
 

 

                   

  
 
 
 

       Monika Schulze, Head of Customer and  
        Innovation Management, Zurich Insurance 
       “Create an Emotional Connection w/ your Brand” 

 
 
              Dylan Evans, Principal Designer, Strategic Marketing, 
          Philips Experience Design 
              “Philips Turn Strategic Intent into Strategic Experience” 
 
 

 
          Jussi Wacklin, VP of Corporate Marketing &  
              Culture, Amadeus IT Group 

“How to Rekindle Post-COVID Growth in Marketing” 
 
 
Metin Çerasi, Head of Digital Strategy and Marketing, 
Arçelik 
“How Meaningful Content Takes over Traditional 
Advertising in the Digital Sphere” 

 
 

Arthur Werner, Director, Global eCommerce & 
Operations, HARMAN 
“E-commerce and Brand – Resolving the Conflict on 
the Website” 

 
 

Ritva Seppanen. VP, Branding, Wärtsilä 
“Purposeful Brand Storytelling” 

 
 
 
 

         Clive Roach, Director of Digital Social Media,  
         Signify 
         “How Artificial Intelligence is Transforming Social  
          Media Marketing” 

 
 
 

Slawomir Kochanski, Digital Director, Universal Music 
           “How to Use Music to Leverage your Business Results” 
 
 
 

Ceri Jones, Senior Director, Global Demand 
Generation, Taulia Inc. 
“Aligning the Sales Funnel to the B2B Buyer's Journey” 

 
 
 
           Sponsored by:  
 
 
 

  
 
 
 
 
 

Florent Edouard, Global Head of Commercial 
Excellence, Grünenthal Group 
“Create a User Experience and Customer Journey Using 
the Right Channels & Platforms” 

 
 

         Matthew Smith, VP Global Marketing, Ericsson 
           Event Chair 
 
 

 
 
Dominik Schneider, Director, Head of Digital & 
Content Marketing, Straumann Group  
“Sales & Marketing Alignment for Setting up a 
Successful Omni-Channel Demand Generation 
Approach” 
  
Malin Liden, VP, Head of EMEA Marketing 
Transformation Office, SAP 
“Building a Community Around your Brand” 

 
 
 

Philippe Kirby, Global Digital Capabilities Lead, MSD 
“Marketing Automation at the heart of Omnichannel 
Engagement: Integration is Key” 

 
 

Jeroen Overduin, Global Head of Marketing & 
Communication, Mammoet 
“How the Pandemic Gave Me the Opportunity to Go 
Digital in a Traditional B2B Company” 
 
 

          
         Alexander Rodrigues, Marketing Director, Dyson 
         “Interactive Discussion:  Creating a New Marketing  
         Strategy and Evolving your Digital and Customer  
         Journey Landscape” 

 

 

         Francesco Federico, CMO, UK & Ireland, JLL  
         “Demonstrate Bankable ROI through Digital Sales and  
         Marketing” 
 
 
         Anne Gro Gulla, Head of Global Brand, Ericsson 
         “Brand is Business. How a Change in Purpose and  
          Strategy Re-freshed Ericsson” 
 
 
         Liesl Smith, SVP Marketing & Sales Enablement,  
         FreedomPay 
         “Agnostic Marketing: The Power and Possibilities of  
         Fair Dealing”  

  

       

  



 

    

Day 1, June 7th, 2022 
09.00 - Opening Remarks from the Chair 
Matthew Smith, VP Global Marketing, Ericsson 
 

09.15 – Brand is Business. How a Change in Purpose 
and Strategy Re-freshed Ericsson 
 
 
 
Anne Gro Gulla, Head of Global Brand, Ericsson 
 
 
 

10.00 – Demonstrate Bankable ROI through Digital 
Sales and Marketing 

• How to manage channel conflict and support the 
transition to digital sales 

• The importance of measuring everything to test and 
learn, fast 

• Achieving bankable ROI to unlock further investments 
Francesco Federico, CMO, UK & Ireland, JLL  
 
 
10.45 – Morning Coffee and Networking 
 
 

11.30 – How to Rekindle Post-COVID Growth in 

Marketing 

Travel and tourism sector was devastated by COVID. This 
has left only nominal marketing resources for many 
companies in the industry. As the world starts to re-open, 
some marketing organizations struggle to get back on the 
executives’ agenda. This session shares an ongoing use 
case how to define entire marketing organization and 
operations to drive future growth. If we fail, marketing 
activities will perish for years to come.  
Jussi Wacklin, VP of Corporate Marketing & Culture, 
Amadeus IT Group 
 
 

12.15 – How Meaningful Content Takes Over 
Traditional Advertising in the Digital Sphere 

 
 
 
 
