


This January, the New
Marketsphere's leading thinkers
will be together in one place.
Where will you be?

The marketing landscape has changed, and continues to change, at warp speed. It's called the New
Marketsphere—a techno-driven, hyper-networked environment populated by empowered consumers
who have become resistant to traditional marketing. It's a world of rapidly swirling cultures and
attitudes, creating a vortex of diverse wants, needs, niche preferences and global imperatives.

Well-worn paths to the consumer mind are gone forever, obliterated by the Big Bang of media
fragmentation, creating a whole new universe of communication channels and content.

Mplanet™ 2009 can help you navigate this new landscape. Hosted by the American Marketing
Association in conjunction with The Wharton School and Bain & Company, Mplanet is the perfect
jumping-off point for B2B and B2C marketing leaders eager to explore and succeed in this
challenging new world.

Mplanet will help equip you to navigate the B2B and B2C challenges
of the New Marketsphere.

At Mplanet 2009, you will:

Be inspired by the amazing concentration of thinking, innovation
and leadership.

Take advantage of deep-dive sessions for in-depth learning and solutions.

Seize the rare opportunity to connect with marketing’s best and
brightest professionals.

Make new connections, renew relationships with peers and discover
new resources.

Make an immediate impact on your business with actionable take-aways—new
models and tools, research, case studies and best practices.

Continue the dialogue and learning as part of the on-going Mplanet community.



Big changes beg big questions

These are not merely evolutionary changes in the world of marketing. They are revolutionary. Mplanet
brings together the industry’s top minds to share their insights and address current challenges and
opportunities in the New Marketsphere.

This year's core themes will include:

Brand Building in a Digital World
A vital subject, including brand-building across geographic and media channels, linking
brand equity to market performance and more.

Connecting with Empowered Customers
Learn successful customer engagement and loyalty strategies; gain understanding of
Gen Y, New Millennials and Multi-Culturals.

Marketing Mix in a Fragmented World
How to integrate communications across diverse channels, use consumer-generated
content and measure results.

Global Marketing on a Borderless Planet
Winning strategies for going global; how to leverage international alliances
and partners.

Don’t miss your chance to hear today'’s
marketing luminaries at the can’t-miss

marketing event of the year.
January 26 — 28, 2009, at Rosen Shingle Creek Resort Hotel, Orlando, Florida.

Space is limited, so early registration is advised. Please visit mplanet2009.com
or call 800.AMA.1150.






etting Heard

“Seaof
Information

It's the Information Age—and it's coming at us at gigabytes per second. Anne
Mulcahy shares her insights and vast experience on this important issue in the
New Marketsphere: Getting your message noticed in the deluge of data.

Anne Mulcahy
Chairman and CEO
Xerox Corporation

Ms. Mulcahy began her career as a Xerox field sales representative in 1976. Appointed CEO of Xerox in 2001
and Chairman in 2002, she has re-engineered Xerox into an innovative technology and services enterprise.
Building on Xerox’s rich heritage of social responsibility, Ms. Mulcahy ensures that the company’s business
decisions and actions are aligned with a clear set of corporate values.

In addition to the Xerox board, Ms. Mulcahy is a board director of Citigroup Inc., Target Corporation and
The Washington Post Company and is the chairman of the corporate governance task force of the Business

Roundtable. She is also a board member of Catalyst, a nonprofit organization supporting women in business.

In 2008, Chief Executive Magazine named her CEO of the year.






Buildin
Brands

Across Borders

Find out what it takes to introduce an historic but dynamic corporate brand
to new markets around the world. RK Krishna Kumar provides a global
perspective on lessons learned building a brand across product lines, borders

and customer segments.

R.K. Krishna Kumar

Chairman, Tata Coffee Ltd.

Vice Chairman, Tata Tea and Indian Hotels
Tata Sons Ltd.

Mr. Kumar joined TAS in 1963 after graduating with a master’s degree from the University of Madras. He was
initially posted in Tata Industries, after which he moved to other Tata Group companies.

Mr. Kumar joined Tata-Finlay and became involved with the Group’s tea and coffee businesses. His association
with the plantation business began in 1982, when he was posted as vice president, South India Plantation
Division, in Kochi. He moved to Kolkata as joint managing director, Tata Tea, in 1988 and became the
company’s managing director in 1991.

Mr. Kumar is currently a director on the Tata Sons board, Chairman of Tata Coffee and Asian Coffee, and
Vice Chairman of Tata Tea and of Indian Hotels. He is a director in several enterprises, including Rallis India,
Watawala Plantations, Tata Tetley and Tata Tea Incorporated (US).



Mplanet 2009 is
oringing together a
stunning pantheon

of marketing's best
and brightest.



Don’t miss your
chance to learn from
and dialogue with
the industry’s top
professionals.



Building
Strategic Advantage

"Global Markets

Mary Dillon
EVP and Global CMO

McDonald’s

'3 ; Ms. Dillon leads McDonald’s worldwide marketing
Fedidt s b ngthd : efforts and global brand strategy across 118
g :’ countries. Her accomplishments include the
i bis1ilm formation of the company’s first Global Moms
& . Advisory Panel and innovation in the area of
< K 4 children’s well-being. She has also driven marketing

effectiveness through increased diversification of
0 media mix and use of tools to improve return on
A% : marketing spend. In addition, she leads the

: ; i holistic activation of the company’s sports and
entertainment properties, including the creation
of the McDonald’s Champion Kids program for the
2008 Beijing Olympics.

In 2006, Ms.Dillon was hamed to the Wall Street
Journal’s “Top 50 Women to Watch” list and in 2007,
she was appointed to the Target Corporation Board
of Directors.



Making your
Brand Voice

Heard

John Hayes
CMO
American Express

For the last 13 years, Mr. Hayes has overseen global
marketing efforts including the company’s many
positioning efforts, all marketing communications,
keeping the customer in focus, shaping the American
Express brand and aiding in product development.

In addition, he helped make cause-related marketing
an on-going tradition at American Express with such
programs as “Charge Against Hunger,” which provides
food for the poor in America. Most recently he was one
of the creators of “Red” a revolutionary marketing effort
designed to address the AlDs emergency in Africa.

