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[
Day One [ 16th July 2002, Tuesday ]

Registration and Coffee

Chairman’s Opening Remarks

Dave McCaughan

Senior Vice President, Director of Consumer Learning
MCCANN-ERICKSON ASIA PACIFIC

This introductory session will be an opportunity for delegates to
outline their objectives for the conference. It will highlight the
opportunities, issues and challenges of primary importance to the
attendees and create a road map for discussion over the next two days.

Unlocking the Minds of Asian Teens

It is imperative that marketers understand the mentality of Asian
Teens before attempting to market to them. This is more
challenging than it appears to be as teenagers are in the process of
finding themselves, creating an identity and exerting their
individuality. Thus, this makes the teen mentality highly volatile
and difficult to “pin-down”. This session will unlock and bring
you into the minds of Asian Teens and give you a unique insight
into what makes them tick by exploring the lifestyle, contemporary
trends, motivation and aspirations.

« Deciphering the Asian Teen : Who are they?

¢ Take a ride into the mind of today’s Asian teenager

¢ Understanding what motivates their buying behaviour

* How do you influence teens buying behaviour?

Dave McCaughan

Senior Vice President, Director of Consumer Learning
MCCANN-ERICKSON ASIA-PACIFIC

Crossing the Line : A Complete idiot or Creative Genius?
To be a creative genius the line has to be crossed and mistakes have
to be made - very un-Singaporean. However, to flourish and
succeed as a creative individual you must explore your mind and
sometimes come up with the down right stupid! Furthermore,
technology plays its part and can facilitate these thought processes
and experimentation. This session will cover:

¢ Why individuals, including teens are predisposed to some products
* Why teens choose technology

* Why Apple products are an extension of oneself

» How we can all explore the creativity in us

Graham Perkins, Creative Markets Manager

APPLE - SOUTH ASIA

Tea & Networking

The Insider Story : Where Do Trends Begin?
We all have seen products which are “in” one moment, and “out”
the next. Why does this happen? One word. TRENDS. We know
that the ability to spot trends is an imperative success factor in
marketing, especially to teens. But where and how are trends born?
Using music and fashion as illustration, this highly interesting
session will cover:

» Exploring the power of the youth culture/trends

e The Who, Why, How and What of the origin of trends

* How and where do you find out about latest trends?

* How to leverage such knowledge in your marketing activities
Ian Stewart, CEO

THE FILTER GROUP

Creating a “Cool” Brand - The MTV Asia Story

What is actually “cool”? Is it a state of mind? How does it
manifest itself? Can you actually “create” cool? The truth is, there
is no single definition for “cool”. Debates aside, how do you create
a “cool” brand without being “in your face”? Experienced teen
marketers know that a brand that desperately screams “I’m so
cool!!” would probably be seen as the direct opposite. So, what
can you do, as a marketer to create a brand image and personality
that is actually “cool” in the eyes of the Asian Teen? In this highly
dynamic session, Frank will walk you through the MTV journey
towards achieving “Cool”.

¢ The “Cool” factor : What exactly is it?

e Letting Teens view your brand the way you want them to
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* Achieving Teen buy-in
Frank Brown, President
MTV ASIA

Networking Lunch

Marketing Australian Teen Board-Sports Culture to the

Rest of the World

Mention Billabong and what is the first image that springs to

mind? Teenagers. The association made between this brand and

teenagers is highly enviable, especially among teen marketers.

This case study will outline how Billabong, an established

Australian teen board-sports brand, is adapting business and

marketing strategies to different cultures and regions around the world.

« Establishing a global marketing council: Developing directions
and strategies for the rest of the world

* “Thinking locally, acting globally”: Applying global influences
on local teen marketing

» Testing and evaluating the effectiveness of global marketing and
brand strategies in the teen market

Phil Ward, Marketing Manager

BILLABONG

Building Successful Brand Loyalty in the Teen Market

Maintaining interest in your brand is probably the most difficult

task when marketing to teens. This is, to a large extent due to the

fact that teenagers are known to be promiscuous customers.

Having said that, there are success stories and this is one of them.

