


Previous participants of The Senior Marketing Executive Conference

Benefi ts of attending - Exceptional networking at the CMO conference–rated as the #1 Marketing 
C-Suite Venue globally in 2009 - Hear top marketing case studies directly from leading CEOs and CMOs in America - Opportunity to meet our nation’s top marketing leaders, including the CEOs of: 
Forbes, ING Direct, Zappos, Ogilvy & Mather, AT&T Mobility, Honest Tea, and more - Learn what the 7 marketing keys to dramatic growth will be in 2011

Who should attend
The conference will be attended by marketing executives and their teams 
including CEOs, Chief Marketing Offi cers, Vice Presidents of Marketing and 
Directors of Marketing.
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Call Customer Service at 212 339 0345

Pre-Conference Workshops, Tuesday, November 9, 2010
workshop a registration and continental breakfast 8:15–9 am

Measuring Marketing ROI in Today’s Digital Age

workshop a 9 am–12:30 pm
Marketing Mix Modeling has been used for decades to help marketers evaluate 
and optimize their marketing investments. Digital media has changed the media-
ecosystem, by not only offering additional consumer touch points, but also allowing 
consumers to engage with your brands. In this session, you will learn about the next 
generation of marketing mix models which factors in this complex and evolving 
landscape. In addition, you will hear about how to measure innovative and emerging 
technologies, while also ensuring that these tactics can be calibrated with your 
overall marketing mix for accurate forecasting.

Steve Tobias, Managing Director, Client Relations, 
Synovate MMA (Marketing  Management Analytics)

Dan Eggleston, Vice President Client Services,
Synovate MMA (Marketing  Management Analytics)

workshop b registration and luncheon 12:30–1:30 pm

workshop b 1:30–5 pm

Brand and Customer Experience Tracking: The New Frontier
What’s the point of tracking a number if nothing changes in the real world? Senior 
marketers are frequently vexed by the weak relationship they see between their 
brand and customer research and results in the market. Without an effective early 
warning system, marketing executives are constantly threatened by negative sur-
prises in business performance that they can’t explain to their chief executives and 
senior colleagues.

New developments in market research offer a solution to traditional problems found 
in brand and customer experience tracking. In this workshop, participants will learn 
about leading thinking from academia and business which will allow them to make 
quick, inexpensive, and dramatic improvements to their measurement systems.

John Carroll, Senior Vice President, Synovate Customer Experience

Wednesday, November 10, 2010

registration and continental breakfast 7:45–8:30 am

welcome and introductions 8:30–8:45 am
Robert Reiss, Conference Director, The Conference Board

a 8:45–9:30 am

Keynote Address: What to Expect from the Economy, Politics and 
Business in 2011
Understanding which levers to pull—and which to avoid—is paramount to CMOs in 
2011. This presentation offers insights into the key drivers of the economy, politics 
and business to help marketing executives better plan for 2011. 

Steve Forbes, Chief Executive Offi cer & Chairman, Forbes, Inc.
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www.conferenceboard.org/marketing2

b 9:30–10:15 am

Dramatic Growth through Innovation 
ING Direct went from start up to the largest savings bank in America, with over 
$90 billion in assets, in just about a decade. And they did this in a highly regulated 
industry. You will hear from the founder and CEO exactly what it takes to create a 
potent innovative concept that resonates broadly, how to market that concept, bring 
that vision to fruition and stay the course in all economic climates. 

Arkadi Kuhlmann, Founder and Chief Executive Offi cer, ING Direct

networking refreshment break 10:15–10:30 am

c 10:30–11:15 am

Merging Talent and Technology
When Tony Hsieh joined Zappos, they were doing $1.6 million annual revenue; 
within a decade they became a billion dollar company. You’ll learn how Zappos built 
a dramatic internet business, under Mr. Hsieh’s direction, through unique, powerful 
customer and employee models that attract and nurture talent.

Tony Hsieh, Chief Executive Offi cer, Zappos.com

d 11:15 am–noon

Boosting Customer Loyalty, Revenue, and Marketing Accountability
Marketing executives are faced with rising demand to increase revenue by optimizing 
customer loyalty and improving the quality of sales leads while at the same time 
enhancing marketing accountability. We will discuss how marketing leaders with 
the correct solutions are able in a challenging economy to: capitalize on loyalty by 
ensuring they understand their customers and prospects in order to engage them 
appropriately across channels; boost qualifi ed sales opportunity through better 
alignment of sales and marketing efforts to deliver targeted, right-time marketing 
faster; and increase marketing accountability by optimizing marketing spend, 
ensuring marketing alignment across organizations, and improving marketing 
effectiveness and effi ciency.