Mr. Hayes is on the Tiger Woods Foundation board
as well serving as the chairman of the Association

of National Advertisers. He was honored with the
2007 Distinguished Citizenship Award from the John
A. Reisenbach Foundation. In 2006, the Executive
Council of New York named him Marketer of the Year.
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Mass Medium

Stephen Quinn
EVP and CMO
Walmart Corporation

Since 2007, Mr. Quinn has managed all aspects
of Walmart's marketing effort, including customer
research, marketing and business strategy, private
brands and customer communications.

Prior to joining Walmart in 2005, Mr. Quinn was
the CMO of Frito-Lay North America, a $10

billion division of PepsiCo. During his 13 years

at PepsiCo, he served in a number of marketing
roles including innovation, brand management,
advertising, market research and customer
marketing. He was the general manager of
Convenience Foods and the head of marketing

for Frito-Lay Canada. He has also worked in
marketing, sales and finance roles for Quaker Oats,
Johnson & Johnson, Procter & Gamble and Nortel.




The
Future Role

of Marketing

in the Organization

Dennis Dunlap
CEO

American Marketing Association

CEO of the AMA since 1999, Mr. Dunlap has
spearheaded significant change, focusing on enhancing
the association’s visibility and leadership position in the
marketing world and on providing AMA members with
products and services addressing their needs in the
changing marketing environment.

Mr. Dunlap came to the AMA from RR Donnelley and
Sons Company, where he served as a SVP, Information
Services. Prior to that, he was part of the senior
management group at Leo Burnett, including serving
as president/CEO, Leo Burnett Canada and EVP, Leo
Burnett USA.

Mr. Dunlap is on the Board of Trustees for the AMA
Foundation and on the National Volunteer Board for
the American Red Cross. He has also served as a board
member for Arnowitz Studios, Urban Gateways and the
Chicago Convention and Tourism Bureau.



Mark Addicks
SVP and CMO
General Mills

Mr. Addicks oversees General Mills' global brand-
building strategy, including advertising, promotions,
public relations, design, packaging, Web, licensing
and multicultural initiatives. He also oversees some
of the industry’s most recognized equity platforms,
including Box Tops for Education and the Pillsbury
Bake-Off contest. Mr. Addicks has pioneered several
cutting-edge marketing ventures.

Widely recognized with numerous industry awards
for innovation and marketing expertise, Mr. Addicks
was named one of the top 100 marketers in 1999
by Advertising Age, and one of the top 25 Power
Brokers in 2003 and 2004. He has guest lectured

at some of the nation’s leading business programs,
including Harvard, Tuck School of Business at
Dartmouth and the University of Chicago.

David Bills
Chief Marketing and Sales Officer
DuPont

Mr. Bills joined DuPont in 2001. In 2003, he was
promoted to vice president and general manager

of DuPont Displays. In 2004, he was named

vice president and general manager for DuPont
Fluoroproducts. He became vice president and
general manager, DuPont Global Biotechnology in
March 2006 and was named to his current position in
November 2006.

Prior to joining DuPont, Mr. Bills was a partner in the
Chicago office of McKinsey & Company, providing
strategic guidance and consultation to industrial and
technology companies. He served as co-leader of the
firm’s worldwide Growth Strategy Practice and was

a member of the Corporate Finance and Industrial
Marketing Practices.




Steve Battista
SVP, Brand

Under Armour

Mr. Battista spearheads domestic and international
communications, including advertising, public
relations, marketing communications, product
integration, events and sponsorships. He is
responsible for penning some of the company’s
most memorable taglines and slogans, such as, The
Advantage is Undeniable™ and Click-Clack™ (I think
you hear us coming).

Mr. Battista is a 2007 Webby Award Interactive
Advertising Official Honoree, and has been awarded
a 2006 Gold ADDY for the “Big Logo” print
campaign, a Silver ADDY for “Protect this House”
campaign, a Silver ADDY for Web design and other
awards. Under his leadership, the company’s internal
creative team has earned a number of prestigious
awards, including a 2004 ADDY Award for their first-
ever advertising campaign.

Cammie Dunaway
EVP, Sales and Marketing
Nintendo of North America, Inc

Ms. Dunaway is responsible for all sales and
marketing activities for Nintendo in the United
States, Canada and Latin America. Before joining
the company in November 2007, she served as
chief marketing officer of Yahoo! Inc., leading the
company’s worldwide branding efforts and driving
product marketing initiatives.

Prior to joining Yahoo! in 2003, Ms. Dunaway spent
13 years with Frito-Lay, a unit of PepsiCo, managing
prominent brands such as Doritos, Cheetos, Lays,
Ruffles and Rold Gold pretzels.

Ms. Dunaway serves on the Board of Directors of
the American Marketing Association and the CMO
Advisory Board of Mplanet.




Julie Fasone Holder

SVP, Chief Marketing

Sales and Reputation Officer
Dow Chemical

Ms. Fasone Holder has executive oversight for Dow's
activities in the United States. In addition, she is a
member of the company’s Management Committee
and serves on the Sustainability and People
operational teams.

In 1999, she was awarded Dow’s prestigious
GENESIS Award for People Excellence, Dow’s highest
recognition for people leadership. In its November/
December 2006 issue, the Profiles in Diversity Journal
highlighted Ms. Fasone Holder in its feature, Women
Worth Watching in 2007. In January 2007, the
National Association for Female Executives honored
her as its Woman of Achievement.

Julie Fleischer
VP/Group Director

Account Planning and Innovations
DIGITAS

Since 2007, Ms. Fleischer has managed the planning
group for DIGITAS’ Chicago office and guided
innovation for the agency and its clients.

Prior to joining DIGITAS, Ms. Fleischer was the director
of Innovation and Research for Laga, a design and
innovation firm. She led the agency’s consulting division,
which developed innovative solutions for brand, product,
package, and business models for clients such as Pepsi,
General Mills, Kraft, SC Johnson, and Sara Lee Apparel.
Before joining Laga, Ms. Fleischer was the CMO of
ClubMom, one of the top mom destinations on the Web,
where she drove the branding and innovative marketing
for the site.



