Agenda
12:00pm – Arrival of discussants, networking
12.25pm – Welcome from Rezwana Manjur, Editor of Marketing magazine
12:30pm – All seated. Introductions from participants
12:35pm – Commencement of discussion over lunch
14:30pm – End of lunch and networking
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Discussion points
The following points are good indicators of what will be discussed over the luncheon. However, we are not restricted
to these – constructive and spontaneous discussions are welcome.

Definitions

1.
2.
3.
4.

In your opinion, what defines your target consumers today?
How do you map your customers’ journeys across multiple touch points and locations?
What are the key challenges in optimising the connected customer experience?
What does experiential mean to your brand?

Driving engagement and virtual extension

5. What steps do you undertake to develop a compelling customer value proposition?
6. What does your customer experience framework look like? How are you addressing all areas of
interaction between your customers and the business?
7. How are you currently measuring, if at all, the extent to which a consumer has a meaningful
brand experience with you?
8. What physical and interactive experiences are you using to reinforce a product/offer/call to
action etc.?
Leveraging the right tools for successful experiential campaign

9. How sophisticated is the integration of online and offline touch points in Singapore vs other
regions?
10. How do you currently track the online to offline journey? What help and tools are you using to
do so?
11. How are you currently tying your offline and online marketing efforts together? What results
have you seen?
12. What marketing platforms and channels are you using to drive event activation for your brand?
13. Where does Out of Home and Digital OOH fit into your marketing campaigns, and how do you
rate them in terms of reaching the time-starved consumer? How do you amplify the impact of your
D/OOH spend?
14. How do you see programmatic in the OOH space impacting how brands think about digital OOH
and media planning?
15. What research methods are you currently using in order to understand consumers better?
Challenges & future steps

16.
17.
18.
19.

What are your key challenges when it comes to integrating your campaigns?
What are some of the best examples of integrated marketing you've seen recently?
What are some of the worst?
What will integrated marketing look like in 5 years?

All discussants and highlights of the discussion will be featured in a subsequent print edition of Marketing Magazine.
Of course, all off-the-record, sensitive, and confidential information will not be published.
To have an idea of how you will be featured, here’s a past article for your reference:

