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The Marketing2020 challenge

* Intoday's evolvingdigital world, what
marketing does has changed beyond
recognition, but how the functionis organized
has not changed much.

= Looking toward the year 2020, many global
marketing leaders areasking themselves how
to ready their marketing organization to drive
growth ina rapidly changing environment.

Leveraging the insights and experience of more
than 250 CMO and peer interviews from a broad
range of marketing organizations.

Quantitative survey with over 10,000 participants
from 92 countries.

How to focus and organize marketing?

=  Whatis therole brands and marketingshould play?

= How shouldthe marketing department be structured?

= How to build capabilities and equip marketers for success?

= What arewinning CMO leadership skills, competencies and
behaviors?
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and many more...

Keith Weed Antonio Lucio Beth Comstock Jon Ilwata Chris Burggraeve Rob Malcolm
CMO at Unilever ChiefBrand Officer CMO at GE SVP Marketing & Executivein Executivein
at Visa Communications, Residenceat NYU ResidenceatTexas U
atIBM

“I find it inspiring to hear what other companies are doing. And I’'m continually thinking about how we tweak
the marketing organization because the world is changing so fast. | don’t for a second suggest that we have
all the answers, and I’'m happy and willing to learn from others, hence myinterest in being involved.”

Keith Weed- Chief Marketing & Communications OfficeratUnilever
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Winning M2020 Brand Characteristics

We identified three characteristics of winning future brands:
Identifying relevant Big Insights, establishinga clearand engaging
Purposeful Positioning and creating brand valuethrough a
personalized, consistentand engaging Total Experience. Big Insights

An Effective Marketing Organization

To build a future-proof marketing organizationand unleashits full
potential, five effectiveness drivers are critical: connecting with other
functions, inspiring all employees with the brand purpose, focusing
marketing efforts on key strategies and KPIs, organizing efficient
processes and building their marketing excellence.

Purposeful Positioning

Total Experience

To identify winningbrand and organizational characteristics, we
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Inour interviews, CMOs spoke about what energizes them about the marketing job
of tomorrow and what keeps them awake at night. Interestingly, the latter are s Nl
mostly internal organizational challenges: Stay Current
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It’s not about big data, It’s about big insights

Over-performers have the edge inextracting biginsights frombig
data.They have a clear point of view about how big data will
impactthe marketing organization and are putting the skills,
systems and processes in placethatwill equip their organization to
extract biginsights.

“Big Data is alot like sexin high school. Everybody talks about it, but
nobody does it —or if they do it, they do it very badly.”
CMO at a Marketing2020 Roundtable

Brand purpose fuels growth and brand consistency

The facts speakloudly:brands with a clear purpose have the
ability to drive higher business growth, marginand pricethan
those without. Marketers working on purposeful brands also
report backthat they are better ableto preserve brand
consistency as touch points increaseandgo digital.

“I'd like to redefine EPS from ‘earnings per share’ to ‘Economic Value, Partner
Value, and Social Value,’... It’s not just what you sell, it’s what you stand for.”
Joe Tripodi, Executive Vice President and Chief Marketing & Commercial
Officerat The Coca-ColaCompany
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Depth and breadth of the consumer experience drives brand value

Winningbrands deliver a total experience with increased
relationship breadth and depth, creatinga personalized
andsocial experienceacross a multitude of touch points
throughout consumers’ daily lives.

“Brands are going to become increasingly important in a cluttered
media world. They will evolve to become channels in theirown
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right, a destination for content, attracting people to more than just  +
the products themselves.” Keith Weed, Chief Marketing and
Communications Officerat Unilever
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Establishing Marketing as Partner for Growth
Successful marketingleaders use business acumen as their ticket

to influence: they clearly link their KPIs to business growth and
translate marketing terms into the language of the business.

“We’re going to have a much greater degree of collaboration with human
resources. It will be more than messaging to employees... We will be
partners guiding the cultures of our companies.”— Jon Iwata, senior vice
president of marketing and communications atIBM

Engineering Less, Engaging More
Over-performing organizations givethe same priority tointernal
employee engagement and external customer engagement: full
engagement with the brand purpose enables delegation of
decisions, ensures a seamless customer experience andinspires
employees to sharetheir passion with family and friends.

“Who gets hired at the stores, how people are trained, what they’re told to
say — that’s where the rubber hits the road. No matter how much great
marketing or advertising we do, it can all fall apart if you go into the store
and it’s dirty, products are out of stock, or people are not friendly to you.”
Elisabeth Charles, SVPand CMO atPetco Animal Supplies Inc.

o]

Over-performing marketing organizations first co-createand then
embed the strategy to maximizeits real-lifeimpact. Additionally,
they identify and track the relevant KPIs for marketing’s impact,
business growth and employees’ personal performance.

“If you were driving from New York to Chicago, you would probably check
on a regular basis whether you’re on the right road, but in business, we
sometimes only check our progress once per year. We need to do it with
sufficient frequency so that if we get off track, we still have time to
course correct.” Larry Light, Chief Brands Officer at IHG.
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Breaking Down the Silos

Havinga clear shared purpose permits organizational flexibility
and helps collaboration within marketing, but also with other
functions suchas IT,HR and finance.

