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DAY ONE 
08.30 Registration and breakfast

09.00 Dan Drury 
  Bowen Craggs & Co
  Introduction and welcome 

09.30 KEYNOTE: From the dot-com boom to the mobile 
generation: how Shell has embraced new media
Simon Saville vice president communications, 
Shell International
At the turn of the century, the dot com boom sent 
shockwaves through many large corporations. More 
recently, the rise of social media and mobile are doing the 
same all over again. Shell recognized the potential benefits 
of the internet early on, and started to organize itself to 
understand and use these new technologies. This started 
with a focus on shell.com and the company’s country 
websites, but soon extended into You Tube, Flickr and 
other channels. The lessons learned through the various 
cycles of development are now being applied to Twitter, 
Facebook, LinkedIn and mobile apps as these become part 
of the communications mix. Simon – who has led Shell’s 
online communications activities for 12 years – will reveal 
how his company has embraced new technologies and 
maintained a strong and innovative presence in new media 
throughout his tenure.

10.30  Break for refreshments and networking

11.00 Discoveries from the FT Index: Over-stretched resources
and the proliferation of online channels 
David Bowen co-founder, Bowen Craggs
The rise of mobile sites, apps and social media channels 
is putting corporate web teams under unprecedented 
pressure. Drawing on the deepest analysis of online 
communications activity ever conducted, David will 
explain the impact that this pressure is having on 
the web estates of large corporations. Crucially, he 
will also provide practical examples of how the best 
communications managers are responding to a world of 
multiplying digital platforms. 

11.45 CASE STUDY: ‘Fit for digital’ – what are the 
organizational transformation steps required to develop 
both organizational capabilities and staff competence?
David Green head of global digital marketing, KPMG
David will explain how KPMG uses a powerful ‘digital 
maturity model’ to track activity across six dimensions:  
technology; digital channels; content and context; 
process and organization; people and culture; and 
strategic alignment. David will also provide insight into 
KPMG’s social media ‘journey’, which the company 
divides into five stages: traditional > experimental > 
operational > measurable impact > integrated.

12.30  Lunch

14.00 The intellectual property and privacy policy landscape –
what does it really mean for corporate web managers?
Julie Samuels staff attorney, Electronic Frontier 
Foundation
Earlier this year, with much fanfare, the Stop Online 
Privacy Act and the Protect IP Act were killed in 
Congress. But the policy fights continue over what 
the government can do to control what’s on the 
Internet. More bills are being debated in D.C., and
the government continues to shut down sites that it 
believes host infringing content. What does this mean 
for web managers? And what can websites do to protect 
their users?

14.45 CASE STUDY: Telling The Corporate Narrative
Mark Krajnak corporate communications, 
Johnson & Johnson
In 2008, Johnson & Johnson relaunched its corporate 
website. A key design element was a new home page 
that would more accurately reflect consumers’ and users’ 
contemporary perceptions of the 126-year old global 
company and its brand. Since then, Johnson & Johnson 
has enlisted a rolling editorial calendar packed with fresh 
stories and beautiful photography to help tell its story. 
In this presentation, Mark will reveal the major successes 
and challenges of telling the Johnson & Johnson narrative 
through its corporate website – and share the key lessons 
that others can learn from.
 

15.30  Break for refreshments & networking

16.00 PANEL: Slaying silos: governance in an age of multiplying
digital channels
How can companies ensure that their communications 
are clear and consistent across proliferating platforms 
– and avoid the problems of fragmentation and 
duplication that plague many of today’s corporate web 
estates? Panelists will include:
David Green head of global digital marketing, KPMG
Tracy Green head of online services, UK Parliament
Mark Krajnak corporate communications, 
Johnson & Johnson 
Simon Saville vice president communications, 
Shell International
Chaired by Scott Payton Bowen Craggs & Co   

17.30 Drinks reception at hotel

19.00 Conference Dinner

2012
27 - 28 Sept 2012
Ritz Carlton 
Chicago, USA



DAY TWO 
08.30 Breakfast networking

09.00 KEYNOTE: The new world of integration
Prof. Don Schultz Prof. Don Schultz Professor (Emeritus-
in-Service) of Integrated Marketing Communication,
Northwestern University
The concept of integrated marketing communications 
(IMC) is now more than 20 years old. Yet many 
organizations still have problems aligning all of their 
online and offline communication programs and 
activities. Functional silos, internecine brand battles, 
uncooperative agencies – and now the new challenges 
posed by the customer power generated by digital and 
social media. All are raising fresh and confounding issues 
for web managers and other corporate communications 
professionals. Professor Don Schultz will provide a 
new, innovative, practical and, some say, controversial 
approach to communication integration. Learn how 
integration has changed, what you need to know, what 
you need to do and what returns you might expect.

