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Teens are spending US"#$ billion worldwide per year% Are
you already thinking of getting them to spend some of those
dollars on your products or services?

Attend and be confident with the know&how to:

✔ Implement successful teen marketing
strategies in your organization

✔ Analyze the generation gap between 
teens and their parents in China and how 
it affects your current marketing 
strategy

✔ Understand how you can employ
superstar power to appeal to teens

✔ Catch the right wave in marketing to 
teens online

✔ Minimize damage from piracy and
rip&offs: an inevitable result of success in 
a huge domestic market

✔ Understand what’s cool and what’s not 
with teens in China

✔ Attract and win the tech&savvy
generation

✔ Understand the one child policy and its
effect on China’s media landscape

Endorsed By:

10% discount to members

XBW

Don’t miss our interactive workshops, which enable you to implement successful teen marketing 
strategies in your organization

WORKSHOP A: DECIPHERING TEEN & YOUNG ADULTS’ BEHAVIOR - Why they act the way they do?

WORKSHOP B: DEVISING A TEEN MARKETING MIX IN CHINA

WORKSHOP C: MAKING ONLINE MARKETING WORK FOR YOUR BRAND OR PRODUCTS

WORKSHOP D: ORGANIZE EVENTS TO COMPLEMENT YOUR MARKETING CAMPAIGN

WORKSHOP E: GRABBING TEENS’ ATTENTION



DAY ONE : 19 MARCH 2002

8.30 Registration & Coffee

9.00 Chairman’s Opening Address
David McCaughan
Senior Vice President, Director of Consumer Learning
MCCANN-ERICKSON ASIA PACIFIC

9.10 The Hip Hop Generation: Find Out What’s Hot & 
What’s Not with China Teens
China’s allowance of capitalism within a communist state has created a 
generation brought up on MacDonald’s and MTV. With much more 
available in newly built mega malls and ubiquitous street markets, 
teens have cultivated a taste for what is “now”, hoping on to whatever 
that is trendy at any point of time. Linda shares what affects their 
current fancies and how to appeal to them.
• Deciphering the fickle and spontaneous generation
• Appealing to them by making a point to know what’s hot and 

what’s not
• Why market preferences are changing much faster than other markets
Linda Kovarik
Associate Director, Strategic Planning
LEO BURNETT

9.55 Teen Targeted Music Marketing-The Way to Teens’ Heart
Nothing speaks louder to teens than music. With so many budding and 
promising stars debuting every year, no wonder the competition and 
chart for success is ruthless. The marketing machine behind the artiste 
is equally as important as the talent of the artiste. Find out from Zorro 
how importance of “packaging” of the artiste is when it comes to 
marketing them to teens.
• Teens: Huge fans of superstars and music 
• The importance of knowing your audience in the “packaging 

strategy” of an artiste 
• Types of activities organized for teens to keep them connected with 

their favorite artiste.
Zorro Xu
Managing Director
WARNER MUSIC CHINA

10.40 Coffee & Networking

11.00 The Right Brain Method in Strategic Advertising to 
Target Female Teens
When you have a product specifically targeted at female teens it is 
important to know what  matters most to them. It is essential to be able 
to decipher the complexities in the transition between puberty and 
maturity. Find out some timeless truths as Vijay reveals his secrets in 
grabbing female teens attention.
• Deciphering the psychology of females teens
• Finding out what their whims and fancies are
• Deciding on the method to deliver the message across
• Maintaining a consistent message across various mediums
Vijay Santhanam
Marketing Director, Greater China Feminine Care
PROCTER AND GAMBLE CHINA 

11.45 Why Nike have Maintained Their Position as 
a Top Teen Global Brand
The brand “Nike” is on the lip of every teen! Nike has a unique 
relationship with teens worldwide, as they have been successful in 
getting their message across internationally. Find out how Nike is able 
to understand teenagers and how they manage to market in a 
meaningful way to them!
• How does sports fit into the lifestyle of the teen
• What attracts teens
• How have Nike bridged the gap between sport and clothing
Megan Ryan
Public Relations Director
NIKE

12.30 Lunch

1.45 Analyze the Generation Gap Between Teens & 
Their Parents in China Today
The generation gap between teens and their parents is said to be the 
widest in history. Teens have been exposed to the world outside China, 
and unlike their parents, they have been exposed to different forms of 

media ever since birth. With the internet evolution and progression in 
technology, teens in China are tech-savvy and sophisticated consumers 
who are familiar with international brands. In this session with Ian, 
find out how this generation gap has created an interesting texture in 
China’s media landscape for both consumer and luxury good.
• What entails the so-called “generation gap”?
• How can marketers capitalize on this generation gap
• Understanding the extend of teen’s influence on their parents
Ian Stewart
Director
THE FILTER GROUP