Michael Fasulo
CMO
Sony Corporation

Mr. Fasulo leads Sony Electronics’ consumer experience
organization, which includes corporate communications,
the service platform and corporate marketing. He
oversees the Sony Electronics’ brand through
marketing communications and by establishing
national promotion platforms and cross-product
branding initiatives.

Noteworthy accolades include induction into Sony’s
prestigious Samurai Society in 1990, Sales Vice
President of the Year 1990, the Vision award for
outstanding leadership in 2001 and the 2003 COO
award for customer relations management. In 2005,
he received the Special Recognition award for growth
of SEL's e-Solutions group.

Mr. Fasulo serves on the CMO Advisory
Board of Mplanet.

Jon lwata

SVP, Marketing and
Communications
IBM Corporation

Mr. lwata is responsible for IBM’s global marketing

and communications function and co-leads the
company’s corporate citizenship organization. His

global team develops and communicates IBM’s value
proposition, identifies market insights and opportunities,
manages go-to-market and demand-generation
operations, shapes policies and strategies for IBM’s
relationships with multiple stakeholders, and manages
the IBM brand.

Mr. lwata is chairman of the IBM Marketing and
Communications Leadership Team. He is a member of
the IBM Strategy Team, the IBM Performance Team, and
the company’s Intellectual Property

Policy and Open Standards Advisory Council.
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Barry Judge
CMO
Best Buy

Mr. Judge provides overall vision and leadership to
all areas of marketing for Best Buy, including brand
management, customer research and development,
trend, promotions, advertising, marketing
communications, internal communications and public
affairs. He played an integral role in the 2000 launch
of BestBuy.com and helped pioneer the company’s
multi-channel consumer marketing and direct
marketing efforts.

Prior to Best Buy, he held positions ranging from
marketing assistant to product group manager with
Young & Rubicam, Coca Cola USA, The Quaker
Oats Company and the Pillsbury Company. He also
served as vice president of marketing for Caribou
Coffee Company.

Gary Lilien

Research Professor of
Management Science
Pennsylvania State University

In addition to his responsibilities at Penn State, Dr.
Lilien is the co-founder and Research Director of

the Institute for the Study of Business Markets. He
has written well over 100 professional articles and is
the author or co-author of twelve books, including
Marketing Models with Philip Kotler, Marketing
Engineering and Principles of Marketing Engineering.

He is an Inaugural INFORMS Fellow, was honored as
Morse Lecturer for INFORMS and also received the
Kimball medal for distinguished contributions to the
field of operations research. He has received honorary
doctorates from the University of Liege, the University
of Ghent and Aston University and is the 2008 AMA/
Irwin/McGraw Hill Educator of the year.



Jim Lecinski
Managing Director,
Central Region
Google

Utilizing almost 20 years of integrated marketing
and online advertising experience, Mr. Lecinski leads
the advertising business with Google’s major Central
Region clients and media agency partners. He has
expertise in brand and creative strategy, marketing
plan development, consumer lead generation,
marketing analysis, optimization and consumer
insights. Additionally, he has a strong background in
retail and consumer packaged goods.

Mr. Lecinski has held leadership positions at DDB,
marchFirst, Young & Rubicam, and EuroRSCG.

Marilyn Mersereau
SVP of Corporate Marketing
Cisco Systems Inc.

Since joining Cisco in July 2002, Ms. Mersereau has
been responsible for the globally integrated marketing
activities and systems infrastructure. She developed and
launched Cisco’s international advertising campaign,
"Welcome to the Human Network”. In addition,

Ms. Mersereau manages a centralized marketing
communications organization for Cisco, infusing
integrated marketing philosophy into an improved
collaborative marketing process.

Ms. Mersereau won three Gold Effie Awards for Advertising
and Campaign Effectiveness during her three years of
running global advertising for IBM. In addition to numerous
other awards, Marilyn has been recognized by the
Americas Marketing Organization for improving IBM’s lead
management process as well as for the overall integration
and effectiveness of their marketing campaigns.




Brian Niccol

@\Y/[@)
Pizza Hut

Mr. Niccol is responsible for the development

of the Pizza Hut mega brand strategy and
positioning. Additionally, he is responsible for the
development and execution of all national brand
marketing programs.

Mr. Niccol joined Pizza Hut in 2005 as the vice
president of strategy. In 2006, became the vice
president of national brand marketing and strategy.
Less than a year later, he helped lead Pizza Hut into
its highest share level in three years while delivering
same store sales and profit growth.

Before joining Pizza Hut, Mr. Niccol spent 10 years in
brand management positions at Procter & Gamble.

David Reibstein
Professor of Marketing
The Wharton School

Dr. Reibstein teaches Marketing Management and
Marketing Strategy in the MBA Program. He developed

and coordinated Wharton’s Executive Seminars on New
Product Development, Competitive Marketing Strategies,
Advanced Industrial Marketing Strategy and Marketing
Research. He was featured in Fortune magazine as one of
the nation’s eight “Favorite Business School Professors.”

Dr. Reibstein has coauthored Marketing Metrics:

50+ Metrics Every Manager Should Master; Marketing:
Concepts, Strategies and Decisions; Strategy Analysis with
Value War and Cases in Marketing Research. His articles
have appeared in major marketing journals, including the
Journal of Marketing Research, Harvard Business Review
and Journal of Marketing.

Dr. Reibstein serves on the Board of Directors of
the American Marketing Association.



Charles Ormiston
Partner
Bain & Company

The founding partner of Bain & Company’s
Singapore office and an elected member of Bain’s
twelve-person global management committee, Mr.
Ormiston is an expert on the strategy, operational
and organizational issues facing business leaders
in the Asia-Pacific region. Mr. Ormiston works with
senior executives and government officials on major
change programs for a broad range of industries
including consumer products, technology, financial
services, oil and gas, logistics, private equity and
government institutions.

He serves on the Board of Directors of the

Sentosa Leisure Holdings, the Media Development
Authority of Singapore and the Board of Governors
of the United World College of SE Asia.

Greg Verdino
Chief Strategy Officer

crayon

A recognized expert on marketing innovation,
emerging media and Web 2.0, Mr. Verdino heads
crayon's strategic advisory and conversational
marketing practices. He provides clients with
thought leadership on joining online and offline
conversations, influencing key influencers, engaging
consumers in meaningful dialogue and tapping
into the power of bold, non-traditional marketing
approaches. His site, gregverdino.typepad.com, is
one of the Web’s most influential—and sometimes
controversial—marketing blogs.

Mr. Verdino has written for MediaPost's OMMA magazine
and iMedia Connection. He has been profiled and
quoted by a wide variety of media including Advertising
Age, Adweek, Business Week, Forbes, New York Times,
Newsday and The Wall Street Journal.




Corporate leaders and CMOs, leading researchers and futurists, top business school educators,
all together in one place, to share their experiences and insights on navigating this chaotic
New Marketsphere.

Each day will offer a free-flow of information and ideas, on a wide array of up-to-the-minute

topics designed to help you guide your organization to success—topics that include the impact of
consumer-generated media, building brands in a rapidly changing digital world or how to optimize
marketing and sales integration. And you'll do it all in an environment as unique as Mplanet™ itself.

. Perspectives and Insights

Top business leaders share their views and experiences on broad business topics
such as leadership, strategy and innovation.

. Strategic Forums

C-level marketing leaders and luminaries provide best practices, new research and
future trends for B2B and B2C marketers. Large concurrent sessions use various
program formats: podium-free presentations, panel discussions, roundtables,
interviews and talk show.

. Application Spotlights
Subject matter experts provide an in-depth look at new concepts, models, tools and

solutions in core topic areas. Small group concurrent sessions with meaningful take-
aways.

The following pages offer brief descriptions of the topics presented at Mplanet 2009. But as the
New Marketsphere changes at warp speed, the content may adapt to include new challenges and
issues that arise before January. Visit Mplanet2009.com for the latest information on topics and
session leaders.



. The Future Role of Marketing in the Organization

High level findings from “future scenarios” research conducted for the AMA by Decision
Strategies International will be presented for the first time at Mplanet. Dennis Dunlap will review
possible scenarios on the role of marketing in the organization in the year 2015 and the strategic
implications for today’s marketing leaders in B2B and B2C businesses. Scenarios are based on
past/present/future issues and forces that may impact the role, planning and execution of
marketing within organizations. The different scenarios will stimulate discussion on which is most
likely and on what actions should be taken to build an effective marketing organization and
competency in the New Marketsphere.

Opening Address: Dennis Dunlap, CEO, American Marketing Association

. Getting Heard in a Sea of Information

It's the Information Age—and it's coming at us at gigabytes per second. Anne Mulcahy shares
her insights and vast experience on this important issue in the New Marketsphere: Getting your
message noticed in the deluge of data. For an in-depth abstract of Ms. Mulcahy’s address, please
visit mplanet2009.com.

Keynote Speaker: Anne Mulcahy, Chairman and CEO, Xerox Corporation

. Building Brands Across Borders

Find out what it takes to introduce an historic but dynamic corporate brand to new markets around
the world. RK Krishna Kumar provides a global perspective on lessons learned building a brand
across product lines, borders and customer segments. For an in-depth abstract of Mr. Kumar's
address, please visit mplanet2009.com.

Keynote Speaker: R.K. Krishna Kumar, Chairman of Tata Coffee and Vice Chairman of Tata Tea and
Indian Hotels, Tata Sons Ltd

Sheth Medal for Exceptional Leadership

The Sheth Medal for Exceptional Leadership was created to recognize and reward marketing
thought leaders who have made long-term, transformational contributions to the practice and
discipline of marketing through his or her vision, innovativeness and leadership in creating value
for customers.

Ratan Tata, Chairman of Tata Sons, Ltd, will receive the Sheth Medal for Exceptional Leadership
from the AMA on behalf of the Jagdish Sheth Foundation. The award will be presented to Mr. Tata
in India and a short video of the occasion will be presented after Mr. Kumar's keynote address.



Building a Strategic Advantage in Global Markets

Global brands face a host of challenges in the New Marketsphere. With markets around the world
growing more dynamic and complex, today’s multi-national brands must be even more nimble
and innovative, especially as the forces of individuality and community continue to compete.
Engaging local consumers and the global audience, all at the same time, is key to success

in markets worldwide. Ms. Dillon will discuss what it takes for brands to achieve a strategic
advantage in the global marketplace and offer insights on how to create both an intimate

bond and universal connection on our increasingly borderless planet.

Speaker: Mary Dillon, EVP and Global CMO, McDonald’s

Making Your Brand Voice Heard

Brands are defined by their particular place, relevance and stance in contemporary culture and, in
today’s fast-changing world, things can change overnight. Maintaining relevance, while fostering
on-going positive attitudes, is critical to any brand’s long term success. Finding a fitting way to
continually articulate that with consumers is a fine art. Today, companies are either a part of the
consumer dialogue or spending money talking to no one but themselves. If you are in the middle
of the conversation but tuned out to what's going on around you, you'll simply be pushed to the
side of the communication super-highway. Mr. Hayes will discuss how companies can find their
brand voice in the marketplace, check their voice and make the transformations necessary to
maintain relevance in a hyper-communicative world.

Speaker: John Hayes, CMO, American Express



Retail as a Mass Medium

Retail has been called the oldest medium—but it can be one of the most innovative and exciting
media today. Marketers are challenged to provide increasingly personalized, addressable,
accountable and interactive content to consumers demanding relevance.

Addressing a fragmented consumer audience does not have to come at the expense of media
investments in brand building. Stephen Quinn will discuss the renewed pertinence of marketing’s
oldest medium. Learn how today’s retail can reach mass audiences with personalized, relevant
information at point-of-purchase while effectively delivering brand-building messages. Discover
how close we actually are to the marketing ideal of “mass personalization.”

Speaker: Stephen Quinn, EVP and CMO, Walmart Corporation
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Future of Marketing in the Organization in 2015—
Prognostication and Planning

As an extension of the opening talk at Mplanet™ on this topic, Roch Parayre and George Day will
take a deeper look at future scenarios and their implications for today’s marketing leaders and their
operations. They will facilitate a discussion with B2B and B2C marketing leaders on how they view
the scenarios and how they might prepare for these different futures. The session will conclude with
consensus guidelines for building an effective B2B or B2C marketing organization and competency
in the New Marketsphere.

