26-28 MAY, MOSCOW

CUSTOMER CENTRIC
BRAND STRATEGY THAT
ACTIVATES CUSTOMERS

26th MAY

27th MAY

28th MAY

Dive into brands’ greatest successes and
failures. Customer centricity, persona
building & content marketing matrix.
Understand what to do, and what not to do.

Become a pioneer in crafting experience
vision for your brand and delivering
orchestrated interactions along touchpoints
and influence all moments that customers
have with your organization across their
lifecycle.

Smart activation. You know who they are,
what they want, what their interests and
motivations are, and you are even able to
predict what they might want next.
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26th MAY

BRAND SURGERY
────── WITH ──────

GINA WESSELS

Gina Wessels is a strategic digital marketing and digital
transformation consultant with over 16 years’ global experience across
a range of industries including luxury hospitality and travel, airline,
restaurant and catering, green coffee, wine, agriculture,
pharmaceuticals and telecoms
Gina has been a partner of the Google Digital Academy for over 4 years
where she delivers Brand, Mobile, Programmatic and most recently the
Executive Leadership Transformation program on behalf of Google for
their most prestigious clients. Gina is also a subject matter expert and
facilitator for the award-winning Squared Online Digital Marketing
Certificate.
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HANDS-ON, COLLABORATIVE WORKSHOP

OVERVIEW

Explore the role of brand and how it has changed and needs to continue to evolve to meet
the ever increasing expectations of today’s empowered customer.
The day starts with a ‘Brand Stuff Up and Success Surgery’ where we will dive into some of
today’s greatest brand successes and failures - understanding what to do, and what not to do.
You will establish your brand values and define an activation strategy for your brand to ‘do as
you say’ and demonstrate why customers’ should believe in you and follow you. You will learn
how to build powerful