This is a case study which will outline what a brand can do build

and retain loyalty in the teen market.

» Translating the impact of your ad campaign into a sale or a
brand loyal customer

* Maintaining interest in your brand: Constantly changing the
mechanisms in your sales and marketing programs to retain loyalty

* Implementing successful loyalty initiatives :Loyalty versus
Retention

Matthew Freebury

Brand Manager - Streets Refreshment Australasia

UNILEVER

Tea & Networking

Building Loyalty and Connecting with Youths the Levi’s Way

In an exciting new advertising campaign, Levi’s customers

jumped into life-sized scanners and “photocopied” themselves in

various poses in their favourite Levi’s jeans. This “True Original”

campaign is a testament to Levi’s success in relating to their

audiences. This campaign manifested the spirit of individuality

and originality which teenagers crave, thus creating an emotional

connection with the brand. This dynamic session will highlight

the ways to retain the loyalty of teens through striking the

emotional cord:

* Projecting a youthful image to appeal to teens (and the young at
heart!)

* Understanding that teens represent both present and future
purchasing power

» Uncovering teen’s characteristics and behaviour in creating an
emotional connection with them

» How can a brand survive age transitions

Vrm Raju, Director of Strategic Brand Planning

LEVI STRAUSS & CO.

On the Streets : An Analysis of the Contemporary Trends

in the Asian Teen Market

This session, conducted by Taylor Nelson Sofres (Market Research

Agency of The Year 2001) will highlight the essential information

on the trends on Asian Teens based on qualitative research from a

psycho-social perspective.

» what happens to the little Emperor when he reaches the teens?

» what ‘anchors’ do latch-key teens look for and need?

» brands as ‘badges’ - the ‘me’ generation;

« the role of peer pressure, how influences filter down from the
‘trendy’ set

e brand loyalty? - how teens drop out of ‘family brands’ and

Website: www.iqpc.com.sg/AS-463
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re-enter them later on as adults.

e crossing the chasm - what is the relevance of new technology
absorption theories for teens today?

¢ how to get to know what’s going on in teenagers’ minds - from
a marketing research point of view;

Priya Tandan, Director, Regional Qualitative Research

TAYLOR NELSON SOFRES

End of Day 1
Day Two [ 17th July 2002, Wednesday ]

Re-registration and Coffee
Chairman’s Opening Remarks

Designing for Success - Creating a Design to Captivate
Your Audience

A core part of a product or service is the package in which it is
presented in. The packaging serves as the ‘face” of a brand from
which consumers can identify and differentiate your product from
a myriad of other products. More so for teenagers, who are well-
known to be highly visual and image conscious creatures. Hence,
the design of the packaging is an integral part of the branding
success of your product. This session will explore:

» The Good, The Bad and The Ugly

 Identifying a Design that best represents your product
 Catching the Eye of the Asian Teen

Jonathan Bonsey, Managing Director

THE BONSEY DESIGN PARTNERSHIP

“That was Awesome, Man!” - Launching a Winning Asian

Teen-Focussed Marketing Campaign

Creating a campaign is creating an experience. It is a vehicle for

marketers to allow consumers experience and gain insight into the

brand. How do marketers design and execute the campaign with

panache while fulfilling the objectives of the campaign? This

session will enable you to understand the essential factors which

need to be present in launching a successful teen campaign, in this

case, Asian teens, to view the brand through the marketer’s eyes

and ultimately buy into the brand.

* What are the key factors that make a campaign a winner?

¢ What every teen marketer needs to know before planning a
teen-centred campaign

* How do you effectively incorporate the various important
elements into your marketing plan

* What are the key caveats to look out for?

Addison James, CEO

LOWE SINGAPORE

Tea and Networking

Getting Teens to TUNE-IN - Effective Communications

Strategies

How many times have we heard lamentations of parents, teachers,

and yes, teen marketers that they just can’t seem to get the

message across to teens? A seemingly simple and direct message

can easily be misconstrued or worse, ignored by teens. With a

specific focus on Asian Teens, Bernard will delve into his

experience as radio DJ, programmer and manager, with

illustrations on radio stations, in communicating with teens to

debunk the myths of teen communication methods and offer

solutions that will get your message across effectively.