Session Leaders: Participants:

Roch Parayre, Senior Partner David Bills, Chief Marketing and Sales
Decision Strategies International Officer, DuPont

George Day, Professor of Marketing, Mark Addicks, SVP and CMO, General Mills
The Wharton School Marilyn Mersereau, SVP, Corporate

Marketing, Cisco Systems

Living Up to the Promise—
Creating Integrated Brand and Customer Experience

Michael Fasulo will frame the challenge and value of brand/customer integration and share his
organization’s experience. Senior marketing leaders from different industries will present mini-

cases focusing on the strategic approach to implementing totally integrated brand and customer
experience. Mr. Fasulo will then moderate a roundtable discussion on key lessons learned in building
an integrated strategy.

Session Leader: Participants:
Michael Fasulo, CMO, Sony Corporation Barry Judge, CMO, Best Buy

Jonathan Salem Baskin, Author, Speaker,
Advisor and Chief Heretic, Dim Bulb

Leveraging B2B Brands to Increase Growth and Profitability

This Strategic Forum focuses on the best and “next” emerging practices in co-branding, ingredient
branding and brand alliances in convergent, networked markets to build brand platforms. Session
participants will discuss leveraging B2B brand platforms to enhance profitability and growth while
reducing risks from commoditization and price competition, and how to justify investment in branding.
Case studies merging theory and practice will help attendees gain insight into commonalities across
industries and global markets.

Session Leaders: Participants:

Ralph Oliva, Executive Director, Institute for Patrick Kenny, General Manager, Corporate
the Study of Business Markets, Professor of Marketing, PPG Industries
Marketing, Penn State University Kathy Hall, VP Marketing, Microban

Rajendra Srivastava, Professor of Marketing
Institute of Brand Science, Emory University and
Singapore Management University



Competing in a World of Networked Organizations—

8 Implications for Marketing
After a brief overview of the issues and concerns of competing in a flat world, Dr. Jerry Wind will set
up the need and value of leveraging the “networked orchestration” concept as either an organization
model or for key initiatives. The discussion will include challenges in implementing concepts and
solutions, two case studies and a summation of benefits and implications on marketing of “networked
orchestration” model.
Session Leader: Participants:
Jerry Wind, Author, Professor, Dwayne Spradlin, CEO, Innocentive
The Wharton School Aaron Stout, VP Social Media, Mzinga
B2B Creating a Holistic Communication Strategy
Viral marketing, social media networks, mobile digital products, the gaming and virtual world...
new and non-traditional opportunities for connecting with customers have proliferated in the New
Marketsphere. In today’s 360 degree 24/7 environment, marketers must understand strategies for
reaching all customer touch points. Ms. Dunaway will facilitate discussion among B2B and B2C
marketing leaders on their approaches and experiences in creating a holistic communication strategy.
Session Leader: Participants:
Cammie Dunaway, EVP Sales and Marketing, Jon lwata, SVP, Marketing and
Nintendo Communications, IBM
Steve Battista, SVP Brand, Under Armour
Anne Belec, Director Global Marketing,
Ford Motor Company
o Successful Customer Engagement Strategies in B2C Markets

Marketing leaders from a cross-section of B2C companies will discuss the importance of a customer
engagement strategy, especially during an economic downturn. Also, how to create, stimulate and
influence customer engagement behavior, how to encourage positive organization/employee and
consumer socialization and how engaged customers can become a competitive edge. This session
will include specific case studies merging theory and practice.

Session Leader: Participants:
Andrew Reid, President, GfK Global Marti Eulberg, President/CEQO,

Maserati North America
Brian Niccol, CMO, Pizza Hut
Tom Wolff, Marketing Director,

Johnsonville Foods



m Successful Customer Engagement Strategies in B2B Markets

In order to engage customers, marketers must create long-term strategic relationships and encourage
loyalty and a level of advocacy. During this session, marketing leaders from a cross-section of B2B
organizations will share case studies reflecting successful engagement strategies and the lessons
learned. Attendees will leave with insights and ideas on how to develop, execute and measure
strategies to build deeper connections with customers.

Session Leader: Participants:

Abbie Griffin, Royal L. Garf Presidential Chair Steve Erickson, VP Strategic Marketing, Parker
in Marketing, David Eccles School Tom Haas, CMO, Siemens One
of Business, University of Utah Archie Massicotte, VP and GM, Global Defense

and Export Operations, Navistar

:7):88 \Winning Strategies in Emerging Markets

Bain will share insights on the “rules for winning” in China, India and other emerging markets, and
provide examples of companies who have both succeeded and failed. Senior marketing executives
from global and local companies will talk about their companies’ lessons learned and winning
strategies. The discussion will center on the differences between developed and developing
markets, including the localization of marketing, tailoring options, the role of country/region, HQ,
implementation challenges and the partnerships needed to compete.

Session Leader: Participants:
Charles Ormiston, Partner, Bain & Company Graham Bell, Chairman, Graham Bell and

Associates, Pte, Ltd
Simon Williams, President, Camelot Financial
Capital Management

3 Best in Class Brand Strategies Driving Profitable Growth

John Blasberg will share Bain & Company’s comprehensive analysis of how successful brands have
driven 10 consecutive years of profitable growth during an era of dramatic and rapid change. He
will provide insights into the commonalities across the brands and the key components of the
best-in-class brand strategies. This forum will also include corporate and marketing leaders who
will elaborate on the drivers of their successful strategies.

Session Leader: Participants:
John Blasberg, Partner, Bain & Company Joe Scalzo, President and CEQO,

WhiteWave Foods
Mary Beth West, CMO, Kraft Foods
Colin Watts, VP and GM, US Soup at
Campbell Soup Company



Beyond Segmentation: Connecting with Emerging Consumers

Gordon Wyner will provide a contemporary overview of important emerging consumer groups—
Multiculturals, Boomers, Millennials and others—including the size of each group, their key
characteristics, habits and motivations, how they will change in the next five years and the implications
for marketers. Following this introduction, senior marketers from leading B2C companies will present
case studies reflecting their strategic approach and innovative ways of connecting with these growing
consumer groups.

