Social Media And User Generated Content

Developing Winning Strategies in Engaging with Your Consumers in the World of
Social Media and User Generated Content

Stockholm, Sweden

18th & 19th October 2007

Attending this premier marcus evans
conference will enable you to:

¢ Gain a clear understanding on the difference
between real changes in consumer behavior
and simple passing trends

¢ Discover how your organisation can truly engage
consumers in the digital world and allow them
to experience your brand in innovative ways

* Develop innovative initiatives to generate a higher
response rate to your marketing campaign to run
over the social networking communities

* Engage your target audience in the conversation

* Deal with the 'dark side' of social media and
successfully turn it into an opportunity

Benefit from Case Study Presentations by:

¢ Coca Cola harnessing the power of the consumers
to be the brand stewards of the future

¢ CNN presenting the value of incorporating user-
generated content and social media into
a mainstream media brand

¢ 3 Scandinavia exploring the future of online
advertising

¢ Honda sharing the key success factors of a well
built marketing campaign

¢ Sulake Corporation Oy (the provider of Habbo
Hotel virtual community) engaging consumers
in a more creative way

¢ Dow Jones looking into the future of online PR
and reputation management

e LEGO integrating consumer driven innovation
in the business practice

Early Bird Special Offer:
Book by 18/08/2007 and Save 10 %

Silver Sponsors:

DOWJONES

spannerworks
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®

Engage YOU rself
in the Conversation with the Consumers

ina Genuine
and a "Real Time" Manner

Discover untapped opportunities by wisely embracing this
emerging marketing communication channel. Create
meaningful experiences that enable your consumers to pull
your brand into their new world and become your brand

stewards.

Your Expert Speaker Panel:

Susan Grant

Executive Vice President, CNN News
Services

CNN Worldwide

Stafford Green

European Group Director, Digital and
Interactive Marketing

The Coca-Cola Company

lan Armstrong
Manager, Customer Communications
Honda

Drew Graham

Member of the Board
Chief Marketing Officers
European Council

Phil Erwood

Vice President, Video and Social Media
Projects

Deutsche Bank

Chris Shaw
Global Practice Director, Factiva Insight
Dow Jones

Harry Speller
Customer Experience Manager
VisitBritain

Eirik Solheim

Project Manager, Social Media
Norwegian Broadcasting
Corporation
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Jeff Revoy

Vice President of Search and Social
Search

Yahoo

Claudia Struzzo
Deputy Marketing Director
IKEA

Marc Charron
Managing Director Europe
Tripadvisor

Christian Batist
Senior Vice President of Marketing
Sulake Corporation Oy

Cecilia Weckstrom
Experience and Innovation Director
LEGO

Paul Squires
New Media Manager
E.ON

Malin Forsgren
Nordic Products and
Services Director

3 Scandinavia

Antony Mayfield
Head of Content and Media
Spannerworks




Day 1

[ 18th October 2007

08:30 Registration and Morning Coffee
09:00 Chairman's Opening Address

MARKETERS" MENTALITY SHIFT — THE ESSENTIAL FACTOR OF

SUCCEESS

09:05 Opening Keynote Address
Predicting the Future of Online Marketing
¢ What lies beyond the hype of user generated content?
e What does user generated content really mean to a 3G operator?
e The success case of revenue share models with users in other 3
markets

Malin Forsgren
Nordic Products and Services Director
3 Scandinavia

09:50 Keynote Address
Social Search
¢ Why bring a social element to search?
¢ The importance of human knowledge
¢ The social search revolution
* Developments from Yahoo! and what the future will bring

Jeff Revoy
Vice President of Search and Social Search
Yahoo

10:35 Morning Coffee And Networking Break

11:00 Exploiting Key Success Factors of a Well Built Marketing

Campaign

e How important is UGC within an overall brand communications
strategy?

¢ What principles does Honda adopt in creating a framework?

¢ How do you engage the consumer of the future?

¢ What role does UGC content in Honda's plans going forward?

lan Armstrong

Manager, Customer Communications
Honda

DEVELOPING CUSTOMER ENGAGEMENT AND LOYALTY

11:45 The Value of Incorporating User-Generated Content and

Social Media into a Mainstream Media Brand

¢ What are the defining moments for user-generated content in the
mainstream media? How do you know when it's worth the risk?

* What is the impact of blogging, user-generated content and user
participation on the CNN brand?

