


GRASP FUTURE POTENTIAL: PREPARE FOR
THE NEXT ERA IN DIGITAL MARKETING

8.30 Registration

9.10 Chair’s Welcome Address And Introduction

Philip Smith, Head of Digital Content
Haymarket Brand Media

9.15 Future Predictions In Digital Marketing

Which emerging digital platforms are going to last? Prepare
yourself for the landscape-changing developments in this
quickly evolving area to capitalise on new trends

Position yourself for the digital home: grasp the potential
marketing opportunities across small, medium and big

screens, from web 3.0 to 3G

Emma Jenkins, Head of Interactive Marketing
Procter & Gamble

©
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Cross-Platform Digital Marketing: Plan And
Manage A Multi-Channel Campaign From
Conception To Conclusion For Real Impact

o Adopt a holistic campaign approach and discover how to get
the best out of each digital medium to deliver your brand
message

e Deal with the speed of change: with the digital platforms
always a step ahead of the industry, make sure you use the
best mix to aid digital integration

o |Integrated digital planning in the boardroom: maximise the
expertise of your internal peers for improved cross-channel
digital planning

@

lan James, Global Head of Digital
Bacardi Global Brands

Multi-Channel

7. BRANDREPUBLIC

BACARDI GLOBAL BRANDS LIMITED

Army Combined Digital Channels To Ensure A
Smooth Customer Journey Cross-Medium

e What does a digital poster mean to a mobile, and how does
that affect online display advertising? Get to grips with how

o |mprove fluidity: learn the best methods of encouraging
collaborative working between agencies and departments to
produce seamless digital integration across a communications
plan

o Applicable advice from a brand that knows: make the most of
the British Army’s insights so you avoid the pitfalls and
overcome the obstacles of a cross-platform campaign and hear
how they streamlined the customer journey from offline
platforms, through the digital channels, to their brand

2008
WINNER

NS
Mark Bainbridge %"‘\“ﬁ
Marketing and Communications Director
British Army BE THE BEST

N
10.15 Hear A Detailed Breakdown Of How The British

each element contributes to the whole in the multi-channel mix

10.45 Refreshment Break And Informal Networking Opportunity

FROM CROSS-PLATFORM CAMPAIGNS TO
INDIVIDUAL CHANNELS: GET THE BEST
RESULTS FROM DIGITAL

(11,05 Dual Perspective:

Search Engine & Brand Case Study

Map Out The Future Search Landscape: Hear
About New Opportunities From Search Engines
And Best Practice From Brands

Maximise your ROI: which strategies and investments are
working and why? Keep abreast with the evolutions in SEO and
PPC to raise awareness of your brand

Impartial advice: hear from brands making a success of search
on what to pay for, what to skip over, and how to best fit search
in with your existing campaign

J

- Simon Morgan, Industry Head, Agency GO ()8[6
% Google
Scott Gallacher, Director of Online =| |/ /
@ and Partner Marketing [C_\/r J@/
) BSkyB
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11.35 Affiliates Or Search? How Much Space
Should Each Have In The Marketing Mix?

o Current trends and future opportunities: make the
most of changes in the online environment to drive
traffic to your brand

e Search vs. affiliates: do they complement or conflict
with each other? Define their roles and identify the
best balance to make the most out of each strategy

DEBATE

11.55 Social Media Beyond The Hype: Move From The
Creative To The Commercial To Make Social
Networks Produce Quantifiable Business Benefits

® leveraging revenue from social networks: how can you monetise
your site early on? Will utilising social media commercially
alienate your audience? Ensure that populating your social
network is really benefiting your business

From Scrabulous to SuperPoke: how can you capture attention
with your creative add-ons and what is the real activity behind
the applications?

e From the forefront of Facebook: hear from HarperCollins on how to
generate interest without spending a fortune

¢ Shiona McDougall

(© Group Marketing Director

) HarperCollins

| Media

1a

HarperCollins

12.25 Take Your Email Campaigns To The Next Level: Best
Practice Techniques From Conception To Delivery

e Email marketing techniques age quickly; hooks only work once or
twice: hear the freshest design innovations, personalisation cheats,
and attention-grabbing ideas to get noticed in a crowded inbox

® With spam guards becoming ever more vigilant, how can you
maximise your delivery and click-through rates?

o — e How can you personalise your interaction via digital channels?
CG How much interaction is helpful and when does it cross the line
E to being intrusive? Create and maintain the perfect balance

