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brand building and worldwide benchmarking

Day one looks at the impact iTV advertising will have on branding,
importantly how campaigns are being benchmarked worldwide, and the
impact that PVR’s and on-demand TV will have on advertising strategies.

0800 Registration, Refreshments
and Exhibition

0900 Chairman’s Introduction
Bob Wotton, Director of Media and
Advertising, ISBA

0910 Opening Keynote:

The worldwide interactive TV

advertising market

o Key trends in iTV direct response
and brand building

® \What lessons for adoption and
usage can we learn from worldwide
companies

¢ \What usability models are emerging
worldwide?

SESSION ONE

UNDERSTANDING THE
INTERACTIVE TV ADVERTISING
MARKET

The first session will review the
current market position, consumer
reaction, emerging business models,
and the types of campaigns being
run.

0940 Understanding the

commercial rationale for

delivering interactive TV

advertising

¢ Integrating iTV advertising into a
broadcast business

* Making iTV advertising pay for the
broadcaster

1010 Building the business case

for interactive TV advertising

Rob Leach, Head of Interactive

Services, BSKYB, UK

® Examining different iTV advertising
models

¢ Understanding the advertising
opportunity behind Interactive TV

o Delivering next-generation
interactive TV advertising

1030 Designing and Launching iTV

advertising: A US Case Study

Lori Schwartz, \/P, Dir. of Emerging

Media, Zentropy Partners, USA

Dominic Laval, Chief Operating

Officer, Emuse

® The goals of the campaign

o Global or regional reach

¢ Designing the service & making it
work

e Overview of launched US
campaigns

1050 Q&A

1100 Coffee and Exhibition

SESSION TWO

DEPLOYING INTERACTIVE TV
ADVERTISING WORLDWIDE

This session will look at the global
opportunities available for iTV
advertising and how multiple partners
have been approaching iTV
advertising in different countries.

1130 Deploying iTV advertising

services in the US — What appetite

does the market have?

Rich Forester, VP New Media &

Tyler Slocum, Producer, Advanced

Services, DIRECTV, USA

e |s there a market and if so where is
it today?

® Where is DTV today in relation to
that market?

® What will DTV do to try and
influence that market?

1150 Delivering iTV advertising

over cable in the US

Debby Ruth, VP New Media, Cox

Communications, USA

® Dynamics of the US marketplace

* What types of Interactive TV
advertising are being deployed in
the US?

* Where the US Market is going in
the future?

1210 South African Interactive TV

Advertising Market: An Update

and Pan-Africa iTV opportunities

and challenges for the future

Richard Fyffe, General Manager iTV,

Multichoice SA

Sean Fairless, iAds Sales Manager,

Oracle Airtime Solutions

e The commercial opportunities that
DStv's interactive advertising
medium offers the local market.

e Case studies; BMW, Toyota, Jack
Daniels, P&G, Hugo Boss, Audi and
Peugeot.

1230 Panel: Benchmarking

interactive TV advertising

campaigns worldwide

Rich Forester, DIRECTV, USA

Debby Ruth, Cox Communications

Richard Fyffe, Multichoice SA

Rob Leach, BSKYB, UK

® What are the key learning’s from
worldwide interactive TV advertising
campaigns?

® What strategies have been the most

successful in driving viewer
interaction and response?

Lunch, Networking and Exhibition

www.interactive-tv-advertising.com

SESSION THREE

USING ITV ADVERTISING FOR
BRAND BUILDING

Many campaigns are citing a
significant effect on a brand'’s
spontaneous awareness. What are
the latest findings in this area?

1400 Afternoon keynote:

Delivering enhanced program

sponsorship to leverage the brand

Peter Birch, Head of Interactive TV,

1A%

Simon Lloyd, Head of Marketing,

Nokia

* [TV enhanced program sponsorship;
Success stories to date

 Benefits of enhanced program
sponsorship

o Plans for the future

o Case study; Nokia sponsorship of X
Factor

1430 In the world of Interactive
Advertising, Content is the
cornerstone of success

Mark Brown, Strategy Partner,

Weapon7

Ben Curwin, Senior Product

Manager, Virgin

¢ Engage viewers and they will come
back for more, boredom leads to
‘Back Up'.

e Strong creative delivers results but
offer film or music and you can
deliver unprecedented levels of
interaction.

1500 Panel: Key challenges

involved with delivering iTV

advertising for brands

Claire Beale, Editor, Campaign

Sheryl Norman, Head of Marketing

and Media Assets, Coca Cola

Helene Venge, Head of Digital

Marketing, Levi Strauss

o Advertisers raise key issues in
moving the market forward

® Questions advertisers need
answering to move forward and
increase spend

Afternoon break

SESSION FOUR

THE IMPACT OF ON-DEMAND TV
& PVR’S ON ADVERTISING

The impact that PVR's will have on
existing advertising models, will it
produce ad skipping, what impact will
IPTV and other on-demand models
have on advertising?