¢ How does CNN keep pace with the wide-spread growth of social
media and user-generated content while maintaining a leadership
position in newsgathering and reporting?

e What are the business benefits of embracing user-generated
content and social media?

Susan Grant
Executive Vice President, CNN News Services
CNN Worldwide

12:30 Networking Luncheon

Booking Line
Tel: +44 (0) 20 3002 3276
Fax: +44 (0) 20 3002 3016

WWW.Marcusevans.com

13:30 LEGO - From User Creation, through User Co-creation to
User Co-evolution
e Presenting the evolution of user involvement within the LEGO
business
¢ Developing viable consumer involvement strategy and linking it
to the company’s business goals
* Introducing the LEGO innovation model and the business evolution
map
e Sharing four successful case studies:
— LEGO Mindstorms enterprise platform for community: User
enterprise — LEGO Supported
— LEGO Factory: User developed — user published
— LEGO Hobby Train, user developed — LEGO published
— LEGO Mindstorms NXT — user co-developed — LEGO published

Cecilia Weckstrom
Experience and Innovation Director
LEGO

INTEGRATING USER GENERATED CONTENT IN YOUR

BUSINESS PRACTICE

14:15 User Generated Content — Taking the Risk or Exploring

a Booming Opportunity?

* Incorporating user generated content within your marketing
campaign

* How can you harness the power of the consumers to be the brand
stewards of the future?

* Monetising models regarding user generate content and social
media

Stafford Green
European Group Director, Digital and Interactive Marketing
The Coca-Cola Company

15:00 Afternoon Refreshments

THE IMPACT OF SOCIAL MEDIA AND USER GENERATED

CONTENT ON THE E-COMMERCE BUSINESS

15:30 Panel Discussion

How will User Generated Content Determine the Success

E-Commerce Sites

* Sharing the strategies of established merchants and small
merchants

* Shopping engines / classifieds/P2P platforms

e Commercial considerations: How do the merchants and publishers
arbitrate about how to edit UGC?

e Search engine marketing: How will UGC be referenced in
the search engines? Where will people look for UGC? On the
search engines, new platforms, new applications, new sites?

e Consumer influence: At what stage of the buying process does
UGC start to matter? How do customers use UGC at different
stages of the buying process?

e Measures: How can any UGC be measured? Can leads really
be tracked to UGC? What are the challenges associated with the
metrics of UGC marketing efforts?

Panel Discussion Facilitator:

Drew Graham
Member of the Board
Chief Marketing Officers European Council

16:30 Co-workers Motivation and Brand Advocacy
e How can interactive media stimulate brand advocacy amongst your
co-workers?
e Can digital media support engagement and loyalty?
e Turning employees into brand ambassadors as a long term
commitment

Claudia Struzzo
Deputy Marketing Director
IKEA

17:15 Closing Remarks of the Chair

17:30 End of Day 1



- Booking Line
Day 2 Tel: +44 (0) 20 3002 3276
Fax: +44 (0) 20 3002 3016

19th October 2007 WWW.marcusevans.com
08:30 Registration and Morning Coffee 13:30 Social Media, Internal Engagement and Employee
Advocacy
09:00 Chairman's Opening Address e Giving an insight into the E.ON experience in relation to social media
platforms and the in-house capabilities developed to address this trend
THE FUTURE OF ONLINE PR AND REPUTATION ¢ Sharing lessons learned along the journey
MANAGEMENT * Monitoring external references to brands, products, and services
¢ Enabling employee advocacy and a sound cross-functional collaboration;
09:05 Managing Reputation Online how employees contextualise their work online
= Taking the pulse of your brand or company reputation » Contributing to employee engagement through active internal blogging
¢ Monitoring your reputation — key process steps; challenges Paul Squires
¢ What do your stakeholders speak online? New Media Manager
o Lessons learned — assessing blogs’ content and responding E.ON
in a suitable manner
* Progressing open-conversation feedback schemes
Chris Shaw
Global Practice Director, Factiva Insight 14:15 Monetising User Generated Content
Dow Jones * Moving away from the more traditional method of measuring ROI
and more about how to get potential customers engaged
09:50 Corporate Blogging - Key Steps and Success Factors ¢ Targeting the right market segment with the right information in
« Introducing the broad array of benefits of corporate blogging the right channel at the right time
and exploring the potential risks and challenges e |dentifying the proper metrics to evaluate the return on investment
* Raising the visibility and building credibility of your organisation e Justifying how blogs can effectively support your business goals
« Blogging as a form of participation and traffic generation e Tracking and measuring the benefits of external blogs
to a brand's website Phil Erwood
e Securing the involvement of committed and skilled employees that Vice President, Video and Social Media Projects
would bring value to the blogging community Deutsche Bank

