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Main Conference Sessions

Financial  Communicat ions Forum

Session 1: Marketplace Update 2006

April 24

10:00 – 11:00am

Moderator: Elizabeth Gooding, President and CEO, Art Plus Technology

Panelists: Gerri Leder, Managing Director, Marketing, Legg Mason Investment Counsel

Neil Bathon, President, Financial Research Corporation

Michael Ellison, Executive Vice President, Corporate Insight

Warren Cormier, President, Boston Research Group

Where is the money going? This “must-attend” panel session defines the trends from the results

of quantitative and qualitative research. You will hear which financial products are more popular

with different demographics and why. Trust is a key issue in financial communications. Learn

through advocacy ratings how different types of financial services providers rank relative to 

one another, and whether customers’ preferences are evolving toward using a single or 

multiple providers.

Session 2: Regulators, Customers, and Life in Between

April 24

11:15am – 12:30pm

Moderator: Elizabeth Krentzman, General Counsel, Investment Company Institute

Panelists: Alexander Gavis,Vice President and Associate General Council, Fidelity Investments

Geoffrey R.T. Kenyon, Partner, Goodwin Procter

Paula Tkac, Financial Economist and Associate Policy Adviser,

Federal Reserve Bank of Atlanta

It has been said that the road to hell is paved with good intentions. It could also be said that the

road to customer confusion is paved by well-intentioned regulators. Corporate legal and compli-

ance professionals strive to apply all regulations, but related communications practices may

carry unintended consequences. A corporation’s communications programs expose them to three

key areas of risk: failure to comply with regulations, litigation from customers, and the risk of

confusing customers. Balancing these risks requires continuous collaboration between regula-

tors, compliance professionals and communications professionals to promote communications

that are transparent and effective, rather than simply well-intentioned. Influencing regulators

involves research and measurement on actual customer experience. Expert presenters will 

discuss methods for working with regulators and compliance professionals to

meet the needs of consumers.
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Session 3A: Marketing to the High Net Worth

April 24

1:30 – 2:30pm

Speaker: Andrea Trachtenberg, CEO, Ivory River Marketing

In the 1920s F. Scott Fitzgerald famously wrote that the rich are “different from you and me”.

In his day wealth was mostly inherited. Today most of the wealthy are self-made, and in their

backgrounds and frames of reference they are not so “different from you and me”. In this session

Andrea Trachtenberg draws upon her two decades of experience to draw out the implications of

this shift in wealth creation for financial marketers, particularly for those offering wealth-manage-

ment services. Andrea will also explore segmentation and positioning by a variety of psycho-

graphic profiles and discuss strategies for your sales force. You can’t afford to miss this session.

Session 3B: Outsourcing: What’s Out, What’s In?

April 24

1:30 – 2:30pm

Moderator: Bob Traeger, Vice President, Pershing

Panelists: John Kutch, Managing Director, Operational Services, Putnam Investments

Rich O'Brien, Project Manager, John Hancock Financial Services 

Mike Hoffmann, Director, Strategic Accounts, Rapid Solutions Group

According to the pundits, we dwell in the “era of outsourcing.” It seems that Bangalore has

become our back office. Punditry aside, the outsourcing issue looms large for many financial

firms that want to shed non-core operations and save a bundle to boot. This is a big and complex

decision. We have gathered a panel of veterans who will discuss the pros and cons, boons and

banes, of outsourcing. You will get valuable information on how to decide what and how much to

outsource. Who to select as your external providers. New tools to help you go through the

process. And much more. If your organization is considering outsourcing, this is a 

session for you.
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Session 4A: Case Study: Measuring How Communications Drive Sales, Asset Growth,

and Customer Retention

April 24

2:45 – 3:45pm

Speaker: Mark Weiner, President, Delahaye

Mark Weiner, an often-quoted authority on measuring the value of public relations, will present a

case study showing how a major financial institution got more bang for its bucks from innovative

public relations than from traditional marketing campaigns. He will discuss the latest and most

promising methods for measuring the return on investment for the different campaigns used

within a marketing mix.