LLI Speaker To Be Announced



12.55 Lunch And Informal Networking Opportunity 2008 D|G|TA|_ MARKET'NG FUTURE PRED'CT'ONS

13.55 Optimise The Potential Of Your Website: INTERACTIVE SPEAKERS SESSIONS

Increase Traffic And Streamline Your Site To
Boost Your Conversion Rates 16.35 Breakout Small Group Discussion: Customise
Your Learning By Spending Time With Our Expert
Speakers For Personalised, Applicable Advice

e From competitions to incentive plans: explore
interactive ideas to revolutionise your website
and attract new potential customers

e Convert visitors into customers: optimise your
conversion rate by improving your customer
journey through your site

Expert Speaker Panel: Predictions & Q&A

HMV

g e Discover how to engage with your customers o Hgar each of our experts’ prgdictions on what the digital future
- and maximise your data to improve your WINNER will hold and ask your questions to the panel.
(7)) targeted marketing without them feeling as lan James
though they are being tracked .
8 uo y 9 Global Head of Digital @
; JUStln MOOdle, Hea.d Of Onllne hmvcom BACARDI GLOBAL BRANDS LIMITED

Simon Morris

Chief Marketing Officer LOVEFILMZ

Emma Jenkins
Head of Interactive Marketing

14.25 Improve Returns From Display Advertising: Create
Captivating Campaigns With Calculable Effect

e Quantify creativity: which banners work best and which are
deemed intrusive? Get attention and click-through by innovating
your approach for striking visuals

>\ e Money matters: can you still establish a respectable ROl from
('5 display advertising? Is there a softer measure for brand

Nick Jones
Director of Interactive Services

- awareness in the environment of declining click and interaction
rates? How does display advertising compare to the rest of the
2 online mix?

Scott Gallacher
Director of Online and Partner Marketing

D Speaker To Be Announced L
Mark Bainbridge

Marketing and Communications Director

14.55 The Great Mobile Debate: BE THE BEST

@ IsItEver Going To Be The
'S Year Of The Mobile?

The last three years have been hailed as the year
of mobile marketing; get involved with our down-to-earth,
E hype-free debate on whether this channel will ever take off.

Philip Smith

Head of Digital Content .
7. BRANDREPUBLIC

17.15 The Results: “2008’s Digital Marketing Summit
Concludes...”

Hear the opinions of your peers: gain insight into what the market is
planning to make sure you stay at the forefront of digital marketing.

CUSTOMER CAPTIVATION: CREATE LONG-TERM Philip Smith, Head of Digital Content
ENGAGEMENT THROUGH DIGITAL BEST Haymarket Brand Media %.BRANDREPUBLIC
PRACT'CE 17.20 Close Of Conference

15.45 Brand Confidence In The Digital Arena: How To The Best Of
Build A Lasting Relationship With Your Customers P T
® Take your brand in new directions, to new audiences, with a l ’ ' 1 ' A'
___|

fully integrated campaign and developed partnerships

® Hear Match.com on living your brand values to build a trusted MAR KETI NG

relationship with customers

15.25 Refreshment Break And Informal Networking Opportunity

. . v
Jason Stockwood, Mana_glng Director match.com
match.com International MAKE LOVE HAPPEN"
If you have a message that you would like to convey to the decision-makers attending
. this summit, please contact Jenny Eppler on tel: 0208 267 4519 or
16.15 Measurement Moment: New Metrics For e-mail jenny.eppler@haymarket.com.
Tracking Online Brand Engagement Bespoke packages can be tailored to meet your objectives and can include pre-gvent

branding, through to onsite interaction, promotion and thought-leader positioning.

How can you track customer engagement and behavioural effect? Hear
about the latest econometric options, and new metric models for
measuring success in digital strategy, to discover which moments in

the customer journey really make all the difference. www.d |g italmarketin gco nference.co.uk



The Best Of

DIGITAL

1 July 2008
The Grange City Hotel
Central London

MARKETING

3 WAYS TO BOOK

Please complete one registration form for each delegate.
1. Book online at www.digitalmarketingconference.co.uk
2. Fax this completed registration form to +44 (0) 20 8267 4486

3. Post the booking form with payment to FREEPOST (LON3727),
Haymarket Conferences, 174 Hammersmith Road, London, W6 7JP

If you have any problems registering please call +44 (0) 20 8267 4011

Name of person completing form if different from delegate

Name (Mr/Mrs/Ms/Dr)

Please register the following delegate (BLOCK CAPITALS)

Name (Mr/Mrs/Ms/Dr)

Position

Organisation

Address

Postcode
Tel Fax
Email

How did you hear about this conference?