Harry Speller
Customer Experience Manager 15:00 Afternoon Refreshments

VisitBritain
10:35 Morning Coffee And Networking Break
15:30 How to Combine Social Media and Traditional
¢ Giving an overview of how social media is influencing professional

11:00 Re-designing Marketing for the Web publishers
« How is the web changing the way that media and marketing e Utilising social web sites like YouTube and Facebook in addition
works? to blogs when marketing more traditional content
o Understanding brands’ roles in online networks e Presenting several case studies from the Norwegian Broadcasting
e Learning from the success of social media formats Corporation
¢ Developing new thinking and models Eirik Solheim
Antony Mayfield Project Manager, Social Media
Head of Content and Media Norwegian Broadcasting Corporation
Spannerworks

16:00 Closing Remarks of the Chair
11:45 Do-It-Yourself Advertising
» Exciting consumers to get engaged in creating innovative 16:15  Close of the Conference
advertising campaigns
e Creating the framework for your users to develop content

for each other Business Development Opportunities

Christian Batist ) Does your company have solutions or technologies that the
Senior Vice President of Marketing conference delegates would benefit from knowing? If so, you can
Sulake Corporation Oy find out more about the exhibiting, networking and branding
opportunities available by contacting:
12:30 Networking Luncheon Britt-Marie Hansson, EMEA Sponsorship Manager

Tel: +46 8 678 60 40
E-mail: BrittH@marcusevansse.com

| would like to thank everyone who has assisted with the research
and organisation of the event, particularly the speakers for their
support and commitment.

Mrs. Gina Dragulin, Conference Producer,

marcus evans Prague, Tel: +420 255 707 251

E-mail: GinaD@marcusevanscz.com




Social Media And User Generated Content

Booking Line
Tel: +44 (0) 20 3002 3276
Fax: +44 (0) 20 3002 3016

Www.marcusevans.com

IMPORTANT - Please do not remove or obscure the above label. It contains vital information
Code: B F X GM109

Name

Position

Oor

Address

Postcode Tel

Fax Email

AUTHORISATION Signatory must be authorised to sign on behalf of contracting organisation

Name Position

Signature Date

This booking is invalid without a signature
TO BOOK ONLINE GO TO WWW.MARCUSEVANS.COM

Pay in UK Sterling
3 CONFERENCE FEE: @ £1895.00 + VAT = £2368.75
3 EARLY BIRD DISCOUNT FEE: @ £1705.50 + VAT = £2131.88

Pay in Euro
1 CONFERENCE FEE: @ €2767.00 + VAT = €3458.75
[J EARLY BIRD DISCOUNT FEE: @ €2490.30 + VAT = €3112.88

VAT will be charged at the local rate of 25%. The prices are inclusive of programme materials, luncheon, and refreshments.
Please note that a 10% Early Bird Discount only apply to bookings made prior to 18/08/2007.

METHODS OF PAYMENTS

Cheque — made payable to marcus evans Conferences Ltd — VAT No. SE516403301001

Bank Transfer — marcus evans, Barclays Bank plc, 1 Churchill Place, London, E14 5HP

Account No: 72260588 Sort Code: 20-00-00 SWIFT CODE/BIC: BARCGB22 IBAN Number: GB66BARC20000072260588,
quoting delegate name(s) / invoice number and GM109 as reference.

Credit Card — Please debit my MASTERCARD / VISA / EUROCARD / AMEX / DINERS CARD

Payment is required within 5 working days

Card Holder’s Name

Card No

Signature Valid From Expiry date

TWO WAYS TO REGISTER

1. Book online at www.marcusevans.com 2. Fax bookings direct on +44(0)20 3002 3016

Terms and Conditions:
1. Fees are in inclusive of programme materials and refreshments.

2. Payment Terms: Following completion and return of the registration form, full payment is required within 5 days from receipt of invoice. PLEASE NOTE:
payment must be received prior to the conference date. A receipt will be issued on payment. Due to limited conference space, we advise early registration
to avoid disappointment. A 50% cancellation fee will be charged under the terms outlined below. We reserve the right to refuse admission if payment is
not received on time. Unless otherwise stated on the booking form, payment must be made in pounds sterling.