* Why do teens TUNE-OUT on you?

* What can you do to open the lines of communication?

* What are the most effective strategies to employ to make teens
buy-into your brand?

» What should all teen marketers avoid?

Bernard Lim, Assistant Vice President

MEDIACORP RADIO

The East Asian Perspective - The Influence of Japan and
Korea to the Rest of Asia

Japan and Korea seem to be trendsetters for teens in this region. It
would not be an overstatement to say that they are crazy over

Register Today! Call 65-6325 6330 ¢ Fax 65-6224 2515 ¢ Email: enquire@iqpc.com.sg * Website: www.iqpc.com.sg/AS-463
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music, apparels, hairstyles, toys and games originating from these
countries. Why and how did this phenomenon come about? What
edge do they have over brands originating from other countries?
Could it be the originality, sense of adventure and fun which all
seem so inspiring to teens here? Or is it because it is something
they could relate to? How can you as an Asian teen marketer learn
from these East Asian brands?

Dave McCaughan

Senior Vice President, Director of Consumer Learning
MCCANN-ERICKSON ASIA-PACIFIC

Lunch

Email Marketing to Teens: What Works

Every teenager has an email account. So you can be sure you are
directly in contact with your target market by using this mode of
marketing. Byron will discuss the merits and perils of email
marketing, how to access different data marketing services and
what to look out for to ensure the best response rates for campaigns.
* Know your audience: Understanding how teens use email

» Designing games and funky designs to attract their attention

» Permission or interruption marketing : What works

* How do teens respond via email

Byron Constable, President & Co Founder

MADEFORCHINA

Inventing and Maintaining a Brand That Attracts Teen

Dollars Through Innovative Communications Campaigns

Virgin is one of the world’s most recognised brands. Its association

with innovation and fun is unmistakable. In this dynamic session,

Nathan will leverage on his experience in brand marketing to discuss:

* Developing the brand to reflect the changes and demands in the
teen market : How do you keep up with trends?

* Capturing the interests of teens: How to avoid falling into
traditional marketing and advertising methods which may not
work

* Creating a creative culture within the organization: Encouraging
new ideas, new avenues and outside-the-square concepts for
marketing, advertising and sales programs.

Nathan Rosenberg, Brand Guy

VIRGIN MOBILE

Tea and Networking

See You Online! :) - Effective Internet Marketing

Strategies to Asian Teens

Teens make up a huge chunk of active Internet users. They are the

consumer group with the highest propensity to react based on what

they see online. Logically, marketers should capitalize on this

platform to reach out to them. In this session, Sandy will capitalize

on his knowledge of online teen marketing to share with you:

* How do you develop an online marketing strategy that is
irresistible to Asian Teens?

* What do they want? How do they want it?

*  What matters more - your website content, design or other features?

* How relevant is it to have marketing synergy between your
online and offline initiatives?

* How do you create it this synergy?

Sandy Monteiro

Director, Music & Marketing /General Manager Southeast Asia

SOUNDBUZZ

INTERACTIVE PANEL SESSION

Diving into the Bags and Pockets of the Quintessential
Asian Teen

This no-holds-barred session will enable you to ask the experts
themselves directly about their thoughts, lifestyle, and thoughts on
your brand.

Chairman’s Closing Remarks

End of Conference
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post-conference

18th July 2002

Workshop A ¢ 09.00 - 12.00

Permission Email Marketing Leader Training
Led by : Byron Constable, President & Co-founder, madeforchina

This 6 step interactive workshop is designed to empower Senior marketing, advertising and media professionals in Asia to make
well informed decision on buying and using email marketing services to run campaigns. Attendees learn how to:
 evaluate email marketing and database services

» avoid exposing their brand to any potential risks during the campaign

+ get maximum return on their investment for each campaign.

The workshop has been attended by people working in the marketing and media division of the worlds leading
corporations (including Intel, Ogilvy interactive, Mdigital, Kodak, Nokia ...) operating in Asia.

