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Marketing Team

[ Project ]

Issue
Addressed

Project
Objective

Expected
Outcome
[ When ]

MASB

Marketing
(Willard &
Decker-Hoppen)

Marketer “pairs”
needed for funding &
standards adoption

Communicate
importance of MASB
work to advancement

of marketing discipline
(establish accountability)

Top Tier Finance &

Marketing “pairs” to

fill leadership roles,
others & retention

Current Strategy
Move Marketing from
a MASB Project to the

Foundation level,
develop a marketing
plan, and execute the
plan to enter the
growth stage (scale)!
Filling remaining
leadership roles
along the way.

On-Going
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Organizational Structure (2016)
S

vaernancg, MAF
°Ve;§:§i':,t;s{‘:;‘§;2,9 & Marketing Accountability Foundation* Marketing ]
(Trustees)
2012 2016
2011 Staff 2007
MAC : MASB

MASB Advisory Council o ‘ o Marketing Accountability

; Standards Board

(Advisors) :
(Directors)

Establish standards, allocate resources,
direct projects from start through review,
adoption & education

.
) )
Advise Board on priorities, technical & %
functional issues, provide project %
)
L
)
.
.

resources I
I ] I 2007
* Incorporated in Delaware & operating . "
exclusively for charitable, educational, PrOjeCt MMAP Center
scientific, and literary purposes - 501(c)(3) Fellows
Not-For-Profit Teams

Will be spun out to serve

2009 2015 individual organizations
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Marketing Milestones
S

1
Team 1 vV \% Vi
Leadership / Resources Research* /Acceptance* / Education*

I
Frame-Up
Prioritize*

Plan

Leaders & Team Plan 1/16

MASB 4

* Paper, Deck or Publication outputs Copyright 2016 MASB



Director of Membership (Staff)

John Willard

Experience:

* Director of Market Research & Consumer Relations, Bayer Consumer Care - U.S.
(Bayer Aspirin, Aleve, Alka-Seltzer, Alka-Seltzer Plus, One-A-Day, and Flintstones),
1996 - 2015

* Senior Director, American Express, 1989 - 1996

» Senior Research & Planning Executive, DMB&B Advertising, 1983 - 1989
A long track record of developing marketing metrics that tie to financial
outcomes:

+ Consolidated marketing mix measurement at Bayer with a single provider to help
better guide marketing investment decisions across the brand portfolio

* Led efforts to validate Bayer’s advertising pre-testing and new product concept
testing approaches

+ Led efforts at American Express to tie customer satisfaction results to financial
outcomes

MASB 5
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Communications Specialist (Staff)

Erich Decker-Hoppen

Experience:

BBA - Marketing, University of Wisconsin—-Eau Claire 1986
10 years in not-for-profit fundraising

5+ years professional writing (journalism/communications)
10 years providing graphic and web design services
Joined MASB in May of 2015

Responsibilities:

« Staff support to all the MASB project teams
* Website content/maintenance

» Social media/blogging

* Printed materials design

MASB 6
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Marketing Team
I

Industry Association
Reps are Heroes on
the Marketing Team

I Team Leaders I

John Willard Erich Decker-Hoppen

I Team Heroes I Staff: Membership Staff: MarCom

Kathleen Hunter Earl Taylor Chris Bartone Jasper Snyder Mollie Rosen  Sherrill Mane
ANA MSI AMA ARF 4A’s IAB

| Admin |

Meg Blair Allan Kuse
MAF/MASB MMAP Center

I Team Meets: 4t Friday Monthly, Noon ET I

MASB 7

Copyright 2016 MASB




Accountability #1/2

Accountability has ranked #1 or #2
in all six ANA surveys...over 9 years

Long-Term Trends In Rank Order of Senior Marketers’ Concerns

(Based on Percentage of Total Respondents Placing Issue Among Their Top Three Concerns)

2015 2013 2010 2008 2007 2006
(213) (155) (143) (163) (103) (77)
# # # # # #
Integrated marketing communication 1 2 1 4
Accountability and having the right metrics 2 1 1 1
Building strong brands 3 4 2 4 4 3
Product and service innovation 4 NA NA NA NA NA
Reinventing the marketing organization! 5 3 4 3 3 2
How to compete in a data rich marketing environment 6 NA NA NA NA NA
Understanding changing consumer media habits 7 NA NA NA NA NA
Understanding shopping and pre-shopping behaviors in a digital age 8 NA NA NA NA NA
Impact of emerging technologies 9 NA NA NA NA NA
Marketing in a global economy 10 6 7 9 7 10
Equipping for real time, programmatic and agile marketing 11 NA NA NA NA NA
Growth of multicultural consumer segments 12 10 9 10 8 6
Effects of marketing and privacy regulations 2 13 12 11 11 12 NA

NA — not asked prior to 2015

Wording prior to 2015

1. ‘Aligning the marketing organization with innovation’

2. Split into two concerns - ‘Congressional concerns about privacy/security’ & ‘Marketing regulations (e.g. restrictions, taxes)’




The Mission
R

Establish marketing measurement and accountability standards
across industry and domain

for continuous improvement in financial performance

and for the guidance and education of business decision makers

and users of performance and financial information.

and Partnering with Financeis the surest way forward

M/ \SB Copyright 2016 MASB



Why Partner w/Finance
—

Operations (and Finance) can purchase
and maintain an asset;
Marketing can create and grow one.

Jim Meier, Director Marketing Finance
MillerCoors

MASB 2015 Winter Summit

February 12, 2015

San Antonio

Finance needs Marketing to create & grow brands and
Marketing needs Finance to help speak the language of
business (financial return/growth).

