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Two exciting new events for the NZ marketing community
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*Share a ticket offer – See back page for deals
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28 June 2011, Stamford Plaza Hotel, Auckland

29 June 2011, Stamford Plaza Hotel, Auckland

OFFICIAL PUBLICATION SUPPORTING ORGANISATIONS ORGANISED BY

Social Media Marketing Forum
Effective social spaces, customer engagement and measurable 

success

Successful ideas and strategies from leading social media experts: 
» Campbell Brown, Marketing Director, GrabOne 
» Justin Flitter, Social Media Manager, Zendesk
» Rachel Goodchild, Author, Presenter & Commentator
» Mike Wilson, Digital Strategic Director, .99 

NZ Mobile Marketing Forum
Connect – Engage - Convert 

Get the latest trends and ideas from those in the mobile space:
» Guy Horrocks, Director, Carnival Labs 
» Braden Turner, Innovations Manager, Vodafone NZ
» David Murphy, Manager Digital Growth & Innovation, NZ Post
» Chris South, CEO, Contrast Media

#NZSoMo

Join the conversation
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8.30 Registration & Coffee

9.00 Opening Remarks from the Chair
Simon Hendery, Director, Thinkpoints

9.05 So you want to do social media? Now what?
So you’re making the decision to bring social media into your 
overall marketing mix. This session will guide those who are just 
looking to dip a toe in to the water, as well as give some new 
ideas to the more seasoned social media veterans.
• The business case for social media investment
• Where and how to start: blogs, tweets, videos and more 
• Monetising social media
Campbell Brown, Marketing Director, GrabOne

9.55 Developing a social media strategy
Implementation can dictate the difference between success and 
failure in social media. Many organisations see social media as 
a free marketing channel and pay little attention to ensure the 
right messages are being delivered to the right audience; this 
can result in a loss of engagement and opportunity. 
• The importance of adding value in SM conversations
• Deciding your core market and targeting key infl uencers
• Social media’s place in your overall marketing and 

communications mix
Justin Flitter, Social Media Manager, Zendesk

10.40 Morning Break & Refreshments

11.00 Panel Discussion: Turning a social media strategy   
 into money - picking the right trends and    
 doing something useful with them

It is often diffi cult to strategically apply a social media trend to 
the rest of your marketing programme. Different social media 
industry leaders will discuss this challenge and describe how 
they integrate new trends into their own organisation and 
industry to create the value that is needed.  
Moderator: Charles Mabbett, Media Advisor, 
Asia NZ Foundation
With representatives from different industries and social media 

leaders

11.45 Using social media to develop brand engagement
By using social media platforms to actively engage with your 
customers, their loyalty and relationship with your brand can be 
strengthened. This session will discuss how online engagement 
can fl ow through to offl ine sales and conversion.
• What defi nes engagement and how can social platforms 

provide this?
• How do consumers want to interact with a brand? Is social 

media fi lling this need?
• Rewarding fans for their engagement
• Developing infl uencers and brand advocates
Rachel Goodchild, Author, Presenter & Commentator

12.30 Lunch

1.30 Developing key metrics and analytics for social   
 media

Social media sceptics often argue that it is diffi cult to track a 
signifi cant return on social media investment, and therefore it 
is not worth the time and resources. Although it can be diffi cult 
to track, there are tools you can use to monitor how your 
conversations and messages move online.
• Tools and software you can apply to fi nd out who is saying 

what
• Developing ROI metrics based on analytics
• Customer service management, target market identifi cation 

and acquisition
Jenny Wilmshurst, Co-Founder, Tweet Twins Social Media
Dag Holmboe, President & Co-Founder, Klurig Analytics, USA 
(By pre-record)

2.15 Social media in society - Is it really changing us?
There is no doubt about the massive and sustained impact that 
social media is having on society today. But how far reaching 
is it? This session will explain how social media is changing the 
very nature of politics and society.
• Emergency management - Twitter and Facebook’s vital 

communication roles in the Christchurch and Japan 
earthquakes

• Pro-democracy - Social media and the facilitation of recent 
political protests throughout the pan-Arab region

Kim Sbarcea, Director, ThinkingShift

3.00 Afternoon Break & Refreshments

3.15 Case Study: Social media’s role in creating valuable  
 conversations for your business

The successful NZ wine industry has been quick to adopt online 
marketing and communications. This session will discuss the 
role that social media has to play and how a single conversation 
sparked what could potentially be one of the most engaging 
sales funnels yet for this industry.
• Communications evolution – Follow the journey from a sole 

tweet to a signifi cant online marketing platform for the NZ 
wine industry

Craig Garner, Managing Director, Magpie Media

4.00 Integrating social media applications for meaningful  
 conversations

Engaging social media presence for all key customer segments 
is a challenge but is also essential for an effective marketing 
strategy. This session will discuss case studies and examples of 
successful social media applications.
• How different markets engage differently with social media
• How to co-ordinate key messages for an overall brand 

presence
Mike Wilson, Digital Strategic Director, .99

4.45 Networking drinks

Social media has become an important feature in our everyday lives. Its 
signifi cance in the overall communication and marketing strategy of your 
business should not be underestimated. This forum will be an essential guide 
for those who are thinking of or have just started utilising social media in their 
business.  
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Register Today! Phone (09) 912 3616 » Internet www.brightstar.co.nz » Email register@brightstar.co.nz » Fax (09) 912 3617

