAY, VISIT, WWW.ANANET/BRANDISFLYER. N FOR MORE INFORMATION AND TO REGISTER TODAY, VISIT, WV W.ANANET/INHOUSE 19FLYER.

FOR MORE INFORMATION AND TO REGISTER,
'PLEASE VISIT WWW.ANANET/DSMISPC.

2019 ADVERTISING =920
FINANCIAL MAN GEMEN ,Q‘z
CONFERENCE 2

2019 INFLUENCER 2o

MARKETIN < '
CONFERENCE ks \;\‘ 2019 MEDIA = 2 2019 BRAND
- CONFERENCE " MASTERS

meaon Quanicas v = #  CONFERENCE

HIGHLY EFFECTIVE BRANDS

@@@W

NOVEMBER 20 CONFERENCE KICK-OFF NOVEMBER 21
WarnerMedia, 30 Hudson Yards // New York, N.Y. 583 Park Avenue // New York, N.Y.

— - THAT DRIVE RESULTS
‘ a ‘g) @ (@\ @ FEBRUARY 27-MARCH 1
4 [\ . 'HILTON SAN DIEGO BAYFRONT | SAN DIEGO, CALIF.
A3 ] L i
Salli
: For more information and to register, please visit www.ana.net/media19pc. MA WWW.ANA NET/BRAND19PC

For more information and to register today,visit ana net/afm1 94, mA
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BRANDING EXAMPLES — INSIGHT BRIEFS AND WHITE PAPERS

BESTPRACTICES  CASE STUDY
ing  Content Marketing  The Tree Plars of
s foraPost-Dighal

Age Warketing Stategy.
mees ez

MailChimp's
Guideto Content
Marketing

MA ReedSmith MA
J‘*':{
RULES TRUST MEDIA AGENCY
— CONSORTIUM COMPENSATION
"OF TRUST N THE ADVERTISING ECOSYSTEM PRACTICES

SEPTEMBER 2019 SEPTEMBER 2019

INSIGHT BRIEF BR . e N

A DIVERSITY

W BT oo IR
ON'FODGASIS P AND AGENCIES
[PAGE?2] NOVEMBER 2019

MARCH 2019

A¥
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ANA Podcast
Network

Listen to discussions on the futurz{ef
marketing, the power of purpose,@nd
marketing's legal implications.

2019 Influencer
Marketing
Conference (U)

November 20-21: Learn j
navigate the hurdles of {
industry.

) CLAIM YOUR SPOT AT #ANAINFLUENCERMARKETING
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BRANDING EXAMPLES — WEB SLIDERS

Right now:

' @
| Business

: | ' & Brand
your business. W Growth

@& VIEW THE 12-POINT GROWTH AGENDA-

et

Discover Your True
North Star (U)

L1 LEARN MORE

Best Jobs You've
Never Heard Of

Join the movement to market marketing
on campus

¢ CREATING THIS CAMPAIGN IS A JOB

MAKING SURE [ei:i-FNj ] [c:7 ]

ALL VOICES SONGS ABOUT

ARE HEARD HAMBURGERS
IS A JOB. ) IS A JOB.




BRANDING EXAMPLES — NEWSSTAND WEBPAGE

& ana.net (4] t o

£ Erin Grant Q, Search [ W [

DRIVING Membership Events Resources Committees Training Advocacy & Leadership

GROWTH

ANA Newsstand

The marketing intelligence marketers need to drive growth.

Editors' Picks

Connecting with the Giving Boomers the

Catering to Gen Z Appealing to
MTV Generation Right Impression

Means Shunning Millennial Values
Traditional Marketing

Read More

;

b
yr= + ANA magazine
L . o B2B Marketer magazine
- [T, * Forward magazine
. e Greater Good magazine
Defining B2B How Data Fuels A New Chapter for
Marketing Success in Feeding America Independent
a Post-Digital Era Bookstores
Submit a Research Request
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BRANDING EXAMPLES — MARKETING 360 EMAIL

[ ] %] Hear How Popeye's Won the Chicken Sandwich Wars at #ANAbrand - Inbox

Message

> \ ) ]| :r El By
W = | 53&7 : L T J,
Delete Archive | Reply Reply Forward Switch Move  Junk  Rules Read/Unread Categorize Follow Sendto | Customer Insight
All Background Up OneNote | Manager

Hear How Popeye's Won the Chicken Sandwich Wars at #ANAbrand

O ANA Marketing 360 <info@ana-email.net>

AM Tu

® Erir

ANA MARKETING 360 Ducamber 201

Driving Growth for You, Your Brand, Our Industry Customize Your Email Experience

EVENTS

National Conferences
2020 ANA Brand Masters Conference, presented by Twitter

March 4-6, 2020, In Scottsdale, Ariz.
#ANABrand

Hear the lessons learned from one of the most viral social media campaigns of the year at the
2020 ANA Brand Masters Conference, presented by Twitter.

