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Creative Marketing Strategies

Developing innovative marketing strategies to convey a consistent,
unified message and image for your organisation

Four Seasons Hotel Tokyo,
Japan

25th & 26th February 2009

Your workshop leader:

Robert Shaw Professor of Marketing Metrics
Cass Business School, London
Director of the Value Based Marketing Forum

Attend this informative event and gain practical
insights into:

¢ Finding more cost-effective communication vehicles

e Hearing case studies of successful alternative initiatives

¢ Defining the principles and benefits of alternative advertising and marketing

¢ Integrating alternative strategies into your marketing mix

¢ Aligning innovative strategies with the brand and reach relevance

¢ Defining the creative standards required to achieve “outside the square
results”

¢ Integrating below-the line advertising activities such as sponsoring, grassroots
marketing, direct marketing and sales promotions to captivate and involve
consumers

Silver Plus Sponsors

Avec Lab.

To create a Worldwide Community
since1996
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ishikawa
.com

This is your life,
not a dress rehearsal.
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Direct Marketing:
An International
Journal

conferences

“Business has only two functions -

Marketing and Innovation”

Milan Kundera

Understanding and streamlining complex markets and marketing strategies to develop a
new-era marketing strategy and to increase marketing ROI

evans

Your distinguished chairperson:

Junichi Abe Group Leader
Marketing Strategy Consulting Group
MITSUBISHI RESEARCH INSTITUTE, INC.

Yasushi Yamamoto Marketing Strategy Consulting Group
MITSUBISHI RESEARCH INSTITUTE, INC.

Featuring case studies and expert presentations by:

Terumaro Hiramoto President
ALC Press Inc.

Yoshimi Nakajima Vice President, Head of Marketing
International Consumer and Small Business Service
American Express International, Inc.

Manabu Kurata Representative
Asobu to Manabu

Takashi Takeda CEO
Avec Lab.

Senior Representative
Dr. Ci:Labo Co., Ltd.

Tatsuo Wada Executive General Manager, Advertising & Planning Department
Suntory Limited

Junya Ishikawa CEO / Executive Producer
junya-ishikawa.com

Jennifer Reddington Consumer Insights Manager
Yahoo! 7

Keisuke Ohnishi President
Navitime Japan Co., Ltd.

Kenichi Seki Group manager, Consulting Department
Landscape Co.,Ltd.

Yasushi Muto Senior Executive Director Sales & Marketing
Star Flyer Inc.

Testimonials

“What a breath of fresh air! Robert Shaw cuts through all the high-flown mantras that gurus go on and
on about to deliver practical ideas and advice.”

Director

Barclays Bank Plc

“A special thank you for the excellent strategic workshop. It was a real pleasure to have you work with us
and we look forward to using your services again.”

Managing Director

Age Concern

“Thank you for getting us started in the critically important CRM area. | believe that we have learnt a
great deal and | personally have a much greater awareness of where we want the company to get to.”
Group Chief Executive
Manchester United

*Early Bird & Group Discounts
Ask about our savings




Day 1

V\Iednesday 25th February 2009

0830

0900

0910

1000

1050

1105

1245

1350

1440

1530

1545

Registration & coffee

Opening remarks from the Chairperson

Junichi Abe Group Leader, Marketing Strategy Consulting Group,
MITSUBISHI RESEARCH INSTITUTE, INC.

Yasushi Yamamoto Marketing Strategy Consulting Group
MITSUBISHI RESEARCH INSTITUTE, INC.

Session One

The New Rules of Segmentation: How smart marketers are
making the most out of a fragmented market

Evaluating and measuring the responses as well as tracking activity in new
media

Personalising your advertising and marketing strategies to cut through the
mass target audiences and directly hit the individual consumer
Constructing a mass marketing campaign that creates a personalised image
to the consumer

Tracking and monitoring your marketing and advertising campaigns and
gauging the level of impact it has on consumers

Terumaro Hiramo President

ALC Press Inc.

Session Two

Regenerating your brand by building a community around it
Understanding your customers reactions and responses towards your current
commercials and advertisements

Linking your current and potential customers to your organisation: Creating
a strong relationship with your customers

Structuring the customer rapport you would like to have with your
customers and engaging them via point of contact

Empowering your customers within the key media environment that your
organisation has chosen to use for advertising purposes

Yoshimi Nakajim Vice President, Head of Marketing

International Consumer and Small Business Servic

American Express International, Inc.