10.00   Break for refreshments and networking

10.30 KEYNOTE: Leveraging BIG Data And Microtargeting 
Strategies In Presidential Politics And Beyond
Julius van der Laar  
In today’s 24/7 media environment it has become more 
difficult than ever to set an agenda, frame an issue or 
engage an audience. Four years ago, Barack Obama set a 
new standard for campaigning by changing the way new 
media was used to build an aspirational brand, engage and 
empower supporters, raise money and turn out voters. 
As the 2012 presidential race unfolds, the campaigns 
are stepping up their game and embracing digital media 
more than ever. However, it’s not only the President’s 
campaign and his opponents who are faced with the 
challenge to create a narrative and frame the public debate. 
Organizations in the private sector often deal with similar 
complex issues. Julius van de Laar will share his insights 
into how successful campaigns take user engagement to 
the next level.

11.15 CASE STUDY: The (new) Digital Marketing 
Business Case
Stefan Heeke head of digital marketing, Siemens
It’s easy to get carried away by hot topics such as social 
media or mobile while missing the big issue: the way that 
digital marketing as a whole is managed can make or 
break a company. Digital marketing is becoming more 
complex and powerful than ever before as an increasing 
number of corporate channels, marketing technology and 
access to big, real-time data play a major role in driving 
businesses forward. This presentation offers an overview of 
key digital marketing tactics and how they can be aligned 
to generate a measurable impact on any given company. 

12.00  Lunch

13.30 CASE STUDY: Why *not* marketing may be the best 
marketing you can do
Mike Maney head of influencer management, Alcatel-Lucent
What do you do when your market expands beyond your 
traditional customers and comfort zone? Mike explains 
how Alcatel-Lucent is flipping the very idea of marketing 
on its head to engage influencers who have never heard of 
the telco provider or its deep technology history. 

14.15 Discoveries from the Web Effectiveness Network: 
using data to win internal battles and serve your online 
audiences more effectively
Dan Drury director, Bowen Craggs & Co
Nearly half of corporate website visitors either partly or 
completely fail to achieve the goal of their visit, according 
to Bowen Craggs’ surveys. Dan will draw on data gathered 
from tens of thousands of corporate web visitors and 
a unique set of web analytics benchmarking data from 
members of the Web Effectiveness Network to answer the 
following questions: What are visitors looking for? Why 
do so many visits end in failure? Do website visits change 
brand perceptions? How does your organization’s web 
and social traffic compare to peers?
 

15.00  Short refreshment break

15.15 Going Mobile: Get Moving
Kristine Kelley mobile web communications expert
We don’t need a lot of research to tell us the obvious: A lot of 
people are using mobile devices to access content online. 
And the more they access, the more they expect to be able 
to access. Whether using smart phones, tablets, TVs or a 
combination of all of the above, sometimes simultaneously, a 
generation of people is expecting to access whatever they want, 
whenever they want, wherever they want. If you haven’t yet, it’s 
time to get yourself – and your web experience – moving.

15.45 PANEL: The mobile web: how should companies respond? 
Internet access via smart phones and other mobile devices 
is soaring. Some companies are building bespoke mobile 
sites to meet non-desktop users’ needs. Others are looking 
to concepts such as responsive web design in the hope of 
creating a single corporate site that works well on all types 
of device. What are the pros and cons of these and other 
mobile strategies? And what steps can your company take 
to ensure that its online presence continues to meet users’ 
needs via desktops, tablets, smart phones, e-readers – and 
even internet-enabled TVs? Panelists include:
Kristine Kelley mobile web communications expert
Stefan Heeke head of digital marketing, Siemens
Mike Maney head of influencer management, Alcatel-Lucent
Julius van der Laar  
Chaired by Scott Payton Bowen Craggs & Co

17.00 End of conference
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SPEAKERS

processes, standards and technology toolkit for all aspects of 
digital marketing and communications on a worldwide basis. 
This includes website quality and standards, social media, 
mobile apps, web analytics, content strategy, interface design 
and usability, online brand protection, and web platform 
development roadmap. David has over 15 years international 
experience of successfully leading digital strategy and governance, 
and implementation of complex, enterprise-level digital projects 
in global roles. He is a regular speaker at Internet industry 
events in Europe and N America, has an extensive portfolio of 
published articles and has been cited in a number of leading 
publications including The Economist and Wall Street Journal.
David is a Chartered Information Scientist, holds a degree 
in Information Management and a Postgraduate Diploma  
in Information Science. His personal website is 
www.davidgreen.me.uk