2.30 Beyond Branding-Marketing to the Socially Aware Youth Market
In order for any brand to survive and continuously appeal to the teen 
market, companies need to be aware that they have to be innovative in 
their approach in reaching out to them! In a 360 degree method of 
finding out the latest trends for teens, find out how to reach teens via 
different media forms.
• Finding out what teens read, what they watch
• Innovative ways of making strategic tie ups with different medias
• Reaching out to them through different medias
Soo Yee Kim
JIGSAW INTERNATIONAL

3.15 Coffee & Networking

3.30 Youth Brand Building in MTV China
TV is an integral part of any teen’s life. With hundreds of channels to 
surf, it is really difficult for teens to stay on any channel. But ask any 
teen you know and be sure that they watch MTV often. In this exciting 
session, see why MTV is so popular with teens as they produce the 
coolest, hottest stuff that make teens glued on.
• Why youth are so critical in brand development
• How to understand China Youth
• Where to catch China Youth
• Building a power brand for them
• The MTV way to appeal them
Li Yifei
Vice President & General Manager
MTV CHINA

4.15 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.COM

5.00 Chairman’s Closing Remarks

5.10 End of Day One

DAY TWO : 20 MARCH 2002 

8.30 Registration & Coffee

9.00 Chairman’s Opening Remarks
David McCaughan
Senior Vice President, Director of Consumer Learning
MCCANN-ERICKSON ASIA PACIFIC

9.10 Connecting with Youth the Levi-s® Way 
In an exciting new advertising campaign, Levi-s® customers jumped 
into giant life-size scanners and “photocopied” themselves in various 
poses in their Levi-s® jean of course! This “True Original” campaign 
just reiterates that Levi-s® knows how to relate to their audience. To 
teenagers, this campaign allows them to express their individuality, 
creating an emotional connection with the brand. In this session 
presented by Raju find out how to retain the fickle teens’ loyalty by 
being able to make an emotional connection with them.
• Projecting a youthful image to appeal to teens (or the young at heart) 

Register Today! Call 65-325-6330 • Fax 65-224-2515 • Email: enquire@iqpc.com.sg • Website: www.iqpc.com.sg

TEEN POWER CHINA 2002

CASE
STUDY

CASE
STUDY

CASE
STUDY

CASE
STUDY

INTERNATIONAL
CASE STUDY



Register Today! Call 65-325-6330 • Fax 65-224-2515 • Email: enquire@iqpc.com.sg • Website: www.iqpc.com.sg

TEEN POWER CHINA 2002
• Understanding that teens represent both present and future 

purchasing power
• Understanding teen’s characteristics and behavior in creating 

emotional connection with them
• How can a brand survive age transitions
Vrm Raju
Director of Strategic Brand Planning
LEVI STRAUSS & CO.

9.55 Understand How You can Employ Superstar Power to 
Appeal to Teens
Many brands have adopted the use of superstars, be it international or 
local stars to endorse their brand or products. This works really well, 
especially for the aspirational teen who tends to look up to celebrities. 
Find out how Vidal Sassoon uses superstars to endorse their brand and 
how they gain special attention from teens.
• Why it works?
• Reinforcing your brand name with a celebrity tag
• International and local super-stars
Hanson Sun
Brand Manager
PROCTER AND GAMBLE CHINA (VIDAL SASSOON)

10.40 Coffee & Networking

11.00 Tailoring Your Marketing Campaigns to Capture Teen Dollars
Today teens are media savvy and are aware of their feelings and 
perceptions when interpreting advertiser’s message to them. Find out 
how Singapore Telecommunications have been able to cut through the 
clutter and emerge Youth Marketer of the Year by MTV Asia’s Youth 
Marketing Award.
• What are the factors to consider when devising your teen marketing 

campaign
• Understanding teens in your market
• Appealing to teens in your marketing mix
Edwin Koh
Director of Consumer Marketing 
SINGAPORE TELECOMMUNICATIONS