Morning tea

Session Three

Revealing client psychology and behaviour to create block-
buster projects (Extended Session)

Strategising how to increase the number of existing customers and potential
customers as well as how to cultivate new customers

Creating and strengthening the relationship with your customers by
gathering backup data

Specifying the way of conducting customer satisfaction survey and
compiling from the customer analysis database

Introducing creative marketing method by utilising the right hemisphere
Learning how to turn the customer’s anger and sadness to joy
Manabu Kurata Representative

Asobu to Manabu

Networking lunch

Session Four
(Session topic TBA)
Takashi Taked CEO
Avec Lab.

Session Five

(Session topic TBA)
Senior Representative
Dr. Ci:Labo Co., Ltd.

Afternoon tea

Session Six

Building your brand and boosting your profits with cross
media advertising

Case Study of Suntory’s “The Premium Malts” cross communication
strategy

Examining how Suntory achieved the beer business top 3rd in the industry
in 2008

Launching the next TV commercial strategy by taking advantage of the
grand gold medal awarded at Monde Selection

Tatsuo Wada Executive General Manager, Advertising & Planning
Department

Suntory Limited

1635

1725

1730

Session Seven

Creative Advertising method by online to attract web traffic
for your advertising needs

e Online advertising promotion — Live Chat on Web

Introduce the products from Consumer to Consumer — CGM marketing
Interactive promotion marketing — consumer experience video report,
CGCM, Blog and so on

e Cross media strategy — TVCM starting on October and new Web marketing
Junya Ishikawa CEO / Executive Producer

junya-ishikawa.com

Closing remark from Chairman

Cocktail reception

Why you cannot miss this event

It is a widely known fact that many organisations today rely heavily on advertising
and effective marketing campaigns to compete effectively. The value placed on
advertising is considered priceless.In today’s fast moving marketing world, it is a
challenge how to fully utilise right tools into marketing activity to ultimately
increase productivity and profit.

It is also a fact that traditional advertising methods such as television, radio,
newspaper and various other commercials are losing the grip on their audiences.
To say that organisations need to improve their current advertising strategies is a
vast understatement. For the mid-long term growth, organisations must revisit
basic marketing activities as they pursue the current marketing trends. While the
marketing means becoming diversified, it becomes harder for organisations not
being lost and to identify the “successful formula”.

This conference provides an insight on how organisations can connect with their
target audiences. You will be taken through a new world of communication,
where customers are using new age media to interact with one another. Learn
how your organisation can gain exposure and brand integrity by tapping into this
precious resource and use it for advertising and promotional purposes. Do not
miss out on the opportunity to convert your traditional advertising techniques into
something that is unique and outstanding!

Who should attend

Primary Market:

e Manufacturing

e Car maker

e Transportation

e Hotel & Hospitality

e Bank, Finance, Insurance
e Consumer Products

e Distribution

¢ [T, communication

o Retail

e Food & Beverage

¢ Medical, Pharmaceutical, Health care
* Ad agent

Secondary:

Consultants & Solution Providers, Business Consultant, PR Company, Media
Consultant, etc:

* Marketing consulting companies

e E-marketing solution providers

e Sports clubs

e Sports Associations

e Advertising, PR and Brand consulting companies

Job Titles:

CEO, COO, CTO, ClO, CFO, VP sales & Marketing, Director of Marketing,
General Managers, Executives, Planners and Marketing Professionals from

e Marketing & Sales e Brand Management

¢ Brand Communication o Strategic Marketing

e Direct marketing e Interactive Marketing
e Product Management e Channel Management

e Advertising e Brand Communications
e Database Marketing o Market Research
PR e Business Strategy

e Product Development e Customer Relationship Marketing/Management

marcus evans would like to thank everyone who has helped with the research and
organisation of this event, particularly the speakers and their staff for their support and
commitment.



an 2
Thursday 26th February 2009

0830 Registration & coffee

0900 Opening Remarks from the Chairperson
Junichi Abe Group Leader, Marketing Strategy Consulting Group
MITSUBISHI RESEARCH INSTITUTE, INC.