About your workshop leader

Byron Constable was born in the UK in 1968 and educated at Kingston College, London. He began his career as a forecast analyst in
one of London’s leading commodity consultancies, where he developed a fascination with looking into the future and the effects of
consumer behavior in different markets and countries. After living for a few years in the USA and France developing his creative skills,
he was appointed Marketing Director for a firm in Hong Kong, only to be re-assigned to Beijing, China 2 years later.

In 1997, shortly after this transition, he and a business partner setup madeforchina with the vision of creating innovative consumer
activities for clients marketing to Mainland China consumers.

For the next 5 years madeforchina was to shape the history of consumer marketing in China with the creation of sensational digital media
promotions such as Intel Netpanda, Nokia Adventure game and “Go girl”, China’s first virtual hostess, and more recently as the inventors
of the phrase “permission email marketing” in Mandarin Chinese.

Now, madeforchina has matured to become the leading Permission email marketing company on the mainland, having accumulated a
database of over 8 million profiled consumers and running email campaigns for a range of distinguished clients including, Ericsson,
Microsoft, HP, Esprit, IBM and Dell. Madeforchina also owns MFC insight, a consulting company renown internationally for their
expertise in advising business leaders on the future development of Mainland China’s telecommunication industry.

He frequently lectures on permission email marketing techniques and was the creator of the marketing leader executive training program
already completed by over 300 senior level marketers from multinational corporations and 4a advertising agencies.

Lunch ¢ 12.00 - 01.00

Workshop B * 01.00 - 04.00

A Practitioner’s Guidebook to Implementing Innovative Teen Communications Campaigns
to Capture the Teen Dollar!
Led by : Nathan Rosenberg, Brand Guy, Virgin Mobile

It’s not easy to come-up with a campaign that is innovative, fun, relevant and attention-grabbing for teens. But we all know how
essential this is to brand building, and this challenge is doubled as your target market is teens. In this session, Nathan will walk
you through:

* What is your idea of a great campaign if you were a teen?
* What do you remember most about the campaign?

» Translating your ideas into concrete actions

 Building a marketing plan

About your workshop leader

Nathan Rosenberg joined Virgin Mobile in June of 2000 and heads up the brand marketing area, responsible for the
development of the brand and marketing communications strategy.

Virgin Mobile is Australia’s fastest growing mobile company and is setting the pace for the rest of the industry. In less than
18 months it has become number 3 in net connections. It works closely with its sister companies in the United Kingdom
and Singapore to ensure it is able to benefit from the experience of other markets.

Nathan has seven years telecommunications industry experience and was previously responsible for Channel Marketing at
Vodafone and Marketing Communications activity at Optus Mobile for its pre-paid product. Before working in
telecommunication, Nathan worked for Optus TV in Publicity & Promotions, and Community Aid Abroad in Events
Management.

Nathan has a passion for the Virgin Brand because of its focus on people and its brand values. Nathan comments “At Virgin
Mobile we challenge the way things have always been done and deliver a service that keeps things simple, fun and great
value for the customer”.

Nathan truly believes that only Virgin Mobile can deliver ‘real’ change to the world’s mobile market, as it is unencumbered
with the traditional models of business operations for a mobile company.

sdoys)yiJom 9AI13OIDIIUI
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Here are just some companies who benefited from
IQPC’s past youth-marketing conferences.

WHO SHOULD ATTEND?

Coca Cola Warner Bros Leo Burnett Marketing Directors
Walt Disney Pepsi Danone Asia
} ) i i Youth Marketing Directors
Kraft Foods Smithkline Beecham Bristol-Myers Squibb
Burger King Cartoon Network San Miguel Food Advertising/Media Directors
) Group
KFC Holdings TNT

singapore Telecoms Market Research Directors

Cold Storage TV12
Frito-La
Lego Asia Nike y Brand/Product Managers
) ) Lycos Asia
Mattel Lion Corporation Media Executives
. . Discovery Asia
Nickelodeon Singapore Cable
Vision Unilever Promotion Managers
Microsoft

.

SPONSORSHIP AND EXHIBITION OPPORTUNITIES

Would you benefit from marketing your products or services to key decision-makers in teen/youth marketing?