MASB Copyright 2016 M;IS(I:



A complex eco-system working

together to guide better
m business decisions that drive
| growth
. Associations
Companies

Viedia | Brand Marketers I / 1

Agencies .
& Marketing Customers

Finance R.LE. *.k@ R&e.k
Marketers %@E@ ﬁ%ﬂ‘a
Insights/ @11@ WE W

m

&

L
=

N

Advertising

Agencies

Management
Consultants

Analytics

Measurement

Providers Financial

Performance

Independent

Consultants ]
Business
Schools
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Call to Action
I

There is one group exclusively devoted to marketing
measurement...predictive of financial return...and all
marketers who are serious about meeting the
accountability mandate should get involved.

Bob Liodice, CEO

Association of National Advertisers (ANA)
June 17, 2014

MASB 12
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Unique Selling Proposition (in transition)
I

MASB is the independent, cross industry forum
where
Finance and Marketing partner on measurement for
establishing marketing accountability
and
creating value in the 21st Century

Finance is the primary role and Marketing is secondary because...
MASB will provide Finance with the tools to help make better
investment decisions.

MASB Copyright 2016 M,;]S?B



Marketing Venues (1/16)
S

PR

Publicity

2011 .
publications

2006

website MASB

th b. . Advertisin
e Marketing erusing

Social
Media/

Blogging
2015

MASB Content from Staff, Project Teams, etc. 14
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http://www.themasb.org/
http://www.themasb.org/

The MASB Book: Accountable Marketin

&
Q
C%)
=
1
%
=
Z
®)

rk offers a multi-di ility, based on the work of
the ing Ac il Board (M.ASB) a umque forum that facilitates dialog among
financial i and as well as students and instructors involved
in business education. The book covers core mark issues and topics, includi ﬁnance, socla]
media, language and metrics and the long-t of i
Draw'mgon the knowledge of expen conm“uutors, edltoxs David Stewart and Craig Gugel offera
p on
‘The book acts as a refe point for th of dards in

N ety

hnkmg markeung acuwues and their to the financial of a firm. Readers < ‘ O l | I \ | | AB L E
ac ility will find its four-part structure easy to navigate. Practicing

pmfessxmals, faculty, and students will benefit from its practical approach and unique, explanatory

- MARKETING

David W. Stewart holds the President’s Chair in Marketing and Law at Loyola Marymount University,

USA. He is a former editor of the Journal of Marketing and the Journal of the Academy of Marketing

Scienceand is the current editor of the Journal of Public Policy and Marketing. He is a co-founder

and current chair of MASB and has consulted for a wide array of corporations, government agencies,
and not-for-profit organizations.

Craig T. Gugel is Assistant Professor of. isi ing ications at Fashion

Institute of Technology and President, CEO and Chlef Research Officer of Gugelplex TV, Inc., USA. He

is an advisory council member of the Mark Ac dards Board and co- ages its

Book Project team.
MARKETING Cover image: © Thinkstock

SBN 978-0-7656-4707-8

Routledge :
5 h/lnrﬁhmc‘igcmp Edited by
www.routledge.com

David W. Stewart and Craig T. Gugel

Routledge titles are available as eBook editions in a range of digital formats. anlnforma business v
ZEN

Publication Date: MARCH 1
M ASB https:/Iwww.routledge.com/products/9780765647078
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https://www.routledge.com/products/9780765647078

Podiums & Papers (2015/16)*
N
Podiums

AMA: Analytics with Purpose , Feb 2016 (MillerCoors/Meier)

ARF: ReThink/Insights Zone, April 2016 (PepsiCo/
Findley & Venugopal)

ANA: Masters of Measurement, Sept 2016 (??7?)

Papers

Academic & Business Journals (eg JMR & HBR)

Stewart, Findley, Meier (Submissions Jan 2016+)

* Brand Investment & Valuation Standards/Model (BIV)

MASB 16
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Social Media
-

MASB is doing great work, but we’re not yet an influential voice in the business
community. We need to build our SOCIAL MEDIA presence starting TODAY:

Linkedln Followers: 77 Goal for Summer Summit: 250
(20+ directors/advisors NOT following MASB)

(MSI - 2649, ANA — 3256)

Twitter Followers: 53 Goal for Summer Summit: 150

Post Sharing:

Please visit themasb.org
weekly and share our fascinating posts!

MASB 17
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https://www.linkedin.com/company/marketing-accountability-standards-board-masb-?trk=biz-companies-cym
https://twitter.com/theMASB1
https://themasb.org/

What if CFOs and CMOs could rely on industry standards to measure
marketing'’s contribution to financial performance?

Thanks to MASB, they can.

Finance and Marketing are working together like never before, using
measurement to link marketing spend directly to financial return.

MASB is the independent, cross-industry forum ushering in a new
era of marketing accountability

A

Marketing Accountability Standards Board
of the Marketing Accountability Foundation

Join the Finance and Marketing thought leaders.




Marketing Team Next Steps
I

Continue communicating importance of MASB and its work to the
advancement of the marketing discipline through all venues

Analyze which Venues and Messages work best
Leverage Product offerings

MASB Book(Book)

Common Language Marketing Dictionary (Language)

White Papers: Brand Investment & Valuation Standards/Model (BIV)
Continue publishing papers & presenting on major Podiums
Build Marketer Membership

Recruit new Marketer “pairs” to summits

Leverage MASB network to identify Marketer leads

Focus communications to generate membership inquiries from Marketers

Convert to membership

Work with current MASB members to identify ways to reinforce and
evolve value of membership

MASB 19
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Thank-you!

MAS Marketing Accountability Standards Board
of the Marketing Accountability Foundation