28 June 2011, Stamford Plaza Hotel, Auckland

Share a ticket with a 

colleague and save 

up to $695 on the 

individual prices. See 

back page for details

#NZSoMo

Join the conversation
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8.30 Registration & Coffee

9.00 Opening remarks and introduction from the Chair
Belinda Simcox, Mobile and Digital Strategist 

9.20 The state of the NZ mobile marketplace
This opening session will discuss the position and future of the 
New Zealand mobile and smartphone market. This scene-setter 
will provide a context into the market as is currently stands, 
where it is expected to track, and opportunities for businesses.
• Mobile and smartphone penetration fi gures in NZ and abroad
• Current and predicted data usage
• The current mobile marketing mix: SMS vs. SMS vs. Apps as 

the tool for engagement 
Braden Turner, Innovations Manager, Vodafone NZ 

10.05 The business case for mobile marketing
In many instances the business case for mobile marketing 
gets stuck due to a perceived lack of ROI, benchmarking or 
measurement. This session will objectively examine the business 
case for mobile marketing:
• What market segments is the mobile channel most (or least) 

suitable for?
• Costs, response rates and ROI versus other media

10.50 Morning Break & Refreshments

11.10 Using mobile to improve your traditional marketing   
 and boost Facebook followers

The txt2get.co.nz service has been used to run over 2,000 
mobile campaigns in NZ ranging from Coca-Cola and Samsung, 
to local corporates such as Fonterra and Les Mills. This session 
will share strategies to boost your traditional advertising 
performance and drive Facebook and social media followers, 
drawing on numerous case studies and insights from the coal 
face on NZ’s mobile marketing.
• Using mobile to increase response rate to traditional media
• Running txt to win competitions
Marty Verry, Chief Executive, TXT2GET

11.50 Monetising Mobile: From mMarketing to    
 mCommerce

The concept of mCommerce has been around for several years, 
but is only really starting to take off now that smartphones are 
entering the mainstream across different market segments. This 
session will explore the current opportunities for business using 
mobile systems, including:
• Mobile voucher systems
• Mobile payments and banking
• .mobi websites
Scott Bradley, Chief Executive, VoucherMob

12.30 Building or want to build a mobile app? 
In the now crowded mobile app marketplace, is there room 
for your brand? What do you need to know as you embark on 
building an app? This session will cover what was does and 

doesn’t work in the mobile space, as well as the exciting current 
trends from big brands domestically and globally.
Guy Horrocks, Director, Carnival Labs

1.15 Lunch

2.00 Using location-based mobile apps
Mainstream applications of location-based mobile services 
include advertisements or vouchers to opted-in customers in the 
vicinity of a participating business. 
• Facebook Places and FourSquare: how have NZ businesses 

successfully applied them?
• User privacy: what are the implications?
• Location intelligence and Quick Response (QR) codes
• How can you boost your adoption rates and ROI?
Luigi Cappel, Sales and Marketing Manager, GeoSmart Maps

2.45 Understanding mobile tagging and how to utilise it
Mobile tagging is a valuable concept that allows your customer 
to interact with almost anything to reach your brand message. 
• Turning physical media into links to mobile information and 

entertainment
• Mobile – rich media consumption and its potential
• Overseas trends in mobile tagging
Chris South, CEO, Contrast Media

3.30 Afternoon Break & Refreshments

3.45 Case Study: Taking advantage of data capture in   
 mobile marketing

NZ Post has entered the mobile marketing arena with their 
“Send-A-Card” app to encourage customer engagement and 
increase postal volumes but also to take advantage of the ability 
to capture valuable data. Combined with the use of its profi ling 
and segmentation tool “Genius” they are able to generate highly 
targeted consumer information 
• The advantages of utilising data capture
• How to get the most out of mobile marketing by going beyond 

mobile apps
David Murphy, Manager Digital Growth & Innovation, NZ Post

4.30 Panel Discussion: How can you measure the   
 success of your mobile marketing?

One of the largest inhibitors to the uptake of mobile marketing 
is not being able to effectively measure its success. Would your 
business make more use of mobile if the benefi ts were clear 
and concise? This panel will discuss metrics, trends and ideas 
in measuring mobile campaigns.
Darnell Higginson, Strategic Account Director, Marker Studio
More panellists TBC

5.15 Networking drinks

The concept of mobile marketing is not a new one but in recent times, more 
and more businesses have been utilising this new medium to get their brand 
message out to a targeted audience. Take the opportunity to attend this 
packed one day forum to hear about solid strategies and the latest in trends 
and ideas in mobile marketing. 
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Register Today! Phone (09) 912 3616 » Internet www.brightstar.co.nz » Email register@brightstar.co.nz » Fax (09) 912 3617

SPONSORSHIP OPPORTUNITIES
Sponsor or exhibit at these events! Show-case your fi rm for competitive advantage. 

