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t	  Developing a targeted and effective social media strategy
t	  Understanding regulatory guidelines – FSA Update
t	  Determining and maximising the social networks which best fit your needs
t	  Navigating the migration of users onto mobile devices
t	  Devising a measurement strategy to secure investment in social media
t	  Creating engaging and relevant content
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08.15 Registration And Coffee

09.00 Chair’s Opening Remarks

09.10 The Evolution Of Social Business And Communications
As social and digital media have become more and more 
a part of consumers’ daily media diet in recent years, 
everyone from FMCGs to Oil and Gas suppliers have shifted 
from dabbling in social media to integrating it fully into 
their marketing, comms and customer service strategies, 
creating a greater experience for their existing and potential 
customers.  But comparatively, financial services have been 
slow to jump on the bandwagon.  So what are the benefits 
and pitfalls of implementing a strategic, business-minded 
social media plan?

Rebecca Dye, Social Media Manager, first direct

09.30 Developing An Effective Social Media Strategy 
There’s a temptation to dive into the world of social media and 
establish your presence on every platform and channel available.  
But first you need to define the whos, wheres and whats.  
v	Concentrating resources effectively to optimise social  
 media communications
v	Identifying and segmenting the target audience and  
 mirroring channels they prefer to use
v	Developing your social media presence in line with  
 your overall digital strategy – engagement, reputation  
 management, customer service, etc

Paul Beadle, Senior Media Relations Manager, Nationwide

10.00 Understanding Current Regulatory Guidelines To Deliver  
 Effective And Compliant Social Media Communications

Financial services communicators have spent the last few 
years interpreting regulatory guidelines originally set for 
traditional media and applying them to social and digital 
platforms.  With FINRA in the US and IIROC in Canada 
setting more comprehensive and explicit guidelines for 
social media, will the newly created FCA and PRA be 
following suit?  

Richard Lawes, Senior Associate, FSA

10.20 Balancing Your Social Media Aims And Objectives With  
 Compliance

In this case study, Aberdeen Asset Management will show 
how they have implemented their social media strategy 
within FSA guidelines.
v	Determining the function of your social media activity,  
 channels and level of interaction
v	Matching your social media aims and objectives with  
 regulator guidelines to ensure compliance
v	Ensuring social activity continues to adhere to guidelines  
 as technology and usage develops

Leon Harrower, Compliance Manager,  
Aberdeen Asset Management

10.40 Morning Refreshments

11.10 Choose Your Seminar: B2B or B2C

B2B With LinkedIn
In this session, LinkedIn will provide an update on the 
changes to their service and network.  They will explore 
the use of the platform by financial services and how users 
needs are driving innovation and developments.
Following this, delegates will hear a case study from CME 
Group about how they have maximised their presence on 
LinkedIn to develop their B2B communication strategy.

James McErlean, Category Head EMEA Finance, Energy & 
Consulting, LinkedIn 

Allan Schoenberg, Director of Corporate Communications, 
CME Group

B2C With Twitter
Here, Twitter will discuss the most recent changes to their 
platform and how these will affect businesses using the 
channel to communicate with customers.  They will also 
explore the options for businesses looking to extend their 
use of Twitter. 
Subsequently, delegates will hear a case study from the Student 
Loans Company exploring how their presence on Twitter has 
been maximised in their B2C communications strategy.

Dara Nasr, Head of Sales, Twitter

Jenifer Stirton, Marketing & Communications Director, 
Student Loans Company

11.55 Employing Social Media In Customer Service To Enhance  
 Relationships And Increase Engagement With Consumers

Across financial services there is increasing interest in 
migrating from the traditional call centre model to a more 
efficient way of handling customer service enquiries, through 
social media.  So how can you employ customer service to 
derive maximum benefit from your social presence?
v	Establishing a customer service function on social media  
 platforms
	 q	What channels should you use?
	 q	What should and shouldn’t be dealt with online?
v	Evidencing the benefit to the financial bottom line of  
 customer service through social media channels
v	Understanding the importance of a high Social Net Promoter  
 Score in winning greater brand loyalty from customers

Simon Ryan, Former Client Marketing Manager,  
Aviva Investors

12.25 Barclaycard’s Social Customer Service Journey
Richard Atkinson and Ross Breadmore will describe how 
Barclaycard formed a new Web Relations team to deal with 
an increasing amount of customer service coverage in social 
media. They will show how this team has grown, and the 
challenges it has faced.