Metin Çerasi, Head of Digital Strategy and Marketing, 
Arçelik 

 
 
13.00 – Lunch Break 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

14.00 – Marketing Automation at the heart of 
Omnichannel Engagement: Integration is Key 
• Consent & Identity hubs at the heart of your Customer 

Engagement  
• Omni-channel, iterative campaigns based on 

Customer behaviors 
• You’re only as strong as your weakest link (in your 

Customer Engagement Capability Ecosystem) 
Philippe Kirby, Global Digital Capabilities Lead, MSD 
 
 
 

14.45 – Aligning the Sales Funnel to the B2B Buyer's 
Journey   
• The funnel concept 
• Digital buyer's journey 
• Managing the complexity of long buying cycles and 

multiple influencing personas  
• Predictive modelling of the sales funnel 
• Marketing attribution 
Ceri Jones, Senior Director, Global Demand Generation, 
Taulia Inc. 
 

 

 

15.30 – Afternoon Coffee and Networking 
 

 

 
 

16.00 – Create a User Experience and Customer 

Journey Using the Right Channels & Platforms  
• Identify which channels or platforms works better 

depending on your company and the target 
• Using customer data to understand their needs 
• Embedding your brand along all touchpoints 
Florent Edouard, Global Head of Commercial Excellence, 
Grünenthal Group 
 

 

 

 

16.45 - Purposeful Brand Storytelling 

• Bringing company’s purpose to life with authentic 
people stories 

• Creating an engaging and interesting year-long brand 
campaign about purpose 

• Branding, communications and marketing and HR 
working closely together 

Ritva Seppanen. VP, Branding, Wärtsilä 
 
 

17.30 – Turn Strategic Intent into Strategic 

Experience 
 
 
 
Dylan Evans, Principal Designer, Strategic Marketing, 
Philips Experience Design 
 
 
18.15 - Closing Remarks from the Chair and End of Day 1 

 
 

 
 
 
 
 



 

Day 2, June 8th, 2022 
 
09.00 – Opening Remarks from the Chair 
Matthew Smith, VP Global Marketing, Ericsson 
 

09.15 – How the Pandemic Gave Me the Opportunity 
to Go Digital in a Traditional B2B Company 

• When I joined Mammoet, the marketing and 
communications organization was set up to react on 
requests for brochures and other collateral from the 
sales and project organization 

• Business was generated by hopping on planes as if 
they are subways in order to talk with the customer. 
Business was relatively comfortable – the 
petrochemical sector would knock on our doors 

• Until the collapse of the oil price and the pandemic 
early 2020 

• I came in right at the start of the first lockdown. When 
budgets and vacancies were frozen, I managed to get 
the go ahead and resources to develop digital 
marketing 

• What did the team do and how did we take the rest of 
the organization along? 

Jeroen Overduin, Global Head of Marketing & 
Communication, Mammoet 

 

 
10.00 – Create an Emotional Connection w/ your 
Brand 

• Making branded content that individuals actually care 
about and engage in 

• Creating moments that attract people to tune in 
• Ensuring a human connection in digital marketing 
Monika Schulze, Head of Customer and Innovation 
Management, Zurich Insurance 
 
 
10.45 – Morning Coffee and Networking 
 
 

11.30 – Building a Community Around your Brand 
In todays hyper connected world, people don´t just want to 
buy from brands, they want to be a part of it! Learn how 
you build communities that turn customers into fans that 
become your best advocates, trusted advisors to you and 
your customers, as well as partners for faster and better 
innovation. 
Malin Liden, VP, Head of EMEA Marketing Transformation 
Office, SAP 
 

 

 
 

12.15 – How Artificial Intelligence is transforming 

Social Media Marketing 

• Why is Artificial Intelligence being adopted for Social 
Media Marketing? 

• Artificial Intelligence driven notifications and alerts 
• Discover actionable business insights with Artificial 

Intelligence 
Clive Roach, Director of Digital Social Media, Signify 
 
 
 
13.00 – Lunch Break 
 
 
 
 

14.00 – Sales & Marketing Alignment for Setting up a 

Successful Omni-Channel Demand Generation 
Approach 
 

 
Dominik Schneider, Director, Head of Digital & Content 
Marketing, Straumann Group  
 
 
 

14.45 – E-commerce and Brand – Resolving the 
Conflict on the Website 

 

 

 

Arthur Werner, Director, Global eCommerce & Operations, 
HARMAN 
 
 

