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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.

OVERVIEW 

BOILERPLATE

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

POSITIONING STATEMENT

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

ABOUT THE ANA
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ANA GROWTH AGENDA
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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.
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PRIMARY (SOLO)

COLOR:                                               BLACK & WHITE:

Do not skew or distort the logo

Do not recolor the logo

Do not outline the logo

Do not rotate the logo Do not lighten the logo

Do not apply effects on the logo

INCORRECT LOGO USECLEARANCE SPACE

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.

LOGO USAGE

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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PRIMARY (WITH TAGLINE)

LOGO USAGE
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ANA BUSINESS AND AWARDS PROGRAMS

I N  P A R T N E R S H I P  W I T H  T H E  A N A  N O N P R O F I T  F E D E R A T I O N

I N  P A R T N E R S H I P  W I T H  T H E  A N A  C E N T E R  F O R  B R A N D  P U R P O S E



7  /  ANA Brand Guidelines

Pantone 355C 
C 100  |  M 0  |  Y 100  |  K 0
R 0  |  G 166  |  B 81
HEX #00A651

Pantone 657C
C 10  |  M 1  |  Y 0  |  K 4
R 216  |  G 231  |  B 242
HEX #D7E6F0

PRIMARY

SECONDARY

Pantone Cool Gray 6C 
C 0  |  M 0  |  Y 0  |  K 30
R 186  |  G 188  |  B 190
HEX #BCBEC0

Black
C 0  |  M 0  |  Y 0  |  K 100
R 35  |  G 31  |  B 32
HEX #231F20

Pantone Blue 072C 
C 100  |  M 88  |  Y 0  |  K 5
R 28  |  G 63  |  B 148
HEX #1C3F94

Pantone 1575C
C 0  |  M 60  |  Y 100  |  K 0
R 245  |  G 130  |  B 32
HEX #F58220

Pantone 2583C
C 45  |  M 71  |  Y 0  |  K 0
R 150  |  G 99  |  B 169
HEX #9663A9

Pantone 382C
C 30  |  M 0  |  Y 100  |  K 0
R 190  |  G 215  |  B 50
HEX #BED732

80% Black 
C 0  |  M 0  |  Y 0  |  K 80
R 90  |  G 90  |  B 90
HEX #5A5A5A

White
C 0  |  M 0  |  Y 0  |  K 0
R 255  |  G 255  |  B 255
HEX #FFFFFF

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.

C 57  |  M 23  |  Y 10  |  K 31
R 82  |  G 125  |  B 151
HEX #527D97

COLOR PALETTE

 
C 8  |  M 19  |  Y 92  |  K 0
R 237  |  G 199  |  B 51
HEX #EDC632

C 100  |  M 0  |  Y 0  |  K 0
R 0  |  G 174  |  B 239
HEX #00AEEF



8  /  ANA Brand Guidelines

FONTS

LIGHT

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

THIN

THIN ITALIC

EXTRA LIGHT

EXTRA LIGHT ITALIC

LIGHT
LIGHT ITALIC
BOOK
BOOK ITALIC
MEDIUM
MEDIUM ITALIC
BOLD
BOLD ITALIC
BLACK 
BLACK ITALIC
ULTRA
ULTRA ITALIC

TRADE GOTHIC GOTHAM
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LETTERHEAD BUSINESS CARD

ANA    |    155 E 44th Street    |    New York, NY 10017    |    212.697.5950    |    www.ana.net

www.ana.net  |  @ANAmarketers

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

ENVELOPE

STATIONERY
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EMAIL SIGNATURES

WITHOUT ADDRESSFORMATTING

Font Type: Calibri
Font Size:  12 for Name and Last Name
 11 for all other fonts
Font Color: Black unless noted otherwise
Hyperlinks: In ANA green, no underline
 

First and Last Name [Bold, Size 12]
Title, Department | ANA [Regular, Size 11]  
[ANA’s Green RGB mix is Red = 0; Green = 166; Blue = 81] 
p   xxx.xxx.xxx   w   ana.net   t  @ANAmarketers 
[Hyperlink: https://www.ana.net/  and in ANA Green]  
[Hyperlink: https://twitter.com/anamarketers and in ANA Green]
155 E. 44th Street, NY, NY 10017 [Optional]
 
[New paragraph, Italic] Example:  
A sentence with a call to action to view one of the company’s prod-
ucts (with the product name hyperlinked in the ANA color green). 