Session 4B: Delivering the Right Message, Delivering the Message Right

April 24

2:45 – 3:45pm

Speaker: Eric Brickman, Vice President, Strategic Initiatives,The Newport Group

For many financial services firms, “online” is quickly becoming the primary channel for regularly

interacting and communicating with clients on a one-to-one basis. Even when the initial sale

takes place in person or over the phone, service is increasingly delivered online with little to 

no personal interaction. The challenge is to create client value and maximize the efficiencies of

online delivery channels without sacrificing the relationship or losing the level of intimacy and

trust that attracted clients to you in the first place. In this session Eric Brickman will take atten-

dees through several case studies that highlight a technology-enabled communications 

framework which includes specific, actionable, and measurable techniques to establish a multi-

channel communications strategy—one that takes advantage of technology but also strengthens

relationships, improves retention, and ultimately leads to new sales opportunities.

Session 5A: Marketing Annuities in a Changing Market

April 24

4:00 – 5:00pm

Speaker: Mike Zargaj, Senior Editor, Standard and Poor’s Financial Communications

In the coming years the first of the 78 million Baby boomers will begin to retire and require prod-

ucts and services that focus on asset distribution rather than asset accumulation. This demo-

graphic shift should be good news for annuity marketers, whose products

have smartly evolved over the years to be more in line with the income

needs of retirement investors. However, annuities continue to be down-

played by mainstream media and certain components of the investment

community as being stodgy, high-cost, insurance-based products that offer

little benefit for the average investors. This presentation will provide mar-

keters with new perspectives and strategies for overcoming the challenges

of marketing variable annuities. Using a series of examples and historical

data, the speaker will offer ideas on how to change the perception of annu-

ities within sales channels as well as with retail investors.
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Session 5B: The Brand with a Mission:The TIAA-CREF Story

April 24

4:00 – 5:00pm

Speaker: Jamie DePeau, Senior Vice President, Marketing Communications,TIAA-CREF

Every financial firm vows that it acts with the best interests of its customers at heart. Come see

and hear how TIAA-CREF has sincerely made that promise the centerpiece of its brand. Jamie 

DePeau will give you her first-hand account of how TIAA-CREF has carried out an exemplary

“brand rededication” encapsulated in the tagline, “For the Greater Good.” The goal is to demon-

strate the company's continuing commitment to its over 85-year history of ensuring the long-

term financial well-being of those who serve others. It also reflects TIAA-CREF's growth into a

Fortune 68 company offering a products and services tailored to meet the needs of its participants. 

Session 6: Top Trends in Financial Advertising

April 25

9:00 – 10:00am

Speaker: Bill Wreaks, President & CEO,The Wreaks Media Corporation

The winds of change are lashing the advertising industry with hurricane force. "It finally sank in

on Madison Avenue in 2005 that the 30-second commercial is fading as a means of hawking

products and services," reported The Wall Street Journal early this year. "Ad executives will be

busy in 2006 trying to figure out what to put in its place.” The traditional model of mass commu-

nications is in crisis. Audiences are fragmenting. Channels are proliferating. Niche marketing is

all the rage. The fertile imaginations on Madison Avenue envision clever ways to push ads onto

video iPods and cell phones with MobiTV. In this session Bill Wreaks will identify what he regards

as the top trends that financial firms need to watch and put to use.

Session 7A: How to Mine Your Customer and Rep Data and Turn it into Gold

April 25

10:15 – 11:15am

Speaker: Jim Lewis, CEO, Relationship Marketing

Physics tell us, "An object in motion will remain in motion."  This is also true with relationships—

the good and the bad. In this day of high expectations, skinny budgets, and bright-light accounta-

bility, what if you magically had the answers to the "will this work" test? In this session you will

hear, and see, how some of America’s most innovative companies use

existing sales and purchase history, of their reps and customers, to gain

insight and predict, with amazing accuracy, who is going to buy (or not),

what they’ll buy (among choice) and when they’ll buy. Then see how to

turn that behavioral insight into highly customized, data-driven integrated

campaigns, often in “autopilot” mode, to generate extraordinary results—

and measurable ROI. Attendees will get their own CD with a set of behav-

ioral modeling examples and campaign demo tools that allow you to test

drive this approach. You’ll learn how your company can start to make pur-

chase history become marketing history.
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Session 7B: E-Marketing Best Practices