15.30 – Agnostic Marketing: The Power and 
Possibilities of Fair Dealing 
FreedomPay is an open and agnostic tech commerce platform 
powering payments worldwide. Customers include: the world’s 
top 10 food service providers; 100+ airports in America; the 
world’s top 5 hotel resorts; and thousands of restaurants. In 
addition, FreedomPay partners with many acquirers/banks 
such as J.P. Morgan Chase, Barclays, Citi, Lloyds, Elavon and 
Global Payments to enable their customers across multiple 
industries. 
In order to drive growth and opportunities the FreedomPay 
Marketing team adopts a fair, impartial, and open relationship 
with all these partners. As in the world of some broadcasting 
Fair Dealing can be a statutory defense, but although this is 
not a legal requirement in Marketing it’s a helpful approach for 
many B2B Marketers: Partnering/advocacy marketing is key to 
B2B growth.  
FreedomPay Marketing team is ‘fair to all’ fair to the 
customers, fair to clients and fair to partners. Content should 

be based on respect, openness and straight dealing.Liesl 
Smith, SVP Marketing & Sales Enablement, FreedomPay 
Taylor Durovsik, Associate Director, Marketing & 
Communications, FreedomPay 
 
 
16.15 – Brief Coffee Break and Networking 
 
 

16.30 - How to Use Music to Leverage your Business 
Results 
• What do we do in the music industry and how music 

has changed in the last decades 
• Building relations with clients through music  
• How to innovate through music  
• Artists as 360 degrees brands / influencers  
• Role of music in your content marketing strategy  
• Case studies 
Slawomir Kochanski, Digital Director, Universal Music 
 

17.15 – Interactive Discussion:  Creating a New 

Marketing Strategy and Evolving your Digital and 
Customer Journey Landscape 
 
 
 
Alexander Rodrigues, Marketing Director, Dyson 
 
17.45 – Closing Remarks from the Chair and End of Forum 

 



 

BOOKING:    Scan and email this page to: 

info@thoughtleaderglobal.com 

or Book Online at the following link: 

https://www.thoughtleaderglobal.com/registermarketing 

 

Name____________________________________________ 

 

Position__________________________________________ 

 

Organisation_____________________________________ 

 

Address__________________________________________ 

 

__________________________________________________ 

 

Postcode__________________Tel____________________ 

 

Fax________________________Email_________________ 

 

VAT #____________________________________________ 

 

AUTHORISATION Signatory must be authorised to sign on behalf 

of contracting organisation 

 

Name______________________Position____________________ 

 

Signature___________________Date_______________________ 

This booking is invalid without a signature 

IN-PERSON TICKETS:    includes access to the physical event, 

keynotes, all networking sessions, lunches and available videos 

   
o IN-PERSON TICKET                            €1299 + VAT  
if booking by April 15th: afterwards the fee increases to €1699 
   
o GROUP of IN-PERSON TICKETS         €999/person + VAT  
if booking by April 15th: afterwards the fee increases to €1299 
 
VIRTUAL TICKETS:  access to the live stream & available videos 

 

o FREE VIRTUAL TICKET FOR MORNING DAY 1  (virtual access 

to the first 4 morning sessions of day 1)                                    
 
o PAID VIRTUAL TICKET                              €499 + VAT 
complete virtual access to all sessions & recordings:    
if booking by April 15th: afterwards the fee increases to €699 

 
o ALL-COMPANY VIRTUAL TICKET                €1299 + VAT 

unlimited number of colleagues get access to all sessions & 
videos:if booked by April 15th: afterwards the fee increases to €1699 

VAT is at the 21% NL rate    

 

Payment is by Invoice or Credit Card 

 

Credit Card     MASTERCARD / VISA / DISCOVER / AMEX  

Payment is required within 5 working days 

 

Card Billing Address___________________________________ 

 

_______________________________________________________ 

 

City____________________________Postcode_______________ 

 

Card Holder’s Name____________________________________ 

 

Card No_______________________________________________ 

 

CVC or CVV Number (Last three digits on the back of the card): ___  ___  ___ 

 

Valid From_________ Expiry date_______________________ 

 

Signature_____________________________________________ 

 

 

 

WHY YOU SHOULD ATTEND 

     The nature of corporate marketing organisation and strategy 
continues to evolve. Marketing needs to further adapt if it is to 
deliver greater value. Therefore, many companies are 
restructuring and rebuilding their marketing departments. 
Embracing transformation, technology and leadership are key to 
succeeding in this process. Particularly in a time of market 
uncertainty and dramatic changes in the way people work and 
live. 
   There are numerous global brand developments to discover in 
the current environment. Marketing needs to manage brand 
engagement in a meaningful way to connect with customers. 
Internal branding and sustainability play a key role in living the 
company’s brand and cascading it externally. Building 
communities and ecosystems is vital in this process.  
   From utilising data and social insights to enhancing the 
consumer experience, marketing is required to be innovative to 
enhance its ROI and accountability. Data, content and customer 
journey deserve special focus as it carries major risks but also 
fantastic opportunities.  
    A key consideration is the need to connect sales/marketing 
with the consumer, in order to be more effective and reach 
customer groups on a relationship basis. Knowing which 
marketing activities to centralise while catering to local markets is 
critical. 
     Attend this nineteenth forum in our marketing series to 
benchmark how other corporate marketing departments are 
facing these challenges; hear their perspectives - both success 
stories and lessons learned.  Utilise this event to learn from their 
experiences, compare solutions and take away concrete 
strategies that you can use to drive strategic transformation in 
your enterprise. 
 