Richard Atkinson, Senior Manager of Web Relations, 
Barclaycard
Ross Breadmore, Consultant, NixonMcInnes

12.50 Lunch Break And Networking

13.50 Utilising QR Codes To Develop Closer Customer Relationships
During 2012 AXA Isle of Man implemented QR Codes for all of 
the brand’s offshore documentation and designed a ‘digital 
briefcase’ guide to give financial advisers quick and convenient 
links to this documentation, simply by scanning the code.  In 
this snapshot case study Lesa McLaren, who spearheaded the 
research and development of the project, will provide insight 
into how well this has worked for AXA, feeding back against 
the measurable targets they set in place.

Lesa McLaren, International Marketing Manager,  
AXA Isle of Man Ltd

14.20 Successfully Navigating The Increasing Migration Of Users  
 Onto Mobile Devices

With the advent of smartphones and tablets, statistics year 
on year show consumers experiencing ever more of their 
daily media diet on mobile devices.  But what does this mean 
for financial organisations and the services they provide?  
v	Should you start privileging investment in designing and  
 repurposing content for mobile devices over the   
 traditional PC userbase?  

Register online www.fssocialmediaevent.com
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v	Should resource currently dedicated to things like SEO be  
 diverted to deal with mobile access? 
v	How can companies keep up with the ever developing  
 technology available to their customers?

Robert Mulhall, Head of Direct Channels, AIB

14.50 Devising Your Measurement Strategy To Secure Investment  
 In Social Media

Senior level board members have largely bought in to the 
idea of social media and its importance in a competitive 
market.  But just establishing a presence on Facebook and 
Twitter isn’t where the buck stops any longer.  
v	Defining metrics and expectations for your social media  
 activity
v	Making comparisons and setting benchmarks to   
 demonstrate outcomes to board members and secure  
 further investment in developing social media channels
v	Communicating the value of both hard and soft outcomes  
 in developing social media strategy

Paul Hemingway, Head of Marketing & Communications, 
General Insurance, The Co-Operative Insurance

15.20 Afternoon Refreshments

15.45 Creating Engaging And Relevant Content To Drive And  
 Maintain User Engagement

Once you’ve determined who your audience are, and how 
and where you’re going to reach them, the next challenge 
is how to keep them engaged with your brand through 
content your competitors can’t provide.  Lifestyle brands 
sit more comfortably within social media, and are more 
likely to easily engage users due to the very nature of their 
products. So how do financial services drive a similar level of 
engagement?  And how do you develop content that is right 
for your audience, brand and business objectives?

Case Study 1 – Insurance
Mike Overthrow, Digital Marketing Specialist,  
Ecclesiastical Insurance

Case Study 2 – Comparisons
Sharon Flaherty, Head of Content & PR, Confused.com

Case Study 3 – Card Services
Carl Barkey, Head of Social Media Customer Engagement, 
American Express

16.45 Chair’s Closing Remarks And Close Of Main Conference

13 May 2013 | 13.00 - 16.00

Social Media 101: Setting Out On The Right Foot 
Gone are the days when social media was merely social.  In the past few years it has become an ever more important business tool, allowing 
brands and companies to get closer to their customers, build lasting relationships and engender trust.  Yet compared to other sectors, 
financial services has been slow to capitalise on these new channels.  This half-day masterclass will explore how and why the reluctant 
financial sector can use social media to its best advantage and maximise business performance as a result.

Part 1: The Value Of Social Media Presence And How To Gain 
Senior Level Buy-In 
v What are the obstacles to senior level support and how can they  
 be overcome?

v Determining the level of resource committed to social media:  
 whose budget does it come from and which team should lead?

v Setting realistic targets from the outset: what metrics will you  
 track and what business benefits can you reasonably expect.

Part 2: Defining Your Social Media Strategy 
v	 Identifying your priority audience: are you looking to connect with  
 b2b or b2c audiences?

v	 Concentrating your efforts: where is this audience active in the  
 digital space and therefore which channels should you focus on?

v	 Maximising value once your presence is established: what content  
 should you be creating and what are the key messages you want  
 to communicate?

