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A practical and interactive workshop to arm you with the knowledge
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Responsibly engage with today’s family unit to ensure your brand’s success

Day one - 20th March 2007

Promoting a concept rather than the product, a more
responsible approach to marketing to children

14.30 Joint Q&A with Dawn Cordy & Gregory Watson

08.30 Registration and coffee Educating the family on your healthy eating brand to 1440 The digital playground
. . engender and improve customer loyalty * Deconstructing how kids are really using technology and
09.00 Chair’'s welcome and opening address digital medi 9 yusing %
igital media
Suzanne Edmond
Gary P_ope Public Affairs Manager * Understanding the role of technology in kids' lives and
Founding Partner EKIDSINDUSTRIES Food Advertising Unit what are their motivations to use digital media
Kids Industries AT  The implications for entertainment providers like
11.40 Striking a healthy balance Niokelo%eon - Utilising WebCam te%hnology online
0920 The state of play . : . broadband TV servi d mobile applications t
Solutions, compromises and opportunities in light of roadban Services and mobile applications 10
* An overview of the major issues affecting companies that PANEL recent and future potential regulatory activity engage kids
market to children and families to recap and consolidate DISCUSSION Andv Goodhand
the major industry themes over the past year Kate Stross ndy taoodhan . i
- The way in which regulators, retailers and manufacturers Director of Content VIC; |f reSId?n»g of Planning ‘“‘"‘*‘
i OFFICE OF COMMUNICATIONS an resentation R NICKELODEY -
can work together to provide the right product to Ofcom Nickelodeon 'JW
adequately provide for and communicate with today’s Jocelyn Stevenson A
family unit Independent consultant 15.20  Afternoon tea
* The balance between responsible promotion and
business opportunities Eaegzeéf&?;sbyrv MEDIACOM 1540 The inbetweeners, explorers and persuaders -
Barbie Clarke Mediacom iadredhuind New segmenta?fon and attitudinal cpncepts
Managing Director Suzanne Edmond * 11-12 year olds, different values and behaviours to
Family Kids and Youth Public Affairs Manager mtﬁ:gsergﬁsairg?tweens, are the inbetweeners an
10.00 Restrictions on advel'tISIng food to children Food AdvertISIng Unit « Ad impact on the under 12’s - Kids born into ‘hyper_
and other potential legislative changes Gemma Baggaley _}& consumerism’ understand and identify most above the
LRI - The mechanics of potential impending advertising legislation Gro_up B_rand Manager _ - line advertising. Learn how to research and segment to
UPDATE i Petits Filous and Frubes, Yoplait ensure your message is landing with maximum impact
* The feedback from further consultation - Outcomes so far -
i Lunch + Utilising new models for product take up amongst
* How can the regulators and industry best work together? 12.20  Lunc children to draw on that most trusted source of brand
= Other regulatory developments on the horizon Revisiting the value of traditional media advice, peer recommendation
Kate Stross Creating synergies, web and otherwise to keep your Sheena Horgan .,"' =
Director of Content LULE offering fresh for increasingly savvy kids Partner " :
of PERSPECTIVE Kids Inc and In School Media kidsfnc:
com OFFIEE OF CRITIONIETIERE Harnessing the power of future trends and innovations in
1040 Moring coffee this sector 1620 ‘Junk’ the advertising ban?
. ) Re-incorporating traditional mediums into your marketing @ A panel discussion with parents and grandparents on
11.00 A holistic approach - Lessons on promoting mix for differentiation and the competitive edge ISINLR the issue of their children’s health and diet with specific

the healthy eating message with the Food DE’EE%’:SE%N

Advertising Unit
» Changes to kids’ perceptions on food, the healthy

eating message being promoted at a school and
institutional level

reference to the role of advertising. Participants will be
pre-tasked to think about these issues and maintain a
diary over a period of 2 weeks. A short live discussion
will be held on stage after which the panel will address
questions from the audience.

Dawn Cordy
Director
Egmont Magazines

EGMONT

JEUR 2adio)

Gregory Watson
Corporate Development Director

Topics to be covered include
Gcap - Funradio

* Children’s health and diet — Emerging trends and issues

+44 (0) 20 7970 4770

enquiries@familyandkidssummit.com www.familyandkidssummit.com



Master new segmentation and brand models for maximum impact

Media influences and messages
Product categories that are perceived as ‘good’ and ‘bad’
Debate on pre-watershed ban on ‘bad’ food advertising

Panel to be facilitated by
Paul Stamper

Group Director

TNS Qualitative

Renu Sachdeva
Director
TNS Qualitative

17.00 Chair’s closing remarks

17.15 Close of day one

Day two - 21st March 2007

08.45

09.00

09.10

Registration and coffee

Chair’s welcome and opening address

Gary Pope
Founding Partner
Kids Industries

EIKIDSINDUSTRIES

4FT THINKING™

Decipher the debate - Evaluating the relevance
of marketing to kids. Is marketing to families
now a more useful construct?