TRACY GREEN head of online services, UK 
Parliament

Tracy Green is the experienced and 
visionary Head of Online Services in the 
UK Parliament. She is responsible for 
public facing web, intranet and all other 
digital channels including mobile, tablets 

and social media including blogging, YouTube and social 
networking. In a role that allows her to combine a fascination 
with politics with a love for technology, Tracy is relishing the 
opportunity to have a real impact on the way Parliament works 
in the UK.Tracy has been involved in all stages of the processes 
of major digital projects: development of the web strategy, 
business case, procurement, design, implementation and 
business change. Recent challenges include the implementation 
of a new content management system across both external 
and internal sites, the development of an award-winning 
mobile intranet site and the delivery of tablet and mobile apps 
to support an increasing channel shift from print to online 
information provision. This project is already proving to be 
a huge cost saver in a hitherto very print and paper heavy 
organisation. Tracy was previously Head of the e-Media Team 
at the UK Foreign & Commonwealth Office where she was 
responsible  for a complete redevelopment of the organisation’s 
corporate website and 200 plus British Embassy and High 
Commission websites.

DAvID BOWEN Bowen Craggs & Co

David Bowen is a senior consultant 
for Bowen Craggs & Co. He founded 
the London-based publishing and 
consultancy firm Net Profit in 1996, 
and his present company in 2002. 
David was twice named UK national 

newspaper industrial journalist of the year during his seven 
years as industrial editor of The Independent on Sunday. He 
was also energy editor of The Independent and in 1998 began 
his long-running twice-monthly column on websites for the 
Financial Times. In 2004 David was named one of the 100 most 
influential Britons in the internet’s first decade.

DAN DRURY Bowen Craggs & Co

Dan Drury joined Bowen Craggs in
2005 as commercial director after 12
years as an internet entrepreneur. In
1993 he founded a software company
that developed operational online risk
management tools. Eight years later

he founded a leading enterprise-class web analytics software
company. Both companies had successful exits for Dan and his
venture capital investors. In the past seven years he has grown
the Web Effectiveness Network to more than 500 members,
expanded the Bowen Craggs’ client base to include more than
50 Global 500 corporations, and added audience research to the
company’s services portfolio.

DAvID GREEN head of global digital 
marketing, KPMG

David Green is Head of Global Digital 
Marketing at KPMG, a $22.7B 
professional services firm operating 
in 152 countries. At KPMG he has 
significantly scaled the digital marketing 

function, working closely with executive stakeholders on 
digital strategy development, governance, and performance. 
He has led recruitment and talent management to build out 
the digital team, and defining and embedding global common 
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STEFAN HEEKE head of digital marketing, 
Siemens

Stefan Heeke is in charge of Digital 
Marketing at Siemens Corporation in 
the US. Stefan holds a Business degree 
from the ESCP-EAP Ecole de Commerce 
and has been working in Advertising 

and Interactive Communication at CLM/BBDO and McCann 
Erickson Paris, Pixelpark Berlin and Bertelsmann, New York. He 
is a frequent speaker on topics like “Digital Marketing Business 
Case”, “Impact of Social Media on Organizations”, “Using 
Analytics in Personal Life”.

KRISTINE KELLEY mobile web 
communications expert

Kristine broke from print in 
1997, joining Arthur Andersen’s 
KnowledgeSpace News Network as news 
editor. After rolling the subscription 
service into the publicly accessible 

Andersen.com global Web site, Kristine led the team through 
a rebranding, relaunch and then over to Deloitte.com in 2002, 
where she employed the successful team-building approach 
to ensure content and brand consistency across all member 
firms’ sites. Kristine joined Motorola Inc. in 2005, where she 
expanded her digital editorial team into all manner of content 
creation, including Web copy, emails, on-device content, 
packaging, blog posts and more. She is currently working as an 
independent consultant.

MARK KRAJNAK corporate communications,
Johnson & Johnson

Mark Krajnak began his communications 
career at 17, stringing for a local 
newspaper in northeast Pennsylvania. 
Later, after covering the pharmaceutical 
industry for a monthly magazine, he 

jumped to the other side of the ball, beginning his corporate 
communication career while doing media relations and crisis 
communications. Since 2008, he’s overseen the Johnson & 
Johnson corporate website (www.jnj.com) as well as the award-
winning annual report project. An avid photographer, Mark 
believes in the power of the image. And Springsteen. Follow him 
on Twitter: @MarkKrajnak

MIKE MANEY head of influencer 
management, Alcatel-Lucent

Mike Maney is the head of influencer 
management at Alcatel-Lucent, where he 
leads strategy for non-traditonal media 
across the company’s software and services 
business. His role blends traditional 

functions – media relations, analyst relations and marketing – 
with social media, community building/management, business 
development and direct client involvement. A corporate 
and agency veteran of more than two decades, Mike has 
led successful communications campaigns for Fortune 500 
companies (IBM, Unisys and AT&T), as well as the PR arms 
at some of the world’s largest advertising agencies (Ogilvy, 
Grey and Saatchi). He has had the opportunity to work closely 
with the inventor of Unix, the father of the Internet and IBM’s 
internet visionary, as well as startup founders building on what 
they created. Mike has had two programs nominated for the 
Holmes’ Report Gold Sabre award for business-to-business 
campaigns of the year (Superior Achievement in Branding and 
Reputation) and won a coveted Telly Award for an executive 
communications video he co-wrote. Mike sits on the advisory 
board of Mobile Monday Mid-Atlantic, is a co-creator of 
Corporate Rebels United and is currently assisting the U.N.’s 
Women Empowerment Principles initiative on social media 
strategy (something the father of two daughters has a vested 
interest in).among numerous other organizations.  