11.45 The One Child Policy & its Effect on China’s Media Landscape
Even since 1980s, a rule clad in iron to control population growth in 
China has been established. Children who grow up in an environment 
where there is no need to share any of his parent’s affection and 
resources can result in an over indulgent child. With parents pinning all 
their hopes and aspirations to that one child, it should create an 
interesting media landscape for many marketers. In this session, Dave 
McCaughan shares his analysis on how companies can leverage the 
“side effects” of the one child policy to cash in on teen consumers...
• What are the social effects on China for having an entire generation 

of single-child families
• How has this changed the media landscape in China
• Making use of this changing social environment to better your 

marketing strategy
David McCaughan 
Senior Vice President, Director of Consumer Learning
MCCANN-ERICKSON ASIA PACIFIC

12.30 Lunch

1.45 PANEL SESSION
Minimize Damage from Piracy & Rip-offs:
An Inevitable Result of Success in a Huge Domestic Market
China has an undisputedly huge market. But this also means a strong 
breeding ground for “piracy”. Brands that have been painstakingly 

established could be cannibalized with a rip-off or a copy of a product.
Though teens are media savvy and well-informed as compared to their 
parent’s generation, most of the teens in China still do no possess that 
huge purchasing power. And quite a few of them turn to buying the 
cheaper counterfeit and avoid paying premium for the “real thing”. 
Join us for this controversial panel session where we will discuss:
• The effects of piracy on brand
• How to counter-react this problem
• Can this problem possibly have hidden benefits
Speakers of the Day

2.15 Teen Business, Good Business: Avon’s Story
Avon Products, the world’s largest manufacturer of beauty products has 
been updating its image as it seeks a younger market: teenage girls. 
Find out Avon’s route to extend her brand equity into new customer 
segments, distribution channels and new product categories as they 
venture into the rapidly growing teen market in China.
• Why is teen business good business
• Making use of various mediums to relay their message to their 

target market
• Branding strategy to stay relevant to this demographic
George Huang
Project Manager, Up 2 U
AVON CHINA

3.00 Coffee & Networking

3.20 Catch the Right Wave in Marketing to Teens Online 
Teens spend an average of 303 minutes online over 8 days. Since teens 
spend a significant amount of their time online, it is important for any 
brand or product targeted at teens to have an online marketing 
presence. But before you hop on this online marketing band wagon, 
you must assess what types of online presence you need. The important 
component of your online marketing strategy is viral marketing. In this 
session, find out how important it is to be able to make your online 
viral marketing complement your offline campaign.
• Examine the critical factors in determining whether you need an 

online presence
• Making viral marketing work
• The effectiveness of multimedia games in appealing to teens
John Zhao
Senior Manager, Art Studio
SOHU.COM

4.05 Sports & Entertainment Events:A Powerful Marketing Medium
Sport and music entertainment are integral to teens’ lifestyles and 
therefore a powerful marketing medium.  Positioning your brand 
alongside events that are meaningful to a teen’s lifestyle is a strategy 
for success.  In this session, discover how sport and entertainment fits 
into the lifestyle of teenagers and the impact of using such events to 
market to this demographic.
• How to leverage sponsorship of sports and entertainment events to 

complement your marketing strategy
• How to create a deep emotional connection between your brand and 

your target market
• Maximizing and measuring the effectiveness of sponsorship of 

sports and entertainment events
Jonty Kelt
Vice President Sales/Business Development
SPORTING FRONTIERS CHINA AND HONG KONG

4.50 Chairman’s Closing Remark

5.00 End of Day Two

WHO SHOULD ATTEND

Teen Power was researched and developed for Directors, Managers & Leaders of:

Marketing • Branding • Sales • Product Development • Marketing Research • 
Business Development • Advertising & Promotions

•• • •

CASE
STUDY CASE

STUDY

ASIAN
CASE

STUDY



Register Today! Call 65-325-6330 • Fax 65-224-2515 • Email: enquire@iqpc.com.sg • Website: www.iqpc.com.sg

PRE - CONFERENCE WORKSHOPS • 18 MARCH 2002

WORKSHOP A: 9.00AM - 12.00PM
DECIPHERING TEENS & YOUNG ADULTS’ BEHAVIOR: Why they act the way they do?

Led By: Ian Stewart, Director - THE FILTER GROUP
Soon Yee Kim - JIGSAW INTERNATIONAL

LUNCH 12.00 - 1.00

TEEN POWER CHINA 2002

How can you think like a teen when you are not one? It is crucial for marketers and product developers to understand why their target audience are thinking
and acting the way they do. This is to ensure that your marketing strategies or products appeal to the fickle and technologically savvy teenagers. In this practical
and interactive session with Ian and Kim, brainstorm on how you will be able to hit bulls eye with your target audience. HOW? Think and act like one...