Bruno Cardinali, head of marketing, North America at Popeyes Louislana Kitchen, will share haw
the chicken sandwich war, a nearly month-long series of events, generated millions of
engagements and doubled the brand’s social media following. Cardinali will also discuss what the
company learned and how it is leveraging those insights to drive engagement and brand growth.

Cardinali will be joined by CMOs and top marketers from leading brands like Mastercard, Beam

Suntory, General Mills, Danone North America, Russell Stover Chocolates, Poly, IEM, The Wonderful Company,
Caterpillar, and RXBAR, as well as from the marketing leaders behind the 2019 Effie Awards “5 for 50" program-winning
campaigns.

Register today 1o join your colleagues to hear from an impressive group of marketing leaders.

AWARDS

Awards
Enter Your Work Now for REGGIE Award Consideration!
The REGGIE Awards recognize in brand activation solutions and igns of all sizes, budgets, and scopes.

You can choose from 23 categories, including six new ones: innovative commerce marketing, challenger brand marketing,
seasonal/holiday marketing, and sports or esports marketing. You're sure to find the best option to showcase your most
innovative, integrated, and groundbreaking brand activation campaign for consideration for a REGGIE award.

The deadline to submit an eniry is January 15, 2020, so download an enliry pack for more information and see if your
campaign has what it takes to join previous winners like AT&T, Blue-Bunny, L.L. Bean, Frito-Lay, Nickelodeon, Aflac,
Target, Mondeléz International, and Dunkin’ Brands.

Winners will be announced at the 2020 ANA Brand Activation Markeling Conference, taking place April 22-24, 2020 in
San Diego, Calif., at the Hilton San Diego Bayfront.

ANA Drives Growth CONNECT WITH US
¥ou ara racaiving this emall Decause you exprassad INtarast In the ANA (Assaciation of National Agvertisars). If you MAinlo
would llks to opt out of tha ANA'S updates on networking avents, cutting-edge marketing research, and pramier

national confarances. please unsubscribe

y about this emall to Inf t
Let us know what you hink about our emalls.
© Copyright 2018 Assoclation of National Advertisers, Inc., 10 Grand Central, 155 East 44th Sireat, New York, NY

facTive  ATE  Pejoitte By pocchook Go gle

Advertising Sales
pandors &8 @ Quantcast , s exandr
meredith

View the full list of ANA partners.

STRA \_;\:.m

HIGHERLOGIC
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BRANDING EXAMPLES — SOCIAL MEDIA HEADERS AND POSTS

2019 INFLUENCER
MARKETING
CONFERENCE

November 20-21 // New York, N.Y.

#ANAinfluencermarketing
www.ana.net/influencer18sm

2019 MASTERS OF B2B
MARKETING CONFERENCE

MAY 29-31 // CHICAGD, ILL.
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2019 DIGITAL &
SOCIAL MEDIA CONFERENCE

PRESENTED BY % meredith
JULY 24-26 // SAN DIEGO, CALIF.

#ANADigital | www.ana.net/DSM19sm

2019 ADVERTISING
FINANCIAL MANAGEMENT
CONFERENCE

PRESENTEDBY JAACTIYVE

APRIL 28-MAY 1 /#/ PHOENIX, ARIZ.

ana.net/AFM19zm

2020 ANA DG NONPROFIT
GCONFERENGE \ |/

FEBRUARY 19-21 | WASHINGTON, D.C.

Do you have an idea for an amazing education session?
We want to hear from YOU!

DEADLINE EXTENDED: OCTOBER 9

RQ\ Nonprofit

Federation

/ : ﬂé REGGIE' ’

AWARDS

INNOVATIVE.
DISRUPTIVE.
IMPACTFUL.

Entries Now Being Accepted



BRANDING EXAMPLES — DIGITAL CAMPAIGNS

c’ e | —
23 e R H

== CONFERENCE

Y O

4 — - & 2019 INFLUENCER =
R = a . a MARKETING
S N CONFERENCE :

X NOVEMBER 20-21 &/ NEW YORK, NY
U19 INF NGER SPEAKERS i
MAR A I n > INCLUDE: @ MMP f!ﬁi
INFER E s, 7 BRISERE
ARK \
D 0

SPEAKERS INCLUDE:

ity S 2IIIEIINFI.IJH|I:H! MARKETING =2
it s'“"':ﬁ" SPEAKERS IGLUDE: E novemeer20-21 1 NERK NY
W @ e SR
" i 2019 INFLUENCER MARKETING S&i5=2
U s @ U jetBue CONFERENCE noveweno-2 ...EE%M
@ SAD4 @ DG | v e
jetBlue m!:«:;';;:::.,.m_ R8s B
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