Successfully positioning your brand in accordance to
changing media consumption and legislation in a complex
and shifting market

Translating these shifts into innovative campaigns and
new product design

The grey gatekeepers - Accounting for changing family
structures and the aging population within your marketing
strategy and communications

Tessa Moore
Vice President- Marketing, Europe, Middle East
and Africa

Walt Disney International

[ gy 47y

o+
%

09.50

KEYNOTE

ADDRESS

11.30

12.10

New product development and innovation in
the family market

Developing practical new products, services and creative
to reflect and capitalise on the shift from marketing to
children to responsible marketing to families

Executing outstanding end to end campaign delivery from
creative to ad spend to gain the respect of the family buyer

Bundling services or product to embed brand awareness
and engagement within the whole family unit

vodafone

Stephen Noakes
Chief Marketing Officer
Vodafone

Morning coffee

Strategic partnerships and integration
marketing - Leveraging partnerships to
allow yourself 360 degree reach

Recognising key triggers within partnerships

Deploying advertising to push integrated communications
to their optimum effectiveness across multiple

marketing platforms

Building brand loyalty by engaging consumers in
on-going dialogue initiated through content and promotion

Deb Ottinger
Director of Partnership Marketing
Crayola Brand, Binney Smith

CSR - Credible and responsible strategies are
good for business, it’s that simple!

CSR programmes and ethical initiatives to engender

brand loyalty and strengthen positive perception

Ensuring the success of your campaign through parental,
teacher and school endorsement. Investigating the parent/
teacher triangle of influence

Trevor Dahl
Chief Executive
Woolworths Kids First

\{-iﬁg
first

Lunch

13.10

13.50

14.30

14.50

A commercial insight into the behaviours and
motivations of the purse holders - Successfully
enhancing your communication to parents

From ‘pushy progressives’ to ‘microwave mums’ -
Determining and exploiting the commonalities between
parents to reach your target market

Understanding parental attitudes and behaviours to tailor
communications and strategies towards a gap in the
market. Improving the performance of your product

Focusing on the relationship between parent and child,
reducing the likelihood of pester power from your
marketing message, which results in brand disillusionment

Warwick Cairns
Planning Director
Brandhouse WTS

BRANDHOUSE

STRATEGY + CREATIVITY

Pushing the boundaries - Exploring the
effectiveness of advertising in new media

Children are watching less television, how do you forge
new boundaries and engage with kids on new platforms?

Exploring new positioning for seamless integration and
credible placements to enhance awareness

Discussing potential industry growth in the face of
increasing regulation on traditional mediums

Damon Westbury
FMCG Category
Development Manager
Microsoft Digital Advertising Solutions

Mcrcrolt Digetal Advertiving Sohtions

[P RS- RS )

Afternoon tea

Cutting through the clutter of spot advertising

Exploring avenues such as sponsorship and strategies
to encourage children to visit your website

Tying products into creative alliances with related media
or experiences to create a lasting impact on children
and their families

Fiona Wright

Marketing Director, UK and Ireland
&

Claire Cullinane

Brand Manager

LEGO

+44 (0) 20 7970 4770

enquiries@familyandkidssummit.com

www.familyandkidssummit.com



DISCUSSION

16.10

16.25

Master new product development and innovation in the family market

Incorporating responsible practices into your
digital strategy

An interactive session where delegates break away to
discuss the following issues:

Acting in your brand’s best interests as companies are
increasingly accountable for their web communications.
Avoiding press condemnation and brand disillusionment by
ensuring the internet is a safe place for children

Simple practices to raise kids awareness of your brand or
product without the hard sell message

Getting your marketing mix right from the start and utilising
the most high impact platforms for your message

Chair’s closing remarks

Close of conference

| found the speakers and topics
to be interesting.and diverse

Hannah Sizeland, Senior Brand Manager, Bernard Matthews

Delegate, Kids Summit 2006

Optimising your communication to the
family for the perfectly balanced campaign

Expertly led by: Dave Lawrence, Partner, The Promotions Practice

It is vital to ensure that kids and parents are positively engaged in marketing campaigns and this interactive workshop will highlight
best practice principles across a number of different categories. Using actual brand case studies, the session will explore creative
themes, tonality, brand propositions and the overall balance of integrated activity that best meet the needs and motivations of
parents and children.