WHO SHOULD ATTEND: 

CMO, Directors, Managers of: 
Marketing, Branding, Consumer Insights, Social Media, Marketing 
and Sales Strategy, Communications 

   
Terms and Conditions: 
1. Event Fees are in inclusive of materials in the programme and refreshments.  
2. Payment Terms: Following completion and return of the registration form, full payment is required 
within 6 days from receipt of invoice. Payment must be received before the conference date. A receipt 
will be issued upon payment. Due to limited conference space, we recommend early registration to avoid 
disappointment. A 50% cancellation fee will be charged under the terms outlined below. We do reserve 
the right to refuse admission if payment has not been received on time.  
3. Cancellation/Substitution: Provided the total fee has been paid, substitutions at no extra charge are 
allowed as long as they are made up to 15 days before the event. Otherwise all bookings carry a 50% 
cancellation liability immediately after a signed sales contract has been received by Thought Leader 
Global. Cancellations must be received in writing by mail or fax six weeks before the conference is to be 
held in order to obtain a full credit for any future Thought Leader Global conference. Thereafter, the full 
conference fee is payable and is non refundable. Payment terms are six days and payment must be 
made before the start of the conference. Non-payment or non-attendance does not constitute 
cancellation. By signing this contract, the client agrees that in case of dispute or cancellation of this 
contract, Thought Leader Global will not be able to mitigate its losses for any less than 50% of the total 
contract value. If, for any reason, Thought Leader Global decides to cancel or postpone this conference, 
Thought Leader Global is not responsible for covering airfare, hotel, or other travel costs incurred by 
clients. The conference fee will not be refunded, but can be credited to a future conference. Event 
programme content is subject to change without notice. 
4. Client information is kept on Thought Leader Global’s database and used by Thought Leader Global 
to assist in providing selected products and services which maybe of interest to the Client and which will 
be communicated by letter, phone, fax,(inc. automatic dialing) email or other electronic means. If you do 
not want Thought Leader Global to do this please tick this box [ ]. For training and security purposes 
telephone calls may be recorded. 
5. Copyright etc: All intellectual property rights in all materials produced or distributed by Thought Leader 
Global in connection with this event is expressly reserved and any unauthorised duplication, publication 
or distribution is prohibited. 
6. Important note: While every reasonable effort will be made to adhere to the advertised package, 
Thought Leader Global reserves the right to change event, dates, sites or location or omit event features, 
or merge the event with another event, as it deems necessary without penalty and in such situations no 
refunds, part refunds or alternative offers shall be made. In the event that Thought Leader Global 
permanently cancels the event for any reason whatsoever, (including, but not limited to any force 
majeure occurrence) and provided that the event is not postponed to a later date nor is merged with 
another event, the client shall receive a credit note for the amount that the client has paid to such 
permanently cancelled event, valid for up to one year to be used at another Thought Leader Global 
event. No refunds, part refunds or alternative offers shall be made. 
7. Thought Leader Global shall have no liability whatsoever for any indirect costs or expenses or any 
consequential losses howsoever incurred by the customer in any circumstances including for example, 
loss of profits, lost revenues, lost business opportunity, lost goodwill. Thought Leader Global acts as an 
organiser and co-ordinator of the event and will sub-contract all presentation duties and all course 
materials and accepts no liability for the acts or omissions of its sub-contractors or for any aspect of the 
information, views or data presented at any event  
8. Events will be located within suitable conference venues in hotels, conference halls etc. Thought 
Leader Global will use its reasonable endeavours to ensure that such premises are suitable and 
appropriate for such events but shall have no liability for accidents, inconvenience, theft, loss, damage, 
non-availability of facilities, or any other difficulty or loss at such event where this is beyond the 
reasonable control of Thought Leader Global. 
9. Governing law: This Agreement shall be governed and construed in accordance with the law of The 
Netherlands. However Thought Leader Global only is entitled to waive this right and submit to the 
jurisdiction of the courts in which the client’s office is located. 
 

https://www.thoughtleaderglobal.com/registermarketing
https://www.thoughtleaderglobal.com/registermarketing