SCOTT PAYTON Bowen Craggs & Co

Scott Payton is an analyst and researcher 
at Bowen Craggs & Co. He is former 
head of research at Net Profit, the 
publishing and consultancy firm founded 
by David Bowen in 1996. Scott was 
also launch editor of pan-European 

investor relations magazine Real IR; and editor of Business 
Voice, the Confederation of British Industry’s magazine. He 
has been writing about online communications since 1998 and 
conducting research and consultancy work in the area since 
2000. Scott’s business journalism has appeared in the Financial 
Times, The Spectator, The Independent and a range of other 
newspapers and magazines. His research reports have been 
published by The Economist Intelligence Unit, KPMG, PwC 
and Freshfields, among numerous other organisations.  
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JULIE SAMUELS staff attorney, 
Electronic Frontier Foundation

Julie Samuels is a Staff Attorney at the 
Electronic Frontier Foundation, where 
she focuses on intellectual property issues. 
Before joining EFF, Julie litigated IP and 
entertainment cases in Chicago at Loeb & 

Loeb and Sonnenschein Nath & Rosenthal. Prior to becoming 
a lawyer, Julie spent time as a legislative assistant at the Media 
Coalition in New York and as an assistant editor at the National 
Journal Group in D.C. She was also an intern at the National 
Center for Supercomputing Applications. Julie earned her J.D. 
from Vanderbilt University and her B.S. in journalism from the 
University of Illinois at Urbana-Champaign.

SIMON SAvILLE vice president 
communications, Shell International

Since 2000, Simon has led the 
management and strategic development 
of Shell’s internet presence – including 
standards, tools and systems. He has 
seen shell.com evolve through several 

cycles, and is leading its further development as social media 
and mobile opportunities emerge.  His current role encompasses 
the production of a wide range of communications materials, 
including exhibitions and events, translations, the Royal Dutch 
Shell Annual Report, photography, videos, print and design.
Simon’s career has spanned marketing, brand and corporate 
communications. In the late 1990s, he led the development of 
the Shell brand and visual identity. Later he was responsible for 
the Shell websites, internal communications, the Annual Report, 
directors’ speeches and the Shell photographic library. 
He started his Shell career in R&D, including a spell in Japan 
as Senior Technical Advisor. Back in the UK, he introduced 
innovative differentiation initiatives for motor fuels, now 
marketed as Shell V-Power and FuelSave. Before joining Shell, 
Simon spent several years developing automotive emission 
control systems for Johnson Matthey. He holds a degree in 
Chemistry from the University of Oxford and is a Fellow of the 
RSA. http://nl.linkedin.com/in/simonsaville/ 

Prof. Don Schultz Professor (Emeritus-
in-Service) of Integrated Marketing 
Communication,Northwestern University

Don E. Schultz, Professor (Emeritus-
in-Service) Integrated Marketing 
Communications at Northwestern 
University, Evanston, IL.  He holds a 

BBA from University of Oklahoma and MA and PhD from 
Michigan State University.  He is President of Agora, Inc., a 
global marketing, communication and branding consulting 
firm.  Author/co-author of twenty-six books and one hundred 
and fifty trade, academic and professional articles.  He is 
also a featured columnist in Marketing News and Marketing 
Management. Schultz holds visiting professorships at 
Cranfield University in the U.K., Queensland University of 
Technology, Australia and Tsinghua University, Beijing. 

JULIUS vAN DE LAAR  

Julius van de Laar is a digital media 
strategist and communications expert 
with strong campaigning experience. He 
has consulted politicians and political 
parties, non-governmental organizations, 
and private sector corporations 

developing strategies to achieve their goals: winning elections, 
membership growth and shaping public opinion. During the 
2008 US Presidential election, Julius van de Laar worked for 
Barack Obama’s winning campaign in nearly a dozen states. 
There, he focused on targeting voters and gaining supporters 
by combining conventional campaigning tactics with the latest 
new media strategies. Van de Laar is a frequent radio and TV 
pundit, providing analysis on current political events and online 
campaigning. He lectures at conferences, gives workshops 
on social media campaigning and advises business leaders on 
strategic communication.
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