First and Last Name 
Title, Department | ANA  
p   xxx.xxx.xxx   w   ana.net   t  @ANAmarketers

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. 

WITH ADDRESS

First and Last Name 
Title, Department | ANA  
p   xxx.xxx.xxx   w   ana.net   t  @ANAmarketers
155 E. 44th Street, NY, NY 10017

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

“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.

RECOMMENDED TAGLINES
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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.

PHOTOGRAPHY



12  /  ANA Brand Guidelines

CONSIDERATIONS

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

STOCK IMAGERY
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CONSIDERATIONS

Illustrations should be conceptual. Avoid clip art imagery.

STOCK IMAGERY
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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. 

CHARTS
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THE BEST QUOTES 
FROM THE 2019 

ANA MASTERS OF 
MARKETING WEEK

ANA

FOUR THINGS B2B 
MARKETERS SHOULD 
DO TO PREP FOR 2020

B2B

FOUR TIPS FOR  
DISCOVERING AND SHARING 
YOUR BRAND’S PURPOSE

The definition of brand purpose is simple enough: it is a 
brand’s reason to exist beyond turning a profit. But that 
definition doesn’t do justice to how powerful brand purpose 
can be for your business. According to a 2017 Interbrand 
study, brands with a purpose outperform the stock market 
by 120 percent. That number shows that brand purpose is 
a differentiator that cannot be ignored, especially in today’s 
hyper-competitive market. In this presentation, we’ll give 
you four tips for developing your own brand purpose and 
leveraging it to build momentum both internally and with 
your customers. 

FOUR TIPS FOR  
BETTER B2B  
BRAND MARKETING

HOW TO MAKE 
THE MOST  

OF STORIES ON 
SOCIAL MEDIA 

FOUR WAYS  
YOUR B2B BRAND  
CAN IMPLEMENT 
AUTOMATION

FIVE EMERGING MARKETING 
TRENDS THAT WILL MATTER 
EVEN MORE IN THE FUTURE

Four Ways for  
B2B Marketers  
to Make Better  

Use of Data

BRANDING EXAMPLES — SLIDESHARE COVERS
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Jim Taylor
CMO

Arby’s

Chris Hollander
CMO

Panera Bread

Dave Edelman
CMO
Aetna

Eduardo Luz 
Global Brand Officer and CMO, U.S. 

The Kraft Heinz Company 

Nick Drake
EVP, Marketing

T-Mobile

Kellyn Smith Kenny
CMO

Hilton

Olivier Francois
CMO

Fiat Chrysler Automotive

Casey Hurbis
CMO

Quicken Loans

David Dancer
CMO

MedMen

Kevin Keith
Chief Brand Officer

Orangetheory Fitness

Recreated LOGO

Melodie Bolin
Marketing Director

Mars Petcare

Sundar Raman
VP, North America Fabric Care

Procter & Gamble

CONFIRMED SPEAKERS INCLUDE:

FEBRUARY 27–MARCH 1   |   HILTON SAN DIEGO BAYFRONT   |   SAN DIEGO, CALIF.

The 2019 ANA Brand Masters Conference will showcase “Highly Effective Brands that Drive Results.” Learn from CMOs and  
marketing leaders who will share their inspirational approaches to effective, results-driven brand marketing that drive sales,  

profitability, and return on investment. The conference will also showcase winners from the 2018 Effie Awards North America program.  
The Effie Awards recognize the most effective advertising — advertising that drives results — and their mission is  

“to recognize, educate, and encourage effectiveness among the marketing communications industry.”