Session Leader: Participants:
Gordon Wyner, EVP Strategy, Reinaldo Padua, AVP Hispanic Marketing,
Millward Brown North America Coca-Cola North America

Donna Sturgess, Global Head of Innovation,
GlaxoSmithKline

Jeben Berg, YouTube Marketing Programs,
Creative Innovationist, Google/YouTube

Measured Thoughts: Assessing New Media and Marketing Choices

wulue
1\ I\

In this forum, David Reibstein will discuss the metrics for assessing new media and marketing
practices, decisions on how much to spend, where to spend it and how to assess spending in the
New Marketsphere. In a talk show format, CMOs in B2C and B2B markets will share their views and
experiences on these core issues.

Session Leader: Participants:
David Reibstein, Professor of Marketing, Mark Addicks, SVP and CMO, General Mills
The Wharton School Julie Fasone Holder, SVP, Chief Marketing,

Sales and Reputation Officer,
Dow Chemical
Chris Malone, CMO, Choice Hotels



Living on the Brand-Building Edge

B2C
In a world where YouTube videos are common cocktail conversation, building and sustaining brands
has become increasingly difficult, forcing marketers to reach beyond familiar and routine strategies
and techniques. This session will explore several new, leading edge opportunities for extending
brands and the customer experience with them. The discussion will include the rapid development of
community and building brands online in the Web 2.0 world and the use of audio identity in building
brands. Attendees will leave with six actions to take advantage of the new entertainment culture.
Session Leader: Participants:
Dana Anderson, former President Brent Nelson, Managing Partner, SVP
and CEO, DDB Chicago Director of Planning, Leo Burnett Canada
Susan Aminoff, EVP & General Manager of
Brand Identity Group, Elias Arts
Jim Lecinski, Managing Director, Central
Region, Google
: Proven Brand Strategy Tools and Techniques
=Y4

This Spotlight session provides an in-depth look at the components of a winning brand strategy
and the data and analysis required to develop comprehensive strategies. Suzanne Tager will discuss
common traps to avoid and best-in-class brand strategy creation tools, templates and analytics.

Session Leader:
Suzanne Tager, Practice Area Director,
Bain & Company

38 The Next Generation of Customer Research Tools
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Erig AlImquist will review emerging customer research trends and techniques, and provide an
assessment of options and guidelines for which methodologies and tools are best for what purposes.
Attendees will leave with an overview of each research tool and matrices of which tools best align
with various research goals.

Session Leader:
Eriq Almquist, Partner, Bain & Company




m Why Most B2B Segmentation Fails and What to Do About It

B2C

Three ugly truths of B2B segmentation: Most segmentation studies never get used, those used
are frequently organizational and financial failures and most companies learn little from their
failures (and try to bury them). Professor Gary Lilien reflects on learning from ISBM's Segmentation
Consortium on successful B2B segmentation experiences and the lessons learned.

Session Leader: Participants:

Gary Lilien, Co-founder, Research Director, Brian Berg, General Manager, Marketing —
Institute for the Study of Business Markets, Primary Metals, Timken Company
Penn State University John Berrigan, former Chairman and CEO,

National Analysts

Marketing Mix Decisions: New Perspectives and Practices

This session builds on a recent audit and report by the AMA's Knowledge Coalition Group

on marketing mix and resource planning. In the New Marketsphere, marketing mix decisions
continues to be a key challenge for marketers with the proliferation of media and channels as well
as the pressure on accountability and ROMI. This session focuses on case studies that bring new
perspectives to the marketing mix discussion. Subject experts will provide insight into the strategic
approaches and latest models and tools being used for optimizing and assessing marketing mix.
Audience interaction will be facilitated by an AMA leader.

Session Leader: Participants:
Jeff Hunter, Director of Consumer Insights, Joan Fitzgerald, VP, New Business
General Mills Development, Arbitron

Donna Goldfarb, VP Consumer and Market
Insights — Americas, Unilever

The Marketing and Sales Capacity Challenge

Proliferation marketing messages combined with knowledgeable, demanding customers has
stretched the bandwidth of marketing and sales. As a result, these groups are “going to market”
without the most current and relevant information on markets, competition and customer needs,
thereby impacting sales productivity and marketing ROI. During this session, attendees will learn what
prevents top companies from marketing and sales success and, most important, what are the lessons
learned and strategic solutions for addressing this challenge and realizing true potential.

Session Leaders:

John Aiello, CEO and Co-Founder,
The SAVO Group

Joseph Galvin, VP and Research Director,
Sirius Decisions




Mplanet™ will bring together a critical mass of marketing leaders, providing unique insight, vision
and experience. But more valuable, Mplanet will also create an on-going community of attendees
and presenters, who will continue the dialogue and learning well beyond the event itself.

Start the discussion early with the Mplanet Community on Facebook. You can connect with fellow
attendees and presenters in a pre-event dialogue about topics, current events and goals. It's also a
great way to create your own mini-community of Mplanet attendees that have similar interests and
needs. It's a networking opportunity that may be worth the price of admission in and of itself.

The Mplanet Community on Facebook launches in September! This is a private community for
Mplanet marketing leaders, speakers, partners, sponsors and exhibitors. Visit facebook.com to
build your profile and become a fan!

Thought Leadership Round Tables are an excellent opportunity to gather with other marketers and
discuss topics in more depth—over a great meal. You won’t have to worry about with whom to sit;
choose a table based on the subject being discussed or the host of the conversation. For more
information on topics and Round Table moderators, please visit mplanet2009.com.

Don’t miss the Opening Night Reception! The Discovery Center is an excellent place to meet and
mingle with Mplanet attendees and presenters throughout the event. But on the evening of January
26, it'll be transformed with great food, drinks and live entertainment. It's the only place to bel!