The delegates at this conference will all be looking for solutions to their teen/youth marketing strategies. As a solutions provider, can you
afford to miss out?

Whatever your needs, we have sponsorship packages to suit your objectives and budget.
» Enjoy recognition as the market leader through extensive logo signage

» Network with leading industry figures through lunch or drinks reception sponsorship
* Gain market share through demonstrating your products on an exhibition stand

» Communicate your message to buyers when they are at their most receptive

For further details of how to use these proven methods and how we can tailor a solution to suit your profiling and budgetary requirements,
please call Camilla Hall at +65-6323 9459 or e-mail: camilla.hall@wbr.com.sg

CAN'T MAKE IT TO THE CONFERENCE?

IQPC CONFERENCES AVAILABLE ON COMPACT DISC (CD)!

For only $599 (8499 if registering as a delegate) capture all of the information presented at IQPC conferences on professionally recorded
and edited compact discs(CD)! Your purchase includes a permanent reference of 12-18 compact discs(CD) and the complete conference
documentation. Listen to industry leaders share their expertise with you in the car, on the train or on your next flight. Share the compact
discs(CD) at department meetings and with off-site associates. Your order is risk free! If not satisfied simply return the product within 15

days for a full refund. To place an order simply fill in the form on the back page and tick the appropriate box.

OFFICIAL MARKET INFORMATION PROVIDER OFFICIAL PUBLICATION

FUROMONITOR Euromonitor International AdAsia is the colourful,
NTranaTionar A global market information provider since 1972, Euromonitor has an i . leading, independent magazine
excellent tack record in the analysis of consumer goods and services - Country - ““ for the advertising, marketing
& Market Information, Forecasts, Company Information, Information Sources and media community in the Asia Pacific
& Market Analysis. For a greater consumer insight- check up our range of award winning business region. Each month it contains news,
reference publications; statistical handbooks, directories and journals as well as our Global Market features and articles written in a lively and
Information databases (GMID). Remember that we also publish market studies & undertake interesting mannner. There is an email
consultancy projects. companion version, AdAsiaOnline, which is
Have a look at www.euromonitor.com or contact our Singapore office for a catalogue. sent free.
3 Lim Teck Kim Road #08-02 Singapore Technologies Building Singapore 088934
(65) 6429 0590 Fax: (65) 6324 1855 info@euromonitor.com.sg

making sense of global markets

Contact: Email: resonance@pacific.net.sg,
Website: www.adasiaonline.com

Register Today! Call 65-6325 6330 * Fax 65-6224 2515  Email: enquire@iqpc.com.sg * Website: www.iqpc.com.sg/AS-463
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A Two-Day International Conference ¢ 16th - 17th July 2002 « The Hilton, Singapore
Post-Conference Workshops on 18th July 2002

4 WAYS TO REGISTER

Phone
Tel: 65 - 6325 6330

Fax
your booking form
65 - 6224 2515

your booking form to

Post On Line
www.igpc.com.sg/AS-463

IQPC email: enquire@iqpc.com.sg

1 Shenton Way #13-07

N /

My code is: MA463 AAI A2BCDEFGHIJKLLZMNOPQRSS2TUVWXYZ
Please complete in BLOCK CAPITALS as information is used to produce delegate badges.
Please photocopy for multiple bookings.

Please do not remove this label even if it is not addressed to you.

CONFERENCE
INFORMATION
O Conference Only SS$ 2299
Q Conference + 1 Workshop Only SS 3098
Choose QAordB
O Conference + 2 Workshops S$ 3897
Q Workshop(s) Only SS$ 899 each
Choose JAordB

DELEGATE DETAILS

Please photocopy for additional delegate and/or delegate with different address

DELEGATE 1 Mr Q Mrs Q Ms Q Dr Q Other Q
Name

Email Telephone
Job Title Department

DELEGATE2 Mr Q Mrs @ Ms Q Dr Q Other Q

Name
Email Telephone
Job Title Department

DELEGATE3 Mr OQ Mrs @ Ms Q Dr @ Other Q

Name
Email Telephone
Job Title Department

Organisation Nature of business

Address

Postcode Country
Telephone Fax
Dept. Head Title

Name of person completing form if different from delegate

Signature Date

[ agree to IQPC's payment terms

No. of employees: 1-19Q 20-49Q 50-99Q 100-199 Q 200-499 Q 500-999 Q 1,000 Q
Please indicate if you have already registered by Phone d FaxQ EmailQ WebQ
Please note: If you have not received an acknowledgement before the conference, please call us to confirm
your booking.