FOR MORE INFORMATION AND TO REGISTER TODAY, VISIT, WWW.ANA.NET/BRAND19FLYER.

ROGER ADAMS
ANA Brand Management Committee ChairHOST:

PRESENTED BY

PRESENTED BY

JULY 24–26   |   HILTON SAN DIEGO BAYFRONT   |   SAN DIEGO, CALIF.

FOR MORE INFORMATION AND TO REGISTER,  
PLEASE VISIT WWW.ANA.NET/DSM19PC.

Influencer marketing is projected to be a $10 billion industry by 2020 (AdWeek). More marketers are increasing  
their influencer budgets, and they are reporting that the quality of customers and traffic from influencer  
marketing is better than other sources. Yet it continues to operate within a complex, rapidly evolving ecosystem  
with rising levels of fraud, changing social media algorithms, and complex attribution and measurement.  
The first ever national ANA Influencer Marketing Conference is a 1½-day experience designed to help marketers 
capitalize on its ROI while expertly navigating its hurdles. 

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

NOVEMBER 21
583 Park Avenue  //  New York, N.Y.

For more information and to register today, visit www.ana.net/influencer19flyer.

CONFIRMED SPEAKERS INCLUDE:

Drew McGowan
Communications Lead
Clif Bar & Company

Chris Bellinger
VP, Creative and Digital

Frito-Lay North America

Bryan Clurman
Brand Engagement

Clorox

Temeka Easter 
Senior Director, Brand Engagement

Sallie Mae

Erin Silver
Head of Social Media

Volvo Car USA 

Casey DePalma
Head of Public Relations, Influencer 
Marketing and Digital Engagement

Unilever NA

Ursula Ringham
Head of Global Influencer Marketing

SAP, Inc. 

Elizabeth Windram
VP, Marketing

JetBlue

KERRI MARTIN
Chief Electrofier

The Clorox Company
(The Electro Creative Workshop)

LORI HOBSON
Senior Vice President, 

Managing Director
The Wonderful Company 

(Wonderful Agency)

DARREN MORAN
Chief Creative Officer 

The Wonderful Company 
(Wonderful Agency)

WARREN CHASE
Vice President,  

Chief Operations Officer
Verizon Communications 

(140)

PATTI COCCIOLO
Global Account Director

Cisco 
(The Hatch)

LELAND MASCHMEYER
Chief Creative Officer

Chobani

SCOTT DONATON
Global Chief Creative and  

Content Officer
Digitas

BELINDA SMITH
Director, Global Media Activation

Electronic Arts, Inc.

JOE RAND
Vice President, Operations
Disney Parks & Resorts 

(Yellow Shoes)

JEAN BATTHANY
Vice President, Global Creative

Disney Parks & Resorts 
(Yellow Shoes)

MIKE BOYD
Senior Vice President, Marketing

Nationwide
(iNHouse)

CHARISSA MESSER, 
Senior Vice President 
Marketing Executive
Bank of America

(Enterprise Creative Solutions)

CONFIRMED SPEAKERS INCLUDE:

MARCH 13–15   |   THE RITZ-CARLTON, GRANDE LAKES   |   ORLANDO, FLA.

At the first-ever ANA conference focused exclusively on in-house agencies, you will learn from CMOs, CCOs, heads of in-house agencies,  
and marketing leaders who will provide practical ideas to enhance your in-house agency operations and creative strategy. The conference  

will also focus on topics important to the overall in-house agency and marketing industry, including project prioritization, building a  
strong culture and fostering talent, driving cost efficiencies, the future of in-house agencies, and more.

FOR MORE INFORMATION AND TO REGISTER TODAY, VISIT, WWW.ANA.NET/INHOUSE19FLYER.

JESSICA CIPOLLA-TARIO
Senior Vice President, Advertising and Content
MGM Resorts International

HOST:

Tracy Avelar
Managing Director, Vendor and Sourcing Management
Charles Schwab & Company, Inc.