Yasushi Yamamoto Marketing Strategy Consulting Group
MITSUBISHI RESEARCH INSTITUTE, INC.

0910 Session One

Clearing out the confusion in cyberspace - the good, the bad

and the ugly of market research, websites and other tricky
measurements

e Examining the measurement techniques used for the Internet and digital

media
e Capitalising on insights garnered through online channels

e Tricky measurements — how do we measure research from ‘social network’

data or mobile phone behaviour?
Jennifer Reddington Consumer Insights Manager
Yahoo!7

1000 Session Two
Establishing new business to create and promote new
market

e Cooperating with other companies to gain market competitiveness and

stable market share

e |dentifying how to evaluate market opportunities to launch new service

business

e Key competitive strategies in the saturated mature market like Japan
Keisuke Ohnish President
Navitime Japan Co., Ltd.

1050 Morning tea

1105 Session Three
(Session topic TBA)
Kenichi Seki Group manager, Consulting Department
Landscape Co.,Ltd.

1155 Session Four

The role and issues of total branding in a venture airline
company
This session will introduce Star Flyer's branding strategy with the
experiences and lessons-learned with flexibility and constraint in new
enterprise way.

e Estabilishing new branding image to consumers through media

e Spreading our ‘new hospitality’ by creative graphical TV Commercial

e The issue and approach for branding strategy transition from hard to soft

after early stage of branding

¢ How to respond to the current excessively diversified customer segment and

needs
e Case study of holistic media planning measures

e Game plan on how to successfully project a new corporate image to

renovate the old image
Yasushi Muto Senior Executive Director Sales & Marketing
Star Flyer Inc.

1245 Networking lunch

About the Silver Plus Sponsor

Junya Ishikawa is a very few producer who can spin marketing activities for

Corporations & Projects. Communication Design, Education, and Piece Art is his

core activities.

e Chief Executive Officer for Creative Boutique "Dream Design", acknowledged
in unique style in contents oriented Cross Media marketing.

e Awarded in NYADC, Cannes International Advertising Festival and many more.

e Part-time lecturer in “University Consortium Kyoto" (Lectured "Creative
Possibilities" at over 50 universities)

e Full time lecturer for Sendenkaigi (very well known magazine for people in
advertising)

e Topics include introduction of Cross Media & the methods

* Promoting piece art projects [retired weapons]. His exhibition shown at Milan,
Berlin, London and His activities are expanding globally.

Website: http://Awww.junya-ishikawa.com/

Half Day Comprehensive Workshop

1340 Return On Ideas: Succeeding In Turbulent Times

Maximising marketing's "Return On Ideas"
e what is Return on Ideas and why is it so important to marketing?
e Three pressure points in an economic downturn

Understanding marketing's financial role and choosing the
best financial measures

o worked examples of analyses and models to show how they are constructed
and used

e case studies of how businesses use these models in their decision making

What should marketing measure and how should marketing
respond to measurement

e measurement: selecting and choosing the best marketing metrics

e interpreting and analysing the metrics

o feedback of key information to key decision makers, in marketing, finance
and the Board

Appraise and Improve Your "ldea To Demand" Process
e what is the Idea to Demand Process?
e where does it go wrong
¢ how to appaise it and fix the problems
e Case examples of companies that how improved

Conducted by:

Robert Shaw Professor of Marketing Metrics
Cass Business School, London

Director

Value Based Marketing Forum

Workshop schedule

1350 Session begins
1520 - 1540 Afternoon refreshments & networking break
1725 Course concludes

1725 Closing remark from Chairman and end of conference

About your workshop leader

Consultant, businessman and author of the international best-sellers Marketing
Payback, Improving Marketing Effectiveness and Database Marketing, Professor
Robert Shaw has a global reputation as a leading authority on finance and
marketing, including Value Based Marketing and Customer Relationship
Management. Robert has worked as strategic adviser to Lou Gerstner and Sam
Palmisano on IBM’s entry into the global services market and as head of the
Marketing Practice at Accenture (under its previous name Andersen Consulting).
He has also consulted for many major companies and advised professional bodies
all over the world including Barclays, BP, CIMA, Diageo, IBM, IPA, Manchester
United, Nestlé, Scottish Widows, Unilever and Universal Music. Currently
Professor of Marketing Metrics at Cass Business School, London, Robert is also
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