Between podium-free presentations and deep-dive breakout sessions, you'll hurry back to the
epicenter for new thinking: the Mplanet Discovery Center. Designed to be the nucleus of Mplanet,
the Discovery Center will be a place where attendees and presenters come together to form a
critical mass of innovation and excitement. Its unique curvilinear stage and array of plasma screens
will be the focal point for activities and interviews with key Mplanet personalities and attendees.
The high-design seating areas will create an inviting atmosphere for casual dining, relaxing and a
free flow of ideas. Surrounding the Discovery Center, attendees can explore the possibilities offered
by the many, leading-edge Mplanet exhibitors, featured sponsors, official sponsors and partners.

The Discovery Center is also a place to meet the leading-edge Mplanet exhibitors, sponsors

and partners who offer the knowledge and tools to turn the Mplanet vision into reality. Mplanet
exhibitors are the thought leaders in their fields and bring with them the latest in technology and
ideas. Take time to explore the Mplanet Discovery Center and come away with proven strategies
and solutions for the biggest challenges and opportunities in the New Marketsphere.

The opportunity to build strong communities with like-minded marketers doesn’t stop when the
sun goes down. Evening Networking Receptions in the Discovery Center will allow attendees to
build on the day’s deep-dive sessions and discussion forums. It's the perfect setting to establish
strong relationships and continue the dialogue, not just into the night, but well beyond the
conference itself.
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Special Pre-conference Program!

Digital Marketing Lab
January 26, 12:00 — 5:30pm
$495 per person (Spaces are limited; please register early)

The future is here... but it's not equally distributed! Is your brand digital or bogged in the analog?

Jumpstart your journey into digital with the Mplanet™ Digital Marketing Lab! Take away a clear vision for
the digital future of marketing, real examples from marketers who have “gone digital” and a broadened
perspective of what's possible in today’s (and tomorrow’s) New Marketsphere.

Special modules will cover all aspects of marketing for today’s techno-savvy, gadget-laden consumer,
including leveraging social media, utilizing mobile technology and exploring the next generation of
gadgets and devices.

Opening Session: Getting to the “Digital Center” of Marketing
Brands in both the consumer and business-to-business sectors are already executing a digital
centered marketing strategy. Many others in the chase aren’t far behind them in moving their
marketing efforts from their old analog ways to the digital center. How will your organization
handle this transition? Presenter: Stephanie Diamond, President, Digital Media Works, Inc

‘ Digital Marketing Analytics and ROI (B2B and B2C)

Track a great many details about your customers’ behavior, interests and opinions! This session
will help you understand that biggest challenge in digital marketing measurement: What do
with all that data and how to channel info into knowledge, wisdom and results. Attendees

will learn everything from setting digital marketing goals to mapping out your prospective
customers’ life cycle, from tracking leads to assessing the value of each marketing expenditure.
Two sessions: one will focus on B2B and one on B2C. Presenters: Jim Sterne, Chairman, Web
Analytics Association (B2B) and Jim Novo, Owner, The Drilling Down Project (B2C)
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Mobile Digital Marketing

What is the one device consumers have 24/7? Think: mobile marketing! Learn how manufacturers
are delivering messages to mobile customers and how consumer goods companies are engaging
consumers on an increasingly personal level with mobile contests and value-driven campaigns. Take
a first look (or another look) at mobile marketing and large and small brands can integrate this into
international campaigns. Presenter: Laura Marriott, President, Mobile Marketing Association

Gaming, Virtual Worlds and Life After Second Life

Envision your brand in a virtual world! Successful brands are leveraging the power of virtualization
and online games to connect with their most powerful and influential customer segment. While the
buzz has worn off of mainstream virtual worlds, niche virtual worlds, more consumer friendly virtual
environments like Google's Lively, and both console-based and online gaming environments are
gaining traction and mindshare. Discover how experiential marketers are using virtual worlds and
games in marketing today, and understand the wide variety of available options, how to build best
practices and avoid common pitfalls. Presenter: Greg Verdino, Chief Strategy Officer, crayon,
gregverdino.typepad.com

First Generation of the Next Generation of Marketing:
Blogging, Podcasting, Widgets, Social Media and Video

Digital media, blogs, video and social media...these tools have become too powerful to ignore and
are often underutilized by the majority of marketers. Explore current digital marketing technology
and how marketers have built brands, launched products and engaged consumers with powerful and
cost-effective digital marketing strategies. Presenter: Toby Bloomberg, Bloomberg Marketing; Diva
Marketing Blog

Digital Advertising: The Next Frontier

Advertising has been forever changed by the blending of offline and online capabilities, and
complicated by the myriad digital offerings available to today’s marketer. Understand the current
and future state of digital advertising, what's working, why it's working, and how you can apply
that learning to any kind of organization. Presenter: Julie Fleischer, Vice President/Group Director
Account Planning and Innovations, DIGITAS

Digital Gadgets and Devices

What's the next “must have” digital device? Leading marketers and engineers in the consumer
hardware and software space will reveal a glimpse into the future with a demo of the most forward
thinking consumer and business electronics and what these new tools will mean for marketers.
Presenter: Brian Johnson, Microsoft Evangelist, Microsoft

Closing Session: Getting to the Digital Center of Marketing

The Digital Marketing Lab will wrap up with a moderated session recapping the learning and insights
from the breakout sessions, and looking forward to the coming age of digital-centered marketing
and what it means to marketers and their organizations. Presenter: Stephanie Diamond, President,
Digital Media Works, Inc
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Rosen Shingle Creek Resort

Just 10 minutes away from the Orlando International Airport, Rosen Shingle Creek is Central Florida’s
newest and most luxurious meeting destination. The 1,500 sumptuous guest rooms and suites are designed

for the comfort and convenience of business travelers. Most also have views of the pool and championship
golf course.

To reserve your hotel
accommodations, please visit
rosenshinglecreek.com

or call 866.996.6338

and request the

AMA Group Rate.




Registering for Mplanet™ 2009 is easy! Just visit mplanet2009.com and click on “registration” or call the
AMA at 800.AMA.1150

Before Dec. 12 After Dec. 12
AMA Member $1,495 $1,795
Non-member $1,995 $2,245

Join the AMA today and save $300 off your Mplanet registration! An AMA membership provides access
to relevant information, comprehensive training and education and targeted networking. The AMA helps
marketers deepen their marketing expertise, elevate their careers and ultimately experience better results.