1600 The impact of video-on-

demand on TV advertising:

Delivering TV advertising over

IPTV, New Technology, New

Opportunities?

John Mills, Director of commercial

services group, Video Networks

¢ How will the current advertising
market change in the next 5 - 10
years?

* How can the TV advertising world
exploit the opportunities available?

¢ The HomeChoice service and the
potential for on-demand advertising

1620 The threats and
opportunities of PVR's

1640 Analyzing the changing TV
model, concentrating on the role
of PVR devices

1700 Panel; Learning from

Worldwide Interactive TV

Advertising Campaigns; Best

Practice

Mark Brown, Weapon7

Peter Birch, ITV

Merlin Inkley, Head of Airtime

Management Channel 4

Parminder Singh, Vice President,

Worldwide Market Development,

Ensequence

* How have the different iTV
advertising models worked
worldwide?

* Which types of iTV advertising have
been most successful and why?
¢ What lessons can be learnt when

targeting niche audiences?

Summary and Close

Networking, Drinks Reception



creativity, direct response and research

Agencies, both creative and media buying/planning are working with
advertisers in a variety of ways to develop campaigns. This is yielding new
focus on how accountable and effective interactive TV is for direct
response and subsequently how the medium is measured.

0800 Registration, Refreshments
and Exhibition

0900 Chairman’s Introduction
Mike Colling, Managing Director,
MC&C and Chair of the iTV Council,
DMA

0910 Opening keynote:
Developing strategies for iTV
advertising

SESSION ONE

BUYING & CREATING iTV
ADVERTISING CAMPAIGNS

How are agencies and advertisers
going about planning, buying and
creating iTV advertising campaigns,
mapping the consumer interaction,
and delivering a seamless experience
across all functions.

0940 Planning and developing an

iTV ad campaign from concept to

delivery

o Delivering return on investment on
your campaign

® The advertiser's perspective

1010 Creating a “brand

experience” and not just a

"brand hit”

Andy Benningfield, Associate

Director/Head of TV, BKI&E

Stephen Gray, Marketing Director,

Daimler Chrysler

o Delivering a seamless iTV
advertising experience

 Pushing the creative experience
through iTV

o Case study; Daimler Chrysler

1040 Giving something back to

the viewer - the sales promotion

angle

Chris Moreton, CEO, Press Red Ltd

Andrew Constable, Head of

Media, Coors Brewers Ltd

¢ |-Ads work best if the viewer is
rewarded for Pressing Red

o Extending the reach of sales
promotion campaigns

o Case Study: Grolsch

1100 Coffee and Exhibition

SESSION TWO

DELIVERING DIRECT RESPONSE
WITH ITV ADVERTISING

Session two looks at how the direct
response industry is looking at
delivering cost effective interactive
TV ad campaigns.

1130 Utilising iTV as a direct

response for the automotive

industry

lan Armstrong, Manager,

Customer Communications,

Honda UK

 Hate Something Change
Something - how iTV supported
our branding and achieved a great
response

e Dealer of the Future - the ultimate
response

1150 Developing targeted

interactive TV advertising

campaigns that are relevant to

each audience

Merlin Inkley, Head of Airtime

Management Channel 4

Andrew Heselwood, BT Broadcast

Services

* How do you actually draw people
to your enclosed interactive
environment?

¢ Matching individual consumer
needs, values and behaviours with
relevant content and messages

* Mobile phones as a return path

1210 How successful is iTV
advertising when compared to
other direct response mediums?
Navine Dayal, Head of Advertising,
Landrover

1230 How advertisers would like

to use iTV for direct response

Anders Hakfelt, Managing

Director, Mindmatics

Andrew Heselwood, New Media

Development Manager, BT

Broadcast

Richard Lindsey-Davies, Director

of Public Affairs, Digital Television

Group

¢ What hinders iTV advertising as a
direct response medium

e Utilizing mobile and interactive TV
to generate compelling response

* How does the direct response
industry view ITV?

1250 Q&A

1300 Lunch

www.interactive-tv-advertising.com

SESSION THREE

RESEARCHING AND MEASURING
ITV ADVERTISING

Measurement is key area of iTV
advertising, with many looking at
how to use the overlay, who is
leaving the broadcast stream, for
how long, and what effect it is
having on branding.

