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ICMA BARCELONA GENERAL MEETING – 26-28 MAY 2005

SPEAKER BRIEF

SESSION TITLE:
“If I Were A Rich Man” (Or Money Can’t Buy You Love”

SPEAKER:
Sidharth Gupta, COO, Free-Ads, India



Second speaker to be confirmed

DATE:

Friday 27 May - morning

LENGTH:
each presentation to be 20 minutes in length, plus 5 minutes Q&A. Presentations to be received at ICMA Head Office by 17 May please!

AUDIENCE:
ICMA delegates are publishers of classified-only advertising products, mostly via the print channel but also actively via websites. Most of the publishers come from the free-ads background (e.g. LOOT) due to our FAPIA origins, but since opening up we have publishers of vertical products (e.g. Autotrader), online only (e.g. eBay) and free-distribution (e.g. Friday-Ad). There will be approximately 120-130 delegates attending the General Meeting, about 40% will be senior management (publishers, general managers, CEO’s, MD’s etc.), 40% middle management (sales, marketing, circulation and business development managers) and the remainder will be more operational (IT, finance, sale people etc.). The company types range from independent entrepreneurs to regional players to classified specialists to business units of major newspaper groups. We expect to have 20-25 countries represented and whilst English is the Association language, speaking clearly and not too quickly is always appreciated.

OBJECTIVES:
To identify and analyse the characteristics of the local market (either high or low income) and to explore how these income-level characteristics pose marketing challenges and opportunities.

SOME ISSUES:
How important is price/value in the product offering?



What about the proportion of turnover dedicated to marketing investment?

How does the income level of the market affect the positioning of the product and the competition it faces?

What are the most effective marketing techniques for a low/high income country?

Does a low-income market always require a low-margin/high-volume approach?

Does a high-income market always tend towards vertical products and specialisation rather than horizontal publications?

Is the impact of online the major difference between low and high income markets?

ANY QUESTIONS:
Content/audience – Lucie Hime, l.hime@icmaonline.org, +31 20 6382336



Logistics – Karina van Lenthe, k.vanlenthe@icmaonline.org, +31 20 6382336