An exclusive opportunity for Mplanet attendees! Register today for the Digital Marketing Lab. In this pre-
conference session, prominent industry experts deliver a high intensity dose of digital marketing know-how
and future insights in the digital space.

Registration fee is $495 and includes lunch. Space is limited.

Attending with your colleagues gives you the opportunity to collaborate around timely solutions and take-
aways you'll get from this wide array of sessions. You'll be privy to the latest marketing-related products and
service demonstrations in the Discovery Center. And your team will feed on the sense of community when
you come together with marketing thought leaders from a wide range of industries. The opportunities for
inter-office teamwork and collaboration make Mplanet 2009 a tremendous value. Plus, you'll benefit from a
huge price break!

That's just $1,195 for each registrant.

The best value! Just $995 each registrant.

For more information, or to register your group, contact Customer Service at 312.542.9087.



Monday, January 26

Let the learning and fun begin! If your schedule allows you to arrive early, there is plenty to see and do,
including the Digital Marketing Lab prior to the event.

12 - 5:30pm Digital Marketing Lab

Jumpstart your journey into digital with the Mplanet™ Digital Marketing Lab! Special modules will cover
all aspects of marketing for today’s techno-savvy, gadget-laden consumer, including leveraging social
media, utilizing mobile technology and exploring the next generation of gadgets and devices.

Take away a clear vision for the digital future of marketing, real examples from marketers who
have “gone digital” and a broadened perspective of what's possible in today’s (and tomorrow’s)
New Marketsphere.

6 —7:30pm Opening Networking Reception

Meet and mingle with Mplanet attendees and presenters in the Discover Center. Enjoy great
food, drinks and live entertainment. It's the only place to be!

planef

MERICAN MARKETING ASSOCIATION

To register, visit mplanet2009.com
or call 800.AMA.1150

Tuesday, January 27

7:30 — 8:45am Thought Leader Round Table/Breakfast

Take this opportunity to enjoy an in-depth discussion with friends, colleagues or someone you have
never met before. See mplanet2009.com for Round Table topics and moderators.

9 —9:15am Welcome & Kick-off

9:15 — 9:45am The Future Role of Marketing in the Organization

Dennis Dunlap, CEO, American Marketing Association




Tuesday, January 27

9:45 - 10:30am  Getting Heard in a Sea of Information
Anne Mulcahy, Chairman and CEO, Xerox Corporation

11 - 11:45am Building a Strategic Advantage in Global Markets
Mary Dillon, EVP and Global CMO, McDonald’s

11:45 - 12:30pm Making Your Brand Voice Heard
John Hayes, Global CMO, American Express

12:30 - 2pm Lunch

2 - 3:30pm Strategic Forums

Future of Marketing in the Organization in Leveraging B2B Brands to Increase Growth
2015: Prognostication and Planning and Profitability

George Day, Professor of Marketing, The Wharton Ralph Oliva, Executive Director, Institute for the
School, and Roch Parayre, Senior Partner, Decision Study of Business Markets, and Rajendra Srivastava,
Strategies International Professor of Marketing, Emory University and Singapore

Management University

Living Up to the Promise—Creating Integrated
Brand and Customer Experience
Michael Fasulo, CMO, Sony Corporation

Competing in a World of Networked
Organizations: Implications for Marketing
Jerry Wind, Author, Professor, The Wharton School

4 — 5:30pm Application Spotlights

Living on the Brand-Building Edge Why Most B2B Segmentation Fails
Dana Anderson, former President and CEO, and What to Do About It
DDB Chicago Gary Lilien, Co-Founder, Research Director, Institute for

the Study of Business Markets, Penn State University

Proven Brand Strategy Tools and Techniques
Suzanne Tager, Practice Area Director,
Bain & Company

Marketing Mix Decisions:
New Perspectives and Practices
Jeff Hunter, Director of Consumer Insights, General Mills

The Next Generation of Customer
Research Tools
Erig Almquist, Partner, Bain & Company

The Marketing and Sales Capacity Challenge
John Aiello, CEO and Co-Founder, The SAVO Group, and
Joseph Galvin, VP and Research Director, Sirius Decisions

6 —7:30pm Evening Networking Reception

Build on the day’s deep-dive sessions and discussion forums with this chance to network with other
marketers. It's the perfect setting to establish strong relationships and continue the dialogue, not just into
the night, but well beyond the conference itself.



Wednesday, January 28

7:30 — 8:30am Breakfast

8:30 — 9:15am Building Brands Across Borders

R.K. Krishna Kumar, Chairman, Tata Coffee, Vice Chairman, Tata Tea and Indian Hotels,
Tata Sons Ltd

9:15 — 10am Retail as a Mass Medium
Stephen Quinn, EVP and CMO, Walmart Corporation

10:30 - 12:00pm  Strategic Forums

Creating a Holistic Communication Strategy Successful Customer Engagement
Cammie Dunaway, EVP, Marketing/Sales, Strategies in B2C Markets

Nintendo North America, Inc Andrew Reid, President, GfK Global
Successful Customer Engagement Winning Strategies In Emerging Markets
Strategies in B2B Markets Charles Ormiston, Partner, Bain & Company

Abbie Griffin, Royal L. Garf Presidential Chair
in Marketing, David Eccles School of Business,
University of Utah

12 - 1:30pm Thought Leader Round Table/Lunch

While enjoying your lunch, you'll have an excellent opportunity to discuss a subject in much greater
depth with like-minded marketers. See mplanet2009.com for Round Table topics and moderators.

1:30 - 3pm Strategic Forums

Best in Class Brand Strategies Driving Measured Thoughts: Assessing New
Profitable Growth Media and Marketing Choices

John Blasberg, Partner, Bain & Company David Reibstein, Professor of Marketing,

The Wharton School

Beyond Segmentation: Connecting with
Emerging Consumers

Gordon Wyner, EVP Strategy,

Millward Brown North America

3:30 - 4pm Closing Session

Though the event is ending, Mplanet is only just beginning! Keep the dialogue going throughout
the year with personal contacts and the online Mplanet 2009 community at mplanet2009.com and
Facebook.com