3. Cancellation/Substitution: Provided the total fee has been paid, substitutions at no extra charge up to 14 days before the event are allowed. Substitutions
between 14 days and the date of the event will be allowed subject to an administration fee of equal to 10% of the total fee that is to be transferred.
Otherwise all bookings carry a 50% cancellation liability immediately after a signed sales contract has been received by marcus evans (as defined above)
Cancellations must be received in writing by mail or fax six (6) weeks before the conference is to be held in order to obtain a full credit for any future
marcus evans conference. Thereafter, the full conference fee is payable and is non refundable. The service charge is completely non-refundable and
non-creditable. Payment terms are five days and payment must be made prior to the start of the conference. Non-payment or non-attendance does not
constitute cancellation. By signing this contract, the client agrees that in case of dispute or cancellation of this contract that marcus evans will not be
able to mitigate its losses for any less than 50% of the total contract value. If, for any reason, marecus evans decides to cancel or postpone this
conference, marcus evans is not responsible for covering airfare, hotel, or other travel costs incurred by clients. The conference fee will not be refunded,
but can be credited to a future conference. Event programme content is subject to change without notice.

4. Copyright etc: Allintellectual property rights in all materials produced or distributed by marcus evans in connection with this event is expressly reserved
and any unauthorised duplication, publication or distribution is prohibited.

5. Client information is kept on marcus evans group companies database and used by marcus evans group companies to assist in providing selected
products and services which maybe of interest to the Client and which will be communicated by letter, phone, fax,(inc. automatic dialling) email or other
electronic means. If you do not want marcus evans to do this please tick this box [ ]. For training and security purposes telephone calls maybe recorded
6. Important note: While every reasonable effort will be made to adhere to the advertised package, marcus evans reserves the right to change event
dates, sites or location or omit event features, or merge the event with another event, as it deems necessary without penalty and in such situations no
refunds, part refunds or alternative offers shall be made. In the event that marcus evans permanently cancels the event for any reason whatsoever,
(including, but not limited to any force majeure occurrence) and provided that the event is not postponed to a later date nor is merged with another event,
the Client shall receive a credit note for the amount that the Client has paid to such permanently cancelled event, valid for up to one year to be used at
another marcus evans event. No refunds, part refunds or alternative offers shall be made.

7. Governing law: This Agreement shall be governed and construed in accordance with the law of England and the parties submit to the exclusive
jurisdiction of the English Courts in London. However marcus evans only is entitled to waive this right and submit to the jurisdiction of the courts in
which the Client’s office is located

Stockholm, Sweden
18th & 19th October 2007

Venue confirmation will be forwarded to
you one month prior to the conference

The exponential growth of user-generated content and social media is
reshaping the media landscape, challenging the status quo and creating
new opportunities for marketers. To succeed, companies must adopt

a slightly different approach that requires giving up control over the
message. The strategy and tactics will have to change to gain long-term
and multi benefits. Are the marketers ready to take the risk?

A few forward-thinking brands have been tapping into this emerging trend,
transforming the risk into an amazing opportunity to drive trust and enable
customer loyalty. By engaging wisely in the conversation with

the customers, the brand owners ultimately contributed to the success of
their brands.

This programme is designed to help the brand owners adopt a balanced
and practical approach when taking an active role in the social media
landscape in order to gain best possible outcomes.

marcus evans provides the executive platform for marketing

and branding professionals from across Europe, to discover winning
strategies, network and share best practices with other professionals who
share the same issues and concerns in their daily business.

Who should attend?

Directors, Vice Presidents, Heads and Managers of:
Community Managers
Marketing

Digital Marketing
Interactive Marketing
Digital Strategy

Digital Media

Marketing Communication
Brand Management

Social Media Strategy
Media Planning
Advertising

Product Management
Business Development
eBusiness

If you would like further information about the event or information about how
to book, please contact:

Mr. Ola Samuelsson, Senior Marketing Manager,

marcus evans London

Tel: +44 (0) 20 3002 3276

E-mail: OlaS@marcusevansuk.com

Complimentary Accommodation Booking Service:

Should you require accommodation whilst attending a marcus evans
conference, please do not hesitate to contact our accommodation agent First
Option who will be more than happy to make a reservation for you.

Please quote the name of the marcus evans conference you are attending.
Freephone within UK: 0870 191 4717

Tel outside UK: +44 (0) 161 601 4038

Fax: +44 (0) 161 968 9310

marcusevans@travelocity-business.co.uk
www.travelocity-business.co.uk/marcusevans/

conferences