ABOUT YOUR WORKSHOP LEADER
Ian Stewart, Director - THE FILTER GROUP
Ian came to Asia 11 years ago, working first for Market Behavior Limited (MBL) market research agency in Thailand, Indonesia and
Hong Kong. He later become the Research and Trends Manager for Coca-Cola for North Asia, based in Hong Kong, and focusing on
youth trends and marketing. He then accepted an offer to head the regional research and consumer strategy team at MTV, based in
Singapore. He then left to start his own youth marketing consultancy called Filter, which currently has offices in Bangkok, Hong Kong
and Singapore. He also owns a street fashion label called Soba with his wife.

Soon Yee Kim - JIGSAW INTERNATIONAL
Kim has been a curious qualitative researcher in China for the last 6 years. She believes in total immersion with the Chinese people to
fully gain invaluable consumer insights. Beyond the one way mirror, Jigsaw (the company she works) has consumer trend panels in several
key cities in China where her trend team keeps tab on the constant pulse of changes of the receptive Chinese consumers.

✔ Teen psychology: Searching for an identity

✔ Understanding teens

✔ Teens are fickle: How to make this fickleness your advantage

✔ Researching with teens

POST - CONFERENCE WORKSHOPS • 21 MARCH 2002

WORKSHOP C: 8.30AM - 11.30AM

HOW TO MAKE ONLINE MARKETING WORK FOR YOUR BRAND OR PRODUCTS
Led By: Byron Constable, President, Co-founder - MADEFORCHINA.COM

The effectiveness of an  online marketing strategy is a huge concern for any marketer who plans to invest scarce marketing dollars into an online strategy.
It is crucial for any marketer to know what are the factors that attract teens online. You may be thinking of incorporating the latest technology and designs
in your site.  But doing that may not necessarily have optimal results in attracting teens and could be a waste of resources. In this interactive session with
Byron, sketch out your roadmap to making your online marketing strategy work for your brand or products.

ABOUT YOUR WORKSHOP LEADER
Originally sent to Beijing, China in 1996 as a Marketing Director for a Hong Kong enterprise, Byron left the company in 1997 to set up
Madeforchina. In his tenure at Madeforchina, Byron has launched the Ford Transit (Ford’s only China produced car) created the NetPanda
for Intel, and put 5% of China’s Net surfing population through Madeforchina’s Nokia promotion. Byron speaks both Chinese and
English, and has over twelve years of marketing experience, four of which have been spent producing online and email promotions.

✔ What factors attract teens online

✔ When and why teens need “pushing’ to a site

✔ What works, what doesn’t work

✔ Blueprint for an online teen marketing project

✔ Implementing viral marketing

✔ What works to draw attention to your offline campaign

WORKSHOP B: 1.00PM - 4.00PM
DEVISING A TEEN MARKETING MIX IN CHINA

Led By: Linda Kovarik, Associate Director, Strategic Planning - LEO BURNETT

With more and more products going through the gates of the Middle Kingdom for fickle teens, it is crucial to devise a well-round marketing plan to gain
market share. Though it seems that TV advertising is definitely a must for brands that wants to reach out to the mass market, it is also important for any
marketer to use a creative and strategic slant to all elements of their marketing mix.  In this interactive session with Linda Kovarik, find out how your
marketing mix can keep the loyalty of the teens!

ABOUT YOUR WORKSHOP LEADER
Linda came to China in 1989 after graduating from Marquette University to assist the establishment of the Northeast China Language
Center in Changchun, Jilin Province.  In 1990 she moved to Beijing and worked as a documentary producer with CCTV and later with
the United Nations Education Science and Cultural Organization (UNESCO) as Programme Officer for cultural and education projects
in China, North Korea and Mongolia until the end of 1994.  After a four year stint in Sydney Australia working for the Australian Opera
and the Victorian State Opera  in Marketing and Sponsorship Linda returned to China as Strategic Planner with Ammariti Puris Lintas in
Shanghai to work on  Foster’s Lager, J&J brands, Adidas, and Unilever brands.  For the past 2 and a half years she has been working at
Leo Burnett Hong Kong as Associate Planning Director on and  P&G brands for Greater China (Vidal Sassoon, SK-II, Tampax & Inner
Science) and Wrigley’s chewing gum brands for China and on major consumer studies for Greater China.