1400 Evaluating digital TV

advertising expenditure:

comparing the systems and

methods available

Andrew Howells, Managing

Director, ZIP Television

* What are the options for making
your interactive advertising
campaigns more measurable

* Tracking the effectiveness of
campaigns on digital TV and the
web, which are understood by
both the advertiser and agency
community

1430 Accurately Measuring and

Optimising Interactive

Advertising Campaigns on UK

Cable

David Ratcliffe, Director of Digital

TV, Real Media and Advertiser

* The benefits of measuring and
optimizing campaigns using an ad
management solution

* Measuring the effectiveness of
interactive ads using standardized
metrics

* Developing, delivering and tracking

the success of different executions
to different audiences

1500 Concept Testing and Pre-

Launch Development for

interactive advertising

Thomas Curwen, Marketing &

Planning Director, Publicis Group

Fran Patey, Head of iAd Research,

iBurbia

¢ Why research your interactive ad
before launch?

e What is the most effective way to
conduct this pre-launch research?

* How does this work with creative
agencies, and how are the results
implemented?

¢ What are the creative benefits of
pre-launch research?

1520 Q&A

1530 Coffee and Exhibition

SESSION FOUR
FUTURE ADVERTISING MODELS
AND TECHNOLOGIES

1600 Major considerations in
interactive TV Advertising
Parminder Singh, Vice President,
Worldwide Market Development,
Ensequence

1620 Authoring for iTV
advertising

1650 D&AD Awards Preview —

Best practice in Interactive TV

Advertising

John Williams, Creative Director,

Wunderman

* An overview of the nominees for
the design and advertising
industries D&AD awards

1710 Panel Q&A : Understanding
and exploiting interactivity on
TV to create and build your
brands.

Andrew Howells, ZIP Television
David Ratcliffe, Real Media

John Williams, Wunderman

Summary and Close

register before
30 april to
receive a

15% discount



fax +44 (0)117 907 4223
mail Junction Ltd, 42 Jacobs Wells Road, Bristol, BS8 1DR, UK
online www.interactive-tv-advertising.com

delegate 1

Suffix [ Ivr [ mrs Ems [ lor. [lprof. [ lother

Surname

First Name

Job Title

Email

Tel

Fax

Organisation

Address

Post Code

Registration type

Day One 24.06.05
Standard

Early booking discount
Membership discount rate
Day Two 25.06.05
Standard

Early booking discount
Membership discount rate
Two day pass

Standard

Early booking discount

Membership discount rate

Cost (£f)

£599.00
£509.15
£509.15

£599.00
£509.15
£509.15

£995.00
£845.75
£845.75

Conference documentation only

Standard
*Vat is charged at 17.5%

Group discount

A 10% discount is available for bookings of more than three people from
the same organisation registering at the same time.

£350.00

VAT

VAT
VAT
VAT

VAT
VAT
VAT

VAT

VAT

VAT

VAT

Total (£)

[ 1703.83
[ ]598.25
[ ]598.25

[ 1703.83
[ ]598.25
[ 159825

[11,169.13
[ ]993.76

[ 1993.76

[ 141125

Junction

delegate 2
Suffix [ Imr Cmrs Cms [ lor. [ lprof. [ lother

Surname

Job Title

| |
First Name ‘ ‘
| |
| |

Email

delegate 3

Suffix [ Ivr Cmrs Cms Clor. U lprof. [ lother

Surname

First Name

Job Title

Email

Registration fees & Payment

The registration fee will entitle each participant to a copy of the
conference proceedings, lunches, refreshments and conference party. The
fee does not include accommodation or travel. Registration will only be
accepted with full payment.

[ ] Please send me a VAT invoice. Our purchase order no is: l:|

" I'enclose a cheque for £ |:| payable to Junction Ltd

[ 1 will pay by bank transfer Sort code: 601712 Account number 86549162
[ Please charge my Visa / MasterCard / Switch

The sum of f‘ ‘

Card number‘ ‘

Issue date l:| Expiry date|:| Security code|:|

Cardholder’s name ‘ ‘

Cardholder’s registered address ‘ ‘
| |
‘ ‘ Postcode ‘

Signature Date

(I have read and understood the terms and conditions below)

Terms and conditions It is a condition of booking that all event fees are paid on booking. Junction Ltd reserves the right to refuse entry if monies have not been received. Spaces are limited Junction
therefore reserves the right to refuse and refund monies if the event is oversubscribed. Written confirmation of your registration will be sent to you by email within 48hrs of receiving your registration.