HOST:

APRIL 28–MAY 1   |   JW MARRIOTT, PHOENIX DESERT RIDGE   |   PHOENIX, ARIZ.

The annual ANA Advertising Financial Management Conference is the only marketing procurement and advertising  
financial event of its kind. It brings together top client-side marketing procurement and finance professionals with  

advertising agency chief financial officers and other key industry stakeholders. The conference provides perspective  
on delivering greater value to organizations with a focus on efficiencies, cost savings, driving ROI, and more.

For more information and to register today, visit ana.net/afm19dm.

PRESENTED BY

CONFIRMED SPEAKERS INCLUDE:

Jodi Harris
Vice President, Marketing

Anheuser-Busch

Scott Griffiths
Chief Financial Officer, Marketing

Farmers Insurance

Raja Rajamannar
Chief Marketing and Communications 

Officer and President, Healthcare 
Mastercard

Christina Earley
Global Head of Sales, Marketing,  

Event Planning and Travel Purchasing
Fiat Chrysler Automobiles

Donald Lee
Senior Director, Strategic Sourcing

Visa

Kristi VandenBosch
Global Head, RedHouse

Revlon

John Stephens
Senior Director, Global Strategic 

Sourcing and Operations
Microsoft

Jocelyn Stahl
Director, Indirect Sourcing
The Hershey Company

Barry Wacksman
Vice Chairman,  

Global Chief Strategy Officer
R/GA

Brian Whipple
Chief Executive Officer
Accenture Interactive

Carl Johnson
Chairman
Anomaly

Greg Stern
Board Chair, 4A’s

Founder and Co-Chairman
Butler, Shine, Stern & Partners

MAY 15–17 
THE RITZ-CARLTON, GRANDE LAKES   |   ORLANDO, FLA.

ENGAGE. INSPIRE. IMPACT. 

FEATURED SPEAKERS
KEEPING BARBIE RELEVANT AND GROWING —  

IT’S NOT CHILD’S PLAY REINVENTING THE MARKETING PLAYBOOK

LISA MCKNIGHT
SVP and Global GM, Barbie
Mattel, Inc.

ALVARO LUQUE 
President and CEO
Avocados From Mexico

MAY 29–31 
SHERATON GRAND CHICAGO

Register today at ana.net/B2B19broc.

BRANDING EXAMPLES — EVENT FLYERS AND POSTCARDS

HIGHLY EFFECTIVE BRANDS  
THAT DRIVE RESULTS

WWW.ANA.NET/BRAND19PC

HILTON SAN DIEGO BAYFRONT   |   SAN DIEGO, CALIF.
FEBRUARY 27–MARCH 1

#ANABRAND

FEATURED SPEAKERS INCLUDE: 

MARC PRITCHARD
Chief Brand Officer

The Procter & Gamble Company
Chair, ANA Board of Directors

COURTNEY LAWRIE
Director of Brand Marketing

Wayfair

GARY VAYNERCHUK
 CEO

VaynerMedia

CARRIE LINDSAY
Head of Media Management

JPMorgan Chase

ROB RAKOWITZ
Director of Global Media

Mars Inc.

PRESENTED BY

For more information and to register, please visit www.ana.net/media19pc.

THE RITZ-CARLTON, GRANDE LAKES   |   ORLANDO, FLA.
APRIL 10–12
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WHAT THE FUTURE OF WHAT THE FUTURE OF 
RETAIL MARKETING RETAIL MARKETING 