Chip Coyle, Vice President Americas Marketing, Oracle

e noon–12:45 pm

Building your Brand through Philanthropy
Today’s savvy customers expect a brand consistent with their values. Ms. Lazarus, as 
longtime CEO of Ogilvy, has helped the world’s leading enterprises build and maintain 
dominant market positions. You’ll learn from one of the legends of building brands, 
insights of what it takes to build a world class brand and how philanthropy has 
become a key systemic driver.

Shelly Lazarus, Chairman, Ogilvy & Mather

networking luncheon 12:45–1:45 pm

f 1:45–2:30 pm

The Future of Global Mobility
The mobile revolution is reinventing marketing across the globe. From the 
possibilities inherent in the iPad to what we can expect in 2020, you’ll hear from the 
leader of Reuters mobility initiatives about staying ahead of the curve and developing 
a 360-degree relationship with your customers. 

Alisa Bowen, Global Head of Business Operations, Thomson Reuters
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Conference KeyNotes
Registration includes a two-part post-conference experience: 

a summary of conference highlights and a post-conference interactive webcast

g 2:30–3:30 pm

B2B and B2C Marketing Excellence from Social Media to Bricks 
and Mortar 
You’ll learn specifi c insights of the role of the marketing executive in strengthening 
and growing the business from some of the world’s leaders. Specifi c focus will be on 
how to integrate social media into your marketing model.

Moderator
Harris Diamond, Chief Executive Offi cer, Weber Shandwick

Panelists
Matthias Preschern, Vice President, Demand Programs, IBM Corporation

Scott Hudler, Vice President Brand Marketing, Dunkin’ Donuts

networking refreshment break 3:30–3:45 pm

h 3:45–4:30 pm

Becoming a Societal Brand
You’ll hear the fascinating story of how a grad student and his professor had the vision to 
have social impact, and created a company that quickly became the dominant player in 
their industry. Mr. Goldman will explain his philosophy on marketing and how a top quality, 
unique product gets you in the door; and how linking your passion with your marketing 
efforts, such as improving environment, is the key to not just doing good, but doing great.

Seth Goldman, Co-founder and Chief Executive Offi cer, Honest Tea

i 4:30–5:15 pm

Panel Discussion: Grow Market Share through ROI Metrics 
Through the day, you’ve heard several examples of breakthrough marketing. This 
presentation will pull the pieces together and outline how to measure results through 
utilizing key marketing metrics. 

Chip Coyle, Executive Vice President, Marketing, North America, Oracle

Anthony Freeman, Senior Vice President, Strategy, Sodexo Health Care

Kim McGill, Vice President, Marketing, Smart USA (Smart Car)

networking cocktail reception 5:30–6:45 pm

hosted by 
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Presentations
Available online in advance to help you prepare for the conference

Thursday, November 11, 2010

continental breakfast 7:30–8:30 am

j 8:30–9 am

The Economy in 2011. . . What to Expect
Bart Van Ark, Senior Economist, The Conference Board

9–9:30 am

Lessons from America’s Top CMOs
David Sable, Vice Chairman & COO, Wunderman

k 9:30–10:15 am

Finding and Using the Right Metrics to Drive Market Share
Business Activity Monitoring, Dashboards, KPIs and Balanced Scorecards are realities 
of the modern business world. While measuring, monitoring and managing the 
business are essential disciplines that most companies deploy with rigour, success 
stories about market share growth driven by ROI metrics are less common. In this 
session, you’ll learn what’s really important to measure in your business, what you 
can ignore, and what to do with that information in order to drive brand and company 
market share.

Douglas Brooks, Executive Vice President, Global Analytic Services, Synovate

networking refreshment break 10:15–10:30 am

l 10:30–11:15 am

Case Studies: Marketing Excellence and Innovation in a Private 
Family Owned Business
Everyone knows Conair, owner of Cuisinart and many other top brands. But few know 
that it is a privately held third generation family business. Under Lee Rizzuto Jr.’s 
leadership, the company has introduced over 1,000 new products and has shown 
growth of over 500%. Mr. Rizzuto will share insights from anticipating customer 
product needs to turning a family dream into a global empire.