Contact our sponsorship team on (09) 912 3616 or email 

sponsorship@brightstar.co.nz

29 June 2011, Stamford Plaza Hotel, Auckland

#NZSoMo

Join the conversation
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FIRST DELEGATE

Mr/Mrs/Ms/Dr First Name                Surname

Position

Email

Phone                  Mobile

SECOND DELEGATE

Mr/Mrs/Ms/Dr First Name                   Surname

Position

Email

Phone                  Mobile

THIRD DELEGATE

Mr/Mrs/Ms/Dr First Name                Surname

Position

Email

Phone                  Mobile

COMPANY DETAILS

Company Name

Postal Address

Name of Approving Manager

Position

Booking Contact

Position

No. of employees on site     0-10     11-50     51-100     101-250     251-500     500+

Nature of Business

Priority Booking Code Customer Number

Conference Code:  BE017/BE018 Brochure Code:  A  B C D E F  G H I  J  K L  M N O P Q R S T U V W X Y Z

WHEN & WHERE

HOW TO PAY

Payment must be received before the conference 
to guarantee your place. Individual registrations are 
unable to be shared.

  
 Direct Credit payment to our bank account 
 (please post advice of remittance)
 Bank: The National Bank, North Shore Corporate
 Account Name: Conferenz Ltd
 Account Number: 06-0273-0228588-25

 Post a crossed cheque payable to Conferenz Ltd

 Please invoice my organisation the sum of
 $__________________
 (GST No. 66-938-654)

My purchase order number is
__________________________ (state if applicable)

You can also pay by credit card. Call our
Customer Service Team on (09) 912 3616 if you
wish to pay by this method, or register online at  
www.brightstar.co.nz

Bright*Star Conferences & Training is a trading division of Conferenz Ltd

 

FIVE EASY WAYS TO REGISTER:
Online: Visit our Website www.brightstar.co.nz

By E-Mail: Send to register@brightstar.co.nz
including all the information indicated on the registration 
form

By Fax: Fax completed registration form to 
(09) 912 3617

By Phone: (09) 912 3616

By Post: Return completed registration form together 
with payment to

Early-Bird Special Standard Price

Course Proceedings
I can’t attend but I don’t want to miss out on this crucial 
information. I wish to purchase the course proceedings 
for $395+GST per event or $495 for both. Delegates will 
receive course documentation electronically.

Social Media Marketing
Mobile Marketing

Incorrect Mailing
If you are receiving multiple mailings or would like us to change any 
details or remove your name from our database, please contact our 
Database Department on (09) 912 3616 quoting your customer 
number. 

Your Privacy
Personal data is gathered in accordance with the Privacy Act. Your details 
may be passed to other companies who wish to communicate with you 
offers related to your business activities. If you do not wish to receive 
these offers, please tick the following circle. 

Register and pay by 5pm 24 May 2011

Copyright © 2011 Conferenz Ltd

Freepost 83430
P O Box 31 506
Auckland 0741

Register and pay after 5pm 24 May 2011

28 & 29 June 2011

Stamford Plaza

Auckland

What happens if I have to cancel?
You have several options:

•  Send a substitute delegate in your place

•  Confi rm your cancellation in writing (letter, fax or email) at 

least ten working days prior to the event and receive a 

refund less a $300+GST service charge per registrant. 

Regrettably, no refunds can be made for cancellations 

received after this date. 

Bright*Star reserves the right to make any necessary 

amendments to the agenda in the best interests of the 

conference. Delegates are responsible for their own travel/

accommodation and no compensation will be made should 

the conference be rescheduled or cancelled.

SAVE
SOCIAL MEDIA MARKETING     $1295 plus GST $200  $1495 plus GST

MOBILE MARKETING     $1295 plus GST $200  $1495 plus GST

BOTH EVENTS      $1995 plus GST $300  $2295 plus GST

Shhhaaararee e aa TTiTickckketetetet 
If you would like to attend one forum and have a colleague attend 
the other, you can save up to $695 on the individual prices. 
Delegates must be from the same organisation and book at the 
same time. 

Social Media Marketing Mobile Marketing

Social Media Marketing Mobile Marketing

Social Media Marketing Mobile Marketing
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