If you do not receive confirmation, please contact the address, telephone, fax, or email above. Cancellation Policy Notice of cancellations must be made in writing and received or faxed 12 days prior to
event thereafter all fees are non refundable. Substitutions may be made at any time at no extra charge subject to requests being received in writing and approved by a member of the Junction Events
Team. Junction Ltd reserves the right to cancel or change the content, timings and speakers of the programs and assumes no responsibility for personal expenses. Data Protection All Personal data
supplied is subject to the Data Protection Act 1998. This information may be used for direct marketing purposes. The Interactive TV Advertising Show is a Junction Ltd event. Your personal details will be
treated in accordance with requirements of the Data Protection Act 1998.
0 Junction Ltd will continue to hold and use this information to contact you about any future Interactive TV Advertising related events, or Junction Ltd events. If you agree to share your details for these

purposes please tick here

Vat No: 821 8173 39



e Managing Directors
e Media Directors

e Creative Directors

e Channel Heads

e Technical Directors
e Heads of Programming

e Media Buyers

e Advertising Directors

e TV Producers

e New Media Managers

e Head of Interactive TV

e Planning Directors.

e Heads of Airtime

day 1: brand building and
worldwide benchmarking

e The commercial rational for iTV
Advertising

e The businesss case for iTV Advertising

e How iTV is being deployed across
Europe/US/Africa

e Emerging advertising models in the US

e How to create customer loyalty through
iTV Advertising

e The key challenges faced by brands

e Delivering interactive TV over IPTV

e Countering the threat of PVR's

e Account Directors

day 2: creativity, direct
response and research

e How to create a brand experience using
iTV advertising

e Overcoming the creative challenges of
iTV advertising

e Interactive TV Advertising in the
automotive industry

* How to develop targeted iTV ad
campaigns

e How successful is iTV Advertising
compared to other response mediums

e Measuring the cost-effectiveness of
interactive advertising

“One of the problems
with this campaign was
that we did not have
anything to benchmark
our performance
against.”

Buddhika Arandara
UK Advertising Manager,
HSBC

Richard Fyffe
General Manager
iTV, Multichoice
. SA

In his current role, Richard is
responsible for all data
broadcast on the DStv platform,
the development of interactive
advertising and enhancements
to traditional programming.

Helene Venge
Head of Digital
Marketing, Levi's

Helene is responsible for
developing the Levi's® brand
across digital media and
channels to ensure the brand is
always at the cutting edge of
digital communication.

Debby Ruth

VP New Media, Cox
Communications,
USA

Cox is the third largest cable
operator in the United States
with 6.5 million customers.
Debby leads the marketing,
research, national sales and
advanced advertising
departments for Cox Media.

Robert Leach

Services, Sky
Interactive

Having worked in Advertising
and Marketing on both the
client and agency Robert joined
BSkyB as Client Sales Manager
in September 1997. He moved
to head up Interactive Airtime
Sales in September 2000.

Sheryl Norman
" Head of Media
- and Marketing
Assets, Coca Cola

Sheryl has been with Coca-Cola
for just over 5 years and is head
of media and sponsorship. She
overseas all media and buying,
as well as the sponsorship from
Football League to Wimbledon.

lan Armstrong
Manager —
Customer
Communications,
Honda UK

Since July 2003 he has been
responsible for the brand
communications of Honda UK
helping to turn them into one
of the most noticeable car
brands in the UK.

Head of Interactive

Peter Birch

™V -ITV

Following the ITV merger Peter
moved to head up ITV
Interactive Sales where they
generate revenues via there
enhanced programmes as well
as interactive spot advertising.

Rich Forester
VP New Business,
DIRECTV

With a background of twenty-
five years combined buying and
selling experience in national
television advertising, Rich
Forrester joined Fox in 2004 to
launch national interactive
advertising.

Bob Wootton
Director of Media
and Advertising,
ISBA

Bob joined ISBA in mid-1996 as
Director of Media &
Advertising, where he is
responsible for representing the
advertisers' voice across all
media and production issues.

Head of Interactive

Mark Brown
Strategy Partner,
Weapon7

Mark joined Weapon7 in
November 2003 as Strategy
Partner in order to develop the
Brand Participation model.
Clients include PHD, MGOMD,
Starcom, GSK, adidas, Nissan,
Honda, EMI and HSBC.

Merlin Inkley
b "8 Head of Airtime

Management,

Channel 4

Merlins current team responsi-

bilities include the booking and
optimisation of airtime, system

specification, ratings prediction,
spot trafficking and, of course,

interactive TV advertising.

Simon Lloyd
= Head of
b Marketing, Nokia

[

Simons responsibilities include
strategic planning, consumer
and channel Marketing, CRM,
category and channel
development, as well as online,
B2B and distribution marketing.
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Junction Ltd is a leading specialist in
marketing communications and events for visit www.junction-group.com
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