HAS IN STORE   HAS IN STORE   
PAGE 2PAGE 2

NEW RESEARCH 

Extending Value 
through Experiential 
Marketing
PAGE 3

The Music  
Industry Changes 
Retail’s Tune 
PAGE 4

TRENDING

Innovative Push  
for Retail
PAGE 5

Four Business 
Models Shaping  
the Future of  
Digital Commerce
PAGE 6

Shopping in the 
Not-Too-Distant 
Future
PAGE 7

BEST PRACTICES

Handicapping the 
Future of Retail 
PAGE 8

CASE STUDIES

The Technology 
That’s Revolutionizing 
Retail
PAGE 9

Elevating the  
Retail Experience
PAGE 10

MEDIA AGENCY 
COMPENSATION 

PRACTICES

SEPTEMBER 2019

TRUST  
CONSORTIUM

SEPTEMBER 2019

ISSUES THAT CONTRIBUTE TO THE BREAKDOWN  
OF TRUST IN THE ADVERTISING ECOSYSTEM

ENHANCING TRUST  
BETWEEN MARKETERS 

AND AGENCIES

MARCH 2019

A DIVERSITY  
REPORT FOR THE  

ADVERTISING/ 
MARKETING INDUSTRY

NOVEMBER 2019

NEW RESEARCH

Who’s Listening  
to Podcasts: 2019 
Infinite Dial Report
PAGE 4

Have You Heard? 
The Link Between 
Podcasts and 
Consumer Behavior 
PAGE 5

Persona of the 
Podcast Listener  
PAGE 6

TRENDING

iHeartPodcast 
Pumps Up Brand 
Messaging  
PAGE 7

BEST PRACTICES

How to Produce  
a Podcast 
PAGE 8

Four Ways to Make 
Your B2B Podcast 
Not Suck 
PAGE 9

Behind the Mic  
at the ANA Podcast 
Network
PAGE 10

CASE STUDIES

Ford Motor Co.  
Fuels Innovation 
PAGE 11b

INSIGHT BRIEF

BRANDS RAISE  
THE DIAL  

ON PODCASTS 
PAGE 2

TRENDING

Content Marketing 
for B2B Brands  
PAGE 4

The Four Cs  
of Content for 
Generation Z  
PAGE 6

Bloomberg Touts  
its Values Via 
Content Marketing 
PAGE 7

BEST PRACTICES

Content Marketing 
for a Post-Digital 
Age 
PAGE 9

MailChimp’s  
Guide to Content 
Marketing
PAGE 10

CASE STUDY

The Three Pillars of 
Crayola’s Content 
Marketing Strategy 
PAGE 12b

INSIGHT BRIEF

CONTENT  
MARKETING  

RULES  
PAGE 2

NEW RESEARCH

Marketers Sharpen  
Sponsorship 
Accountability  
Via Metrics
PAGE 3

How to Create 
Meaningful  
Moments for  
Event Attendees 
PAGE 6

TRENDING

Social Media Sparks  
Sponsorship and  
Experiential Events 
PAGE 7

BEST PRACTICES

RBC’s Recipe  
for a Successful 
Sponsorship 
Evaluation Process 
PAGE 8

CASE STUDIES

Sports Sponsorships:  
Bank of America  
is a hit with the 
New York Yankees 
PAGE 9

Moët Hennessy 
Pours on the 
Entertainment 
PAGE 10

Lexus Motors  
Black Panther  
Partnership
PAGE 11

Prudential Ensures  
Thought Leadership  
Via VR and Other  
Technologies
PAGE 13

PepsiCo Creates  
Bubbly Consumer  
Experiences 
PAGE 14

Rémy Martin  
Promotes Diversity 
Through Experiential 
Marketing
PAGE 15

b
INSIGHT BRIEF

SPONSORSHIPS AND  
EVENT MARKETING  

BOON FOR DIVERSITY
PAGE 2

BRANDING EXAMPLES — INSIGHT BRIEFS AND WHITE PAPERS
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BRANDING EXAMPLES — WEB SLIDERS
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BRANDING EXAMPLES — NEWSSTAND WEBPAGE
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BRANDING EXAMPLES — MARKETING 360 EMAIL 
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BRANDING EXAMPLES — SOCIAL MEDIA HEADERS AND POSTS
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BRANDING EXAMPLES — DIGITAL CAMPAIGNS