Including expert presentations, group exercises and brainstorming sessions, this separately bookable interactive workshop
combines the latest thinking on how to cut through the clutter and resonate with today’s parents and children and best practice
strategies for delegates to take back to the office.

08.50 Registration and coffee

m Introductions and brainstorming session to pinpoint examples of a strong family marketing campaign

m Review of the core purchase motivators of mums & kids, including research based insight to unravel the required balance
of communications

m Analysis of a number of brand cases studies, in which delegates will work in small groups to identify the best practice
principles of each campaign, specifically exploring:
- How the kids were engaged
- Key messages communicated to mum
- Tone of voice used for each audience
- Media and retail touch-points
- Marketing disciplines deployed

Delegates will feed back their conclusions and key success factors will be recorded as a final family marketing check list

13.00 Workshop leader’s recap and close of workshop

WORKSHOP LEADER:

Dave has been a partner at The Promotions Practice since May 2006 having previously been the Planning Director at

é} Logistix for 8 years. He has worked with numerous kids and family brands including Kellogg, Capri Sun, Burger King,
PR oTiomMsE  De Agostini and Fritolay. Before working on the agency side, he has worked extensively in a range of planning and
FRAETIEE esearch roles at SC Johnson, Nestle Rowntree, Cadbury and Waterford Wedgwood. Over the years, he has
developed many proprietary family marketing planning models and research tools to identify unique insights with which to develop brand
strategies and marketing campaigns. Dave is a frequent speaker at marketing conferences and a regular press contributor to industry
debate on family marketing.

Half Day Workshop, 22nd March 2007, Ibis Earls Court, London, SW6

+44 (0) 20 7970 4770

enquiries@familyandkidssummit.com

www.familyandkidssummit.com



Family & Kids Summit 2007

At this really interesting time the community of marketers that speak
to the family should come together to understand more about who
these people actually are. This event is surely the forum to do this
Gary Pope, Founding Partner, Kids Industries and Chairman, Family and Kids Summit 2007

The family and kids sphere is a dynamic and constantly changing environment. Advertisers and
creators of family and kids’ content who are consistently coming top of the class are those who
are embracing all the platforms and opportunities available. We know that 87% of 8-10 year olds
access the internet on a daily basis, over half of the UK’s ten year olds have mobiles and the
average 7-14 year old watches 2.5 hours of TV a day. The challenge is to strike the right balance
across multiple platforms to create innovative and responsible campaigns that capture and
maintain children’s attention and ring true with their families.

This summit comes just as Ofcom announced bans on HSS food to kids under the age of 16,
with further legislative activity predicted. This is the event where the industry gathers to debate
the most pressing issues in the current family marketing environment.

Who should attend?

This is an essential event for senior marketing professionals, commercial directors, policy
makers, researchers, planners, buyers and consultants from manufacturers, media owners
and providers and marketing and advertising agencies.

ed taking learnings from different
ustries and understanding the way they
have overcome different challenges

0
‘ ¢ 2eanna Rice, Brand Manager, The Wrigley Company
¢ o ‘9 Delegate, Kids Summit 2006

Confirm your place now:
Book online: www.familyandkidssummit.com

Call: +44 (0) 20 7970 4770
* Increasing Market Share

* Generating Sales

Email: enquiries@familyandkidssummit.com

SPONSORSHIP OPPORTUNITY

* Building a Quality Customer Base
 Launching New Products And Services  your company’s brand engages the right  call Emma Glenn on
* Gaining Competitive Advantage

Eight good reasons to reserve your place now

1. Keynote address from Vodafone’s Chief Marketing Officer, Stephen Noakes, on new
product development and innovative solutions to embed brand awareness and engagement
within the whole family unit

2. Decipher the debate and evaluate the relevance of marketing to families with Tessa Moore,
Vice President Marketing EMEA, Walt Disney International

3. Rejuvenate the role of traditional media within your marketing mix with a dual perspective
from Dawn Cordy, Director of Egmont Magazines and Gregory Watson, Corporate
Development Director for Geap’s Fun Radio

4. Master the incorporation of CSR programmes into your family marketing mix with Trevor
Dahl, Chief Executive, Woolworths Kids First

5. Discuss and prepare for current and future regulatory developments with a legislative
perspective from Ofcom'’s Director of Content, Kate Stross and Suzanne Edmond,
Director of Public Affairs at the Food Advertising Unit

6. Exciting US insight on partnership marketing from Deb Ottinger, Director of Partnership
Marketing, Crayola Brand, Binney Smith

7. Innovative and results driven parents and grandparents panel facilitated by Paul Stamper,
Group Director and Renu Sachdeva, Director, TNS Qualitative

8. Cutting through the clutter of spot advertising with Fiona Wright, Marketing Director UK and
Ireland, and Claire Cullinane, Brand Manager for Lego

Marketing Week’s Family and Kids Summit 2007 will provide real workable solutions to transform
responsible marketing to families into child’s play.