✔ Understanding Teens in China

✔ What make them different from teens in the rest of Asia

✔ Devising a marketing mix: Advertising, viral marketing campaign, media 
events, strategic ties up...etc.

✔ Assessing the effectiveness of your campaign



HAVE YOU BEEN CREATIVE IN APPEALING TO THIS
LUCRATIVE BUT ELUSIVE DEMOGRAPHIC?

Teenagers- call them selfish, reckless, rude, fashion conscious, fickle and even rebellious BUT
don’t ever forget they represent 150 billion dollars of spending per year.

Numerous brands and products cite teenagers as their key target market but not all know how to
capture the imagination and loyalty of this lucrative market. 
In an age of media proliferation, the choice for teenagers is vast and exciting. Marketing budgets
are increasingly stretching into unchartered territories in an ever increasing array of methods.  Teens
are fickle but this trait represents a window of opportunity for marketers to out do their competitors
in the quest to get claim a share of their teen dollar. And with teen trends altering at an incredible
pace, it is imperative for all marketers to be on their toes in adapting to such rapid changes.
Be informed of the latest trends and updates in teen marketing with our panel of teen marketing
experts and strategists. With exciting case studies and expert analysis, witness how these experts
obtain their share of the teen pie and then, CLAIM YOURS!!!

Register Today! Call 65-325-6330 • Fax 65-224-2515 • Email: enquire@iqpc.com.sg • Website: www.iqpc.com.sg

OFFICIAL MARKET INFORMATION PROVIDER

Euromonitor International is a market information
provider since 1972 in the consumer goods industry.
We have offices in London, Chicago and Singapore
with a world-wide network of 600 research analysts
specialising in global consumer market research. We

undertake consultancy projects and publish 300 titles every year from market reports
to statistical books and directories. Our publications and services are widely used by
multinational companies, universities, government bodies and industry associations.

www.euromonitor.com • 40 Tras Street Singapore 078979
Tel: (65) 429 0590 • Fax: (65) 324 1855

Email: info@euromonitor.com.sg

MEDIA Magazine is Asia’s No.1 media and marketing
publication, covering news, analysis, features and industry opinion
from around the region. Established in 1973 and published
fortnightly, MEDIA circulates to 11,000 advertising and marketing
decision makers across Asia. MEDIA educates and entertains its

influential audience, making it an absolute must read for anyone in the marketing mix.
For media owners, advertising agencies, direct marketing agencies and creative
services companies, MEDIA offers the opportunity to reach an extremely highly
targeted audience of decision makers in a very cost effective way.

SALES & MARKETING CONTACT:
Mr. Stuart Adamson, Advertisement Manager

Tel: (852) 2565 2789 • Email: sadamson@media.com.hk

OFFICIAL PUBLICATION

Xinhua Business Weekly is an English language newsletter
that offers timely information about China’s economic and
market developments, as well as concise and authoritative

analyses and hard facts and figures that serve as an essential tool to succeed in doing
business in China.

XINHUA BUSINESS WEEKLY
Domestic News for Overseas Service Department, Xinhua News Agency

57 Xuanwumen Xidajie, Beijing 100803, P.R. China
Tel: (86-10) 63074953/63074642/63074955 • Fax: (86-10) 63074642 

Email: ceiszong@public3.bta.net.cn

OFFICIAL NEWS MEDIA
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CHINA INSIGHT:
HIDDEN POWER, REAL ENGINE

China is not only biggest market in term of numbers but
also the most interesting one in the 21st century. Why?
Because China is becoming the “real-engine” of New
Asia Economy. And teenagers are the “hidden power” in
the market. Why? Because they are one of the “more”
important part of the existing market and the “most”
important part of the future market. So, if you attend this
conference, you will get the valuable insights of the
“hidden-power” of “the real engine” in Asia!

WORKSHOP D: 12.15PM - 3.15PM
ENTERTAINMENT EVENTS TO COMPLEMENT YOUR MARKETING CAMPAIGN

Led By: Jonty Kelt, Vice President Sales/Business Development - SPORTING FRONTIERS CHINA & HONG KONG

Teens love to be entertained and organizing live events is an effective way to make an emotional connection with them. By assessing your brand/products,
you can decide what types of live events you can use to leverage your marketing mix. In an interactive and fun packed session with Jonty Kelt, discover
how you can make your brand stand out even more!