Industry Type

Name of Department Head

Job Title of Department Head

| agree to the terms and conditions as stated opposite.

Signed

Please indicate how you wish to pay:

Pre-payments to be made with booking form or, where agreed, payment to be made
upon receipt of invoice. A receipted VAT invoice will be issued once payment has been
received.

|:| Enclosed is a cheque for £
Cheques made payable to Haymarket Publishing Services Ltd

D | wish to be invoiced PO Number
N.B. Purchase orders will be required

D | wish to pay by credit card

Please charge my: |:| AMEX |:| Visa |:| Mastercard

Cardholder’s name

L I [ O O
Expiry Date: DDDD Security Code: DDD

Card billing address (if different from above)

Cardholder’s signature

The Best Of Digital Marketing is produced by Haymarket Conferences

&

BROCHURE CODE: SPK

Price Book Before Book After

Information 15 May 15 May

Conference Rate [ ] £499 + vaT [] £599 + vAT

Speaker Presentations Included * (£586.33) (£703.83)
SAVE £100

Group Discount ** [ ] 3rd Attendee Receives 60% Discount

Speaker Presentations* | [ ] £199 (No VAT)

Exhibition Stand
Package

(Includes Two Delegate Places)

[ ] £3995 + VAT
(£4694.12)

[ ] £3495 + VAT
(£4106.62)
SAVE £500

Please contact Jenny Eppler on +44 (0)20 8267 4519 for more details

* Please note that speakers’ presentations are accessible via a password protected internet site and are not supplied
in a printed form. These will be available to download a week after the event, subject to speaker disclosure.

** Only one discount can be used per registration.

If you have a message that you would like to convey to the decision-makers
attending this summit, please contact Jenny Eppler on tel: +44 (0)20 8267 4519
or e-mail jenny.eppler@haymarket.com.

In addition to the exhibition stand package above, bespoke packages can be
tailored to meet your objectives and can include pre-event branding, through to
onsite interaction, promotion and thought-leader positioning.

ACCOMMODATION

Accommodation is not included in the registration fee however, a limited number of
rooms are available at the nearby Thistle Marble Arch Hotel. For more information,
please call +44 (0)87 0414 1516 and quote ‘Booking reference GA2’. For further
nearby accommodation please visit: www.cityhotelaccommodation.com.

CONFIRMATION

Once we have received confirmation of your booking in writing, we will send you an email
confirmation. An invoice will be sent out to you shortly after. Your VAT receipt will follow
once full payment has been received. N.B We must receive payment prior to the
conference date. If you have not received confirmation of your booking within 14 days of
the conference, please contact the customer services team on +44 (0) 20 8267 4011 as
we may not have received your hooking. We cannot be held responsible for the non-
arrival of information.

DELEGATE ACCESS AND DIETARY REQUIREMENTS

We always provide a vegetarian option for lunch. If you have any other dietary requirements,
please inform our Customer Services team at the time of booking. We make every effort to
ensure that our events are accessible and enjoyable for all our delegates. Please contact our
Operations team on +44 (0)20 8267 4011 or conferences@haymarket.com to discuss any
access or specific requirements you may have.

DATA PROTECTION

By registering for a conference, Haymarket Conferences can provide you with information
relating to your booking and other Haymarket related products or services via email, direct mail,
fax or telephone. Please write to the Head of Marketing at the above address if you do not want
to receive this information. We may also make your details available to carefully screened
companies (excluding email addresses) who have offers that may be of interest to you.

|:| Yes, | would like to receive carefully screened and work related emails from third parties.

|:| No, I specifically do not wish my details to be made available to third parties.

CANCELLATIONS

All cancellations must be made in writing to the address above, and made no later than
10 June 2008. Such cancellations are subject to a handling and administration charge of
£75.00 + VAT per delegate, which will be deducted from any due refund or invoice,
whichever is appropriate. The company regrets that no cancellations are acceptable within
20 days of the conference date but a substitute delegate can be nominated. Pre-payments
will not be refunded and invoiced sums will be payable in full, except in cases where it has
been possible to mitigate loss. Haymarket Conferences reserves the right to make changes
to the programme, location and/or speakers without prior notice. Haymarket Conferences
will not offer refunds to delegates due to a terrorist alert or incident unless the conference
is cancelled. In this instance, Haymarket Conferences will retain up to 50% of the
conference fee to cover marketing, administration and delegate registration costs.

Book Online @ www.digitalmarketingconference.co.uk

CONFERENCE CODE: 1709708



