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ICMA BARCELONA GENERAL MEETING – 26-28 MAY 2005

SPEAKER BRIEF

SESSION TITLE:
Internet promotions

SPEAKERS:
Tibor Dumitriu, CTO, Anuntul, Romania



Alex Langley, New Media Manager, Friday-Ad, UK



Third panellist and chairman to be confirmed

DATE:

Friday 27 May - afternoon

LENGTH:
presentation of 15 minutes, approx 40 minutes discussion. 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 describe your product’s experiences (successful or unsuccessful) with Internet promotions, and analyse the characteristics of effective and efficient programmes.

SOME ISSUES:
What are the principal differences between offline and online promotion strategies?

How does the cost-effectiveness stack up?

Is the ability to customise messages the main advantage of using the Internet for promotions?

What’s the single most effective tactic you’ve used? And the least?

What’s the key to using email to promote your product successfully?

How can partnering with other online players deliver marketing advantages?

Are Internet promotions best directed to an audience of readers rather than advertisers?

What mobile promotion tactics have you used?

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



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