April 25

10:15 – 11:15am

Moderator: Donna Wong, Director, e-Business Solutions, John Hancock 

Life Insurance Company

Panelists: Beth Cullinan, Executive Producer, Director of Web Technologies, Standard & 

Poor’s Financial Communications

Jason Shulman, Executive Vice President, Sales and Business Development,

Poindexter Systems

Greg Wilkins, Director, Financial & Healthcare Sales, Brainshark, Inc.

It’s a technology boomerang! We’ve developed all sorts of “killer apps” to market over the

Internet. But our “targets” are fighting back with their own weapons—the spam filters, consent

laws, and all the rest. How do you, as a financial communicator, get through the filters—both

technological and psychological? How can you woo, win, and connect with customers online?

This panel will explore what leaders in the industry are doing to attract, retain, and meet the

changing needs of their clients using the latest online techniques. Topics of interest include online

banking, bill pay, e-statements, performance alerts and how to turn convert typical cost centers

into profit centers.

Session 8: Consolidated Financial Communications

April 25

11:30am - 12:30pm

Moderator: Michael Ellison, Executive Vice President, Corporate Insight

Panelists: Shari Gershenfeld, Senior Vice President, Product Development,

Fidelity Personal Investments

Madeleine Yates, Director,Total Merrill Marketing, Merrill Lynch

Many investors yearn for the day when their financial firm will give them one statement that

“says it all.” Some leading firms are getting a competitive edge by doing just that—offering “con-

solidated statements.” In this panel you will hear from some of these industry leaders. Why they

did it. How they did it. This panel will address practical questions such as: Should you include

performance data? Should you aggregate outside assets? How do you balance the needs of mul-

tiple audiences? What are common pitfalls? This panel will share some precious nuggets of prac-

tical advice. Come hear from people who have “got it together.”
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Workshop A: How to Reach Your Intermediaries

April 25

2:00 – 4:00pm

Leaders: Evelyn Ehrlich, PhD, President, EC Communications

Andrea Trachtenberg, CEO, Ivory River Marketing

This hands-on workshop will give you practical ideas for getting your message out to a key audi-

ence—third-party intermediaries. With financial consultants, planners, and independent advisers

bombarded with proprietary and external marketing materials, how do you help make sure your

offers are the ones they actually respond to? This workshop uses team-based exercises to help

you understand the needs of the intermediary and how to position your organization to take

advantage of this knowledge. As head of marketing for Neuberger Berman, Andrea and her

group developed an “influential advisors” program designed to reach the 5 percent of intermedi-

aries who generate 80 to 90 percent of profit. The result: an ROI of 1000 times the investment.

Both Evelyn and Andrea are experienced seminar leaders who will offer concrete examples, sam-

ple materials, and other takeaways that you can put to use immediately.

Workshop B: Marketing ROI for Financial Communications

April 25

2:00 – 4:00pm

Leader: James D. Lenskold, President,The Lenskold Group

This workshop will take you through ways to apply the principles of marketing ROI specifically

for various forms of financial communications. We’ll discuss how to assess your impact on the

“customer funnel,” contributing toward incremental sales and customer relationships. The ses-

sion will include presentation of the ROI principles, thought-provoking exercises, and interactive

discussions to address your specific questions. At the end of this workshop you will have learned

how to (1) map the influence of your financial communications on progressing customers along

the buyers' funnel, (2) utilize different approaches to assign a financial value to your communica-

tion initiatives, (3) prioritize and select measurement methodologies, and (4) evaluate strategies,

tactics, and integration opportunities for profitability.
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