Sponsoring and Exhibiting at our conferences provides a fast track to:

We will create a solution that ensures To find out more
people at the right time, helping you
meet and influence the people who are
going to ensure the growth of your
business now and in the future.

+44 (0) 20 7943 8152
Or email emma.glenn@centaur.co.uk




Family & Kids Summit 2007

CONFERENCE WORKSHOP

ONLINE: at www.familyandkidssummit.com

FAX: completed form to: +44 (0)20 7970 4799

POST: completed form & payment to:
Centaur Conferences International, Customer Services,
Third Floor, 50 Poland Street, London, W1F 7AX

CALL: +44 (0) 20 7970 4770

[ ] GOLD PASS: Two Day Conference & Workshop

£1648 + VAT (£1936.40)* ** SAVE £50 CODE: 2719
[] Two Day Conference Only

£1199 + VAT (£1408.83)* ** CODE: 2606
[] Workshop Only

£499 + VAT (£586.33)* ** CODE: 2718

* Discounts cannot be used in
conjunction with any other offers

** |ncluded in conference price

] 1 am unable to attend but would
like to purchase the CD Rom @ £399

MY CODE IS: W1 CONFERENCE: 2606

We would like to keep you informed of Centaur Conferences products and services including
information about this event. Please write to the Head of Marketing, Centaur Conferences at
the address below right if you specifically do not want to receive this information. We may also
from time to time make your details available to carefully screened companies who have offers
that may be of interest to you. Please tick if you do not want to receive information from
Marketing Week Sponsors [ Other 3rd parties [

If you cancel your registration more than ONE month before the event, we will charge an admin fee
of £75 4+ UK VAT (£88.13). For cancellations received on or after 20th February 2007, or in the
event of non-attendance a 100% cancellation fee applies, in these circumstances NO refund can
be given. All cancellations MUST be made in writing and will be acknowl-edged in writing. If you
make your booking via the telephone, you are automatically adhering to our terms and conditions.
It may be necessary for reasons beyond the control of the organisers to alter the content, timings
or venue. Centaur Conferences does not accept liability for any transport disruption or individual
transport delays and in such circumstances the normal cancellation restrictions apply. In the event
of a terrorist alert or incident that prevents the running of the conference, Centaur Conference
reserves the right to retain up to 50% of the fee as a contribution to delegate registration, all
location, marketing and central administrative costs.

4%)"
S ) Centaur Conferences is a division of Centaur Media PLC,
— \( registered number 4948078.

(‘ St Giles House, 50 Poland Street, London, W1F 7AX
A CENTAUR
MEDIA EVENT

Title: Mr/Mrs/Ms/Miss/Dr/Other

Forename:

Surname:

Position:

Company:

DATE: 20th, 21st March 2007 22nd March 2007

VENUE: The Worx The lbis Earls Court
10 Heathmans Row 47 Lillie Road
Fulham London London
SW6 4TJ Swé6 1UD

TEL: 0207 371 9777 0207 610 0880
WEB: www.theworx.co.uk www.ibishotel.com
TUBE: Parsons Green

West Brompton

Approving Managers Name:

Approving Managers Job Title:

Nature of Business:

Tel:

Fax:

Payment must be made in advance of the event, if payment is not received
before the conference, you will be asked to pay by credit card before entering
the conference. Your fee includes CD ROM, refreshments and lunch.

Please debit my Credit Card:
Il Access ] Visa ] American Express [J] Mastercard

Please tick as appropriate. Note: We do not accept Diners cards

Note: All credit card transactions will

Amount £ be processed in UK Sterling only

Card Number:

Name on card:

Mobile:

Email:

Address:

Postcode:

Signature:

Date:

/

Start Date: Expiry Date:

Signature:

Note - If sending a cheque, please attach it to the booking form.
I enclose a cheque made payable to _
Centaur Conferences for: £

11l IMPORTANT !!! PLEASE QUOTE REFERENCE: 2606
We must receive cleared funds prior to the conference date.
BACS payments made after the event will not be accepted.
A copy of the BACS Payment MUST be attached to your Booking
Form and faxed or mailed to us to ensure appropriate allocation of
funds can be made to your booking.
We do not accept Purchase Order Numbers

Account name: Centaur Communications Ltd Conferences
National Westminster Bank, 20 Dean St, London, W1A 1SX
Acc No: 26023539 Sort Code: 60 30 03