ABOUT YOUR WORKSHOP LEADER
Jonty is a New Zealander whose marketing experience spans the financial services, digital media and entertainment industries. Having
worked in Australasian countries, China and Europe he has a keen interest in the evolvement and differences of markets and how they are
affected by the forces of globalization.

✔ What are the types of events that will work for your brand or product?

✔ How to maximize R.O.I from event sponsorship investment?

✔ How to measure R.O.I from event sponsorship?

✔ Leveraging co-sponsorship opportunities?

WORKSHOP E: 3.30PM - 6.00 PM
GRABBING TEENS’ATTENTION

Led By: John Zhao, Senior Manager, Art Studio - SOHU.COM

Finding out what colors and design will attract teens’ attention is by no means easy. Teen trends change so quickly it is difficult to determine the styles and
design. However, it is economically viable to be able to let the design or packaging stay “hot”. Through an interactive session of brainstorming find out how
to incorporate your marketing strategy into feasibility planning to design a poster, packaging or an advertisement.

ABOUT YOUR WORKSHOP LEADER
John Zhao is senior manager in charge of SOHU Art Studio. John joined SOHU.com in 1998 and has had extensive experience in Online
Marketing, Website Development, Multimedia and UI Design. He has provided professional design services for clients such as Ericsson,
Motorola, Nokia, IBM, COMPAQ, Intel, TCL, Legend, Tricon(KFC,PizzaHut), Procter & Gamble and Bank of China.

✔ Making a list of priorities for different elements in a marketing campaign

✔ Linking the identity of your brand with design and color

✔ How can licensed product enhanced design attract teen’s attention

✔ Class quiz: Test your TEEN-ability with the what’s hot what’s not test

XBW

Hong Kong Institute of Marketing (HKIM), founded in
1982, is the only independent Hong Kong-based non-
profit making marketing professional organization. It is
dedicated to promoting marketing as a philosophy of
business, enhancing personal and professional
development of members, and advancing Hong Kong as
a leading center of marketing excellence in the Asia
Pacific region.
Enquiry: (852) 2881 6682 • Website: www.hkim.org.hk
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SUPPORTED BY

10% discount to members



❑ Conference Only US$ 1399

❑ Conference + 1 Workshop Only US$ 1848
Choose ❑ A or ❑ B or ❑ C or ❑ D or ❑ E 

❑ Conference + 2 Workshops Only US$ 2297
Choose ❑ A or ❑ B or ❑ C or ❑ D or ❑ E  

❑ Conference + 3 Workshops Only US$ 2746
Choose ❑ A or ❑ B or ❑ C or ❑ D or ❑ E

❑ Conference + 4 Workshops Only US$ 3195
Choose ❑ A or ❑ B or ❑ C or ❑ D or ❑ E

❑ Conference + 5 Workshops US$ 3644

❑ Workshop(s) Only US$499each
Choose ❑ A or ❑ B or ❑ C or ❑ D or ❑ E       
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Conference Documentation
and Audio Cassettes

❑ I am registering as a delegate, please send me the Conference 
Documentation and  Audio Cassette with a US$50 discount: US$300.

❑ I cannot attend the event, please send me the Conference Documentation and  
Audio Cassette at US$350.

❑ I cannot attend the event, please send me the Conference Documentation only 
at US$290.
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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.
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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.
❑  Please do not pass my information to any third party.

CONFERENCE
INFORMATION

PRICE

TEAM DISCOUNTS: IQPC recognises the value of learning in teams. 
Group bookings at the same time from the same company receive 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: Okura Garden Hotel, Shanghai
58 Maoming Nan-Lu
Shanghai 200020, China
Tel: (86-21) 6415 1111 Fax: (86-21) 6415 8899

ACCOMMODATION: Hotel accommodation and travel cost are not included in
the registration fee. A reduced corporate room rate has been arranged at 
Okura Garden Hotel, Shanghai for attendees at this conference. To take
advantage of this special rate, please call Okura Garden Hotel, Shanghai at
(86-21) 6415 1111 Please mention that you are attending the Teen Power
China 2002 to obtain this special room rate.

PAYMENT METHODS
❑ By Cheque (Singapore registered companies only): Made payable to 

IQPC Worldwide Pte Ltd 

❑ By Direct Transfer/Bank Draft: Please quote MA407 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

❑ By Credit Card:

Please debit my credit card: ❑ Visa   ❑ Mastercard   ❑ American Express

Card No

Expiry date

Cardholder’s name 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.

TEEN POWER CHINA 2002 