Lee Rizzuto, Jr., Senior Vice President (grandson of the founder), 
Conair Corporation

m 11:15 am–noon

Case Studies: Marvel-ous Marketing
How do you grow a brand when you have no money? When Mr. Cuneo became CEO 
of Marvel in 1999, it was emerging from bankruptcy with only $3 million in capital, no 
costs to cut and a dismal share price of 96¢ a share. By 2009, Marvel was acquired 
by Disney for $54 a share. From Spiderman movies to video games, you’ll hear the 
inside story of one of the greatest Cinderella business stories of our time.

Peter Cuneo, Turnaround Chief Executive Offi cer, Marvel Entertainment 
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Call Customer Service at 212 339 0345

n noon–12:45 pm

Panel Discussion: Implementing the 7 Marketing Keys
Through this conference, you will have been learning about the 7 Marketing Keys for 
dramatic growth. This panel will share insights on how to implement these concepts. 
Participants will leave with all the elements to elevate their marketing plans for 2011. 

Moderator
Douglas Brooks, Executive Vice President, Global Analytic Services, Synovate

Finbar O’Neill, President, J.D. Power and Associates

Rosa Sabater, Senior Vice President, OPEN Customer Marketing & Experience, 
American Express OPEN

closing remarks 12:45–1 pm

Robert Reiss, Conference Director, The Conference Board 

In 2009, this conference was cited as the #1 Senior Marketing Venue Globally by 
Weber-Shandwick in their All-Star Venues research. This year’s conference promises 
to deliver. You will hear some of the greatest business marketing stories of our 
time—directly from the leaders. On day one you will hear talks outlining each of the 
7 Keys: Innovation, Talent, Philanthropy, Mobility, Global Markets, Social Media, and 
ROI Metrics. Day two will be selected case studies and will wrap up with a panel 
discussing how to implement the 7 Keys. We believe this will be for CMOs and their 
teams, the seminal senior marketing executive event in America in 2010.

About the research

Weber Shandwick rated the most sought after conferences globally based on an 
analysis of: 1. the presenters being the most sought after speakers based C-Level 
executives from the Fortune Magazine’s list of Most Admired Companies, 2. client 
feedback and 3. media coverage.

Marketing assistance provided by:
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The Conference Board® and the torch 
logo are registered trademarks of 

The Conference Board, Inc. Program 
subject to change. August 2010

Printed and bound by Sheridan Printing Co., Inc., Alpha, New Jersey, an FSC-certifi ed 
printer. This brochure is printed on Mohawk Via paper, which is 100% post-consumer 
waste fi ber, manufactured with wind power, and is process chlorine free. No fi lms or 
fi lm-processing chemicals were used in the printing of this brochure.

Hotel Accommodations
Fees do not include hotel accommoda-
tions. For discounted reservations, 
contact the hotel directly no later than 
the cut-off date and mention The 
Conference Board Senior Marketing 
Executive Conference.

Hotel Discount Cut-off Date: 
Tuesday, October 19, 2010

InterContinental The Barclay New York
111 East 48th Street
New York, NY 10017-1297
212 755 5900

Cancellation Policy
Full refund until three weeks before the meeting. 
$500 administration fee up to two weeks before 
the meeting. No refund after two weeks before the 
meeting. Confi rmed registrants who fail to attend 
and do not cancel prior to the meeting will be 
charged the entire registration fee.

Team Discounts per person
For a team of three or more registering from the 
same company at the same time, take $300 off each 
person’s registration.

One discount per registration. Multiple discounts 
may not be combined.

Registration Information
Onl ine www.conferenceboard.org/marketing2

Email  customer.service@conferenceboard.org

Phone 212  339 0345
8:30 am to 5:30 pm ET Monday through Friday

The 2010 Senior Marketing Executive Conference
InterContinental The Barclay New York

Conference (902011-2)
Dates: November 10–11, 2010
Location: InterContinental The Barclay New York
Associates $2,195
Non-Associates $2,495

Pre-Conference Workshop A (927011-2)
Pre-Conference Workshop B (928011-2)
Date: November 9, 2010
Location: InterContinental The Barclay New York
Associates $495 Non-Associates $595
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