“Marketing works | “Marketing works “Marketing works
closely with IT” closely with HR” closely with Finance”

Already today, over-performing organizationsare more
networked and build consumer-centric communities with roles

that go beyond a traditional central-global-local work split.
Three distincttypologies of marketers emerge: 29% 26% 30% M 40%
. . : Under Over Under Over Under Over
Think  with strong analytical capabilities "
Feel focused on consumer communities engagement
Do specialized in content development and production

“The number one challenge in companies like ours is, how should we be
organized. Everybody always goes to the org chart first. What we really
should be doing is saying, ‘How will we define success? What is our
process for achieving that success?’. Only then do we consider the
organizational structure.” Larry Light, Chief Brands Officerat IHG.

Equipping the Organization for Growth

State-of-the-art marketing capabilities drive higher revenue
growth. The capabilities with the highest growth correlationare
Consumer Understanding, Brand Positioningand Brand Strategy.

“Our training “Our training “Trainers in our

program is tailored programs are program really
When it comes to building marketing excellence, over-performing around the specific | sufficiently understand our

needs of our practical” business”

marketing organizations havea clear quantity and quality
advantageintheir trainings. On average, their employees receive
20% more training days, each of them more tailored to their
company's unique challenges and way of marketing.

business”

“Consume new technology — use it, spend time with it, and learn from
people it has benefitted so you can leverage it. You have an amazing

opportunity to be at the forefront of what is going to be a big change. 26%
Yusuf Medhi, Corporate VP, Marketing and Strategy at Microsoft Corp. Under Over Under Over ' Under

25% 19% M 35%s

“Digital natives will rule the world. No other generation is more equipped
to change the world and marketing —than Millennials” Antonio Lucio,

GlobalChiefBrand Officerat VISA
©2013 EffectiveBrands
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Using Marketing2020 as a Benchmark

Do you want to know how effective your marketing organizationis? EffectiveBrands is now offering company -
specific Marketing2020 benchmarking: The dedicated Marketing2020 PulseCheck™ includes internal vision
interviews and a company-tailored online M2020 survey.

The Marketing2020 PulseCheck™ findings and recommendations will help focus every marketing leadership agenda.

Examples of typical benchmarking projects:

Qualitative Benchmarking and Team Workshop M2020 CMO Network
= |nternal team member interviews, benchmarked to M2020 success factors .
} ) Y The Marketing2020 partners are
= Half-day workshop with your team to review M2020 results, discuss the setting upa series of special CMO
implications for your organization and prioritize opportunities and challenges. roundtables, networking events,
publications and tools focused on
Quantitative Benchmarking providing senior marketers with
= Quantitativesurvey of your marketing organization, benchmarked to M2020 insights, practical examples, and
) X tools to drive growth. These
= Survey analysisand recommendation development

events offeraccess to thought-
= Half-dayworkshop with your team to review M2020 results, discuss the leading content and peer-to-peer

implications for your organization and prioritize opportunities and challenges. discussions.
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Vermeer’s purposeis to unleash brand-led business growth.
With tenoffices around the world we are as global as our clients.

Global Marketing Expertise: We are the only global consultancy
focused on unleashingglobal marketing potential.

Developing and Embedding: Ourtailoredsolutions buildinternal
capabilityand create internal support for change from the start.
Practical: We were allleaders in a previous life soallour programs and
tools are practical and results-driven.

For more information, visit www.mbvermeer.com.

The ANA (Association of National Advertisers) leads the marketing
community by providingits members with insights, collaboration,
and advocacy.ANA's membership includes more than 500
companies with 10,000 brands that collectively spend over $250
billion in marketing communications and advertising. The ANA
strives to communicate marketing best practices, lead industry
initiatives, influenceindustry practices, manageindustry affairs,
and advance, promote, and protect all advertisers and marketers.
For more information, visit www.ana.net.

See www.ANA.net for more information

“The challenge that is keeping our clients awake at night

is how to better align their marketing strategy, structure and
capability to drive growth in a rapidly changing environment.
The Marketing2020 Platform provides a practical framework
and many real live examples to address this challenge.”

Marc de Swaan Arons
Vermeer CMO and Marketing2020 Leader
Marc.deswaanarons@mbvermeer.com

“The results of the study provide senior marketers around
the world with clear pathways to business growth. This is
the most ambitious, significant research and leadership
initiative to help guide the future of the marketing function.”

Bob Liodice, ANA President and Chief Executive Officer

Spencer Stuartis one of the world’s leading executive search
consulting firms. Privately held since 1956, Spencer Stuart applies
its extensive knowledge of industries, functions and talentto
adviseselectclients and address their leadership requirements.
Through 54 offices in 29 countries and a broad range of practice
groups, Spencer Stuart consultants focus on senior-level executive
search, board director appointments, succession planningandin-
depth senior executive management assessments.
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“During this time of continued tribulation for CMOs, the
Marketing2020 framework provides a thoughtful blueprint
for marketing leaders, ... with compelling evidence of how
top performers are not only collaborating, but importantly,
how they are pushing forward the marketing agenda.”

Greg Welch, Senior Partner at Spencer Stuart and the
creator of the firm’s Chief Marketing Officer Practice
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