Singapore 068803

TEAM DISCOUNTS: IQPC recognises the value of learning in teams. Group
bookings at the same time from the same company receive the following discount:
* 3 or more 10%
* 5 or more 15%
¢ 8 or more 20%

This offer is exclusive of the early bird discount. Call us for a special discount
rate for team of 10 and above.
VENUE: The Hilton, Singapore

581 Orchard Road

Singapore 238883

Tel: +65 6737 2233 Fax: +65 6732 2917
ACCOMMODATION: Hotel accommodation and travel cost are not included in
the registration fee. A reduced corporate room rate has been arranged at
The Hilton, Singapore for attendees at this conference. To take advantage of
this special rate, please call The Hilton, Singapore at +65 6737 2233. Please
mention that you are attending the Teen Power Asia conference to obtain this
special room rate.

PAYMENT METHODS

0 By Cheque (Singapore registered companies only): Made payable to
IQPC Worldwide Pte Ltd

0 By Direct Transfer/Bank Draft: Please quote MA463 with remittance advice
IQPC Bank details: Oversea-Chinese Banking Corporation Limited,
65 Chulia Street, OCBC Centre, Singapore 049513
Bank No: 7339 Account No: 501-426928-001

Please instruct your bank to remit us the full amount, net of bank charges
Q By Credit Card:

Please debit my credit card: A Visa 1 Mastercard QO American Express

HEEEEEEEEEEN

Cardholder’'s name

Card No

[ ]

Signature

Card billing address (if different from Co.address)

Country Postcode

PAYMENT TERMS

Payment is required within 5 working days on receipt of invoice. If a booking is received
10 working days before the conference a credit card number will be taken to confirm your
place, likewise if full payment has not been received before the conference date.

Conference Documentation
and Compact Disc

---
I am registering as a delegate, please send me the Conference
Documentation and Compact Disc(CD) with a SS100 discount: SS499.

I cannot attend the event, please send me the Conference Documentation and
Compact Disc(CD) at S$599.

I cannot attend the event, please send me the Conference Documentation only
at S$499.

(Plus shipping and handling Singapore S$S10, Malaysia S$20 & other
countries S$50. Singapore Companies please add 3% GST)

(N.B Advance orders will determine whether or not this conference will
be recorded - Please enclose payment with your order.)

Q

Your order is risk free! If not satisfied simply return the product within 15 days
for a full refund.

CANCELLATIONS AND SUBSTITUTIONS - You may make substitutions at any time. Please notify us as
soon as possible. All cancellations will carry a 10% administration fee. Please confirm your cancellation in
writing. Regrettably, no refund can be made for cancellations received less than 10 working days prior to the
conference date. This will also apply to delegates who are unable to attend on the day.

YOUR DETAILS - Frequently, IQPC mails to selected lists that cannot be cross-referenced to our own
database. This means that you may receive a duplicate of this brochure, and if you do, we hope you will pass
it on to a colleague. If you wish to advise us of any duplicates simply send the incorrect information,
along with your preferred details to our database department, 1 Shenton Way, #13-07, Singapore 068803,
or fax to 65-6224 9514 or email to database@igpc.com.sg. Please ensure that you quote your reference number
(above your name) when updating us via email, fax or mail. It may however take some time, in which case we appreciate
your patience.

SPEAKERS CHANGES - Occasionally it is necessary for reasons beyond our control to alter the contents and
timing of the programme or the identity of the speakers.

DATA PROTECTION - Personal data is gathered in accordance with the Data Protection Act 1984. 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 box below.

Q Please do not pass my information to any third party.