15 May 2013 | 09.00 - 12.00 

Content Creation: Engaging Audiences And Developing Relationships 
It’s no longer enough just to be present on digital and social platforms – a Facebook page with your company details isn’t going to gain you 
thousands of fans and develop your customer base.  Social media is a space for interaction, conversations and sharing.  Financial services, like 
all other sectors, need to engage their existing and potential customers with content that is interesting, entertaining and useful in order to 
lead them towards the products and services that are their bread and butter.  In this masterclass delegates will learn how to determine what 
that content should look like.

Part 1: Research, Research, Research: What Does Your Audience 
Want? 
v	 Defining your target demographic: what are their interests and  
 needs within the social media space?

v	 Examining their social media profile: what are they primarily  
 using social and digital media for and how can you tap into that?

v	 Developing the conversation: once you’ve determined what they  
 want, exploring how you can lead that back to your products and  
 services?

Part 2: Maintaining Engagement Long-Term 
v	 Gaining senior level buy-in to investment in content creation: how  
 can you demonstrate the value of marketing spend on content?

v	 Developing a sustained new media offering: how often should  
 you be creating content and how can you move the ‘story’ on?

v	 Knowing when to stop: social media users aren’t in the space to  
 be bombarded by companies – how much is too much?

Financial Services Social Media 2013 Half-Day Masterclasses

Book now - Call +44 (0) 20 8267 4011
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3 WAYS TO BOOK
Please complete one registration form for each delegate.
1. Book online at www.fssocialmediaevent.com 
2.  Email events@haymarket.com
3.  Call us on +44 (0)20 8267 4011
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Main Conference | 14 May 2013 | London
Pre-Conference Masterclass | 13 May 2013
Post-Conference Masterclass | 15 May 2013

Brochure Code: 17062131667
Please visit online for the full terms & conditions
* Cannot be used in conjunction with the early booking rate or any  
 other discount.
** Please note that speakers’ presentations are accessible via a password 
 protected internet site & are not supplied in printed form. These will be 
 available to download a week after the event, subject to speaker disclosure.

Who Should Attend?

What your peers said last year:

Commercial OpportunitiesBanking | Insurance | Consumer Finance | Capital Markets

Designed for executives and their teams in:
v	Digital, Online and Social Media
v	e-Commerce
v	Marketing
v	Brand
v	Communications
v	Corporate Affairs and PR

This event may also be of interest to those in:
v	Customer Services
v	IT and Operations
v	Sales and Distribution

“Great event, loved that it was specific to 
financial services”

DIGITAL MARKETING MANAGER,  
LLOYDS BANK

“Relevant to an ever changing FS 
environment”

DIGITAL MARKETING EXECUTIvE,  
RATHBONE INvESTMENT MANAGEMENT

“Illuminating”
MARKETING EXECUTIvE,  

JELF

Register online www.fssocialmediaevent.com

Pricing Structure           

Price information Book before  
22 February 2013

 Book before  
12 April 2013

 Book after  
12 April 2013

Financial Services  
Industry rate

£399 +VAT 
(SAVE £200)

£499 +VAT
(SAVE £100) £599 +VAT

Consultant &  
Agency rate

£499 +VAT
(SAVE £200)

£599 +VAT
(SAVE £100) £699 +VAT

Group Discounts* Every 3rd delegate will receive a 50% discount off the full rate. 
For larger groups, please contact events@haymarket.com

Speaker  
Presentations** £199 +VAT

Price information Add One Workshop Add Two Workshops

Add Workshops To 
Your Conference 
Booking

£249 +VAT
(SAVE UP TO £250)

£398 +VAT
(SAVE UP TO £400)

Price information Social Media 101 Workshop Content Creation Workshop

Workshop Only Rate £299 +VAT £299 +VAT

If you can offer your experience and advice to help social 
media professionals from financial institutions gain best 
practice insights to maximise their social presence and 
manage compliance requirements then this is the audience 
for you.  

To find out how you can engage these key decision makers 
and influencers at a crucial time please contact  
Alexsandra Russo on +44 (0) 20 8267 4991 or  
alexsandra.russo@haymarket.com

Brochure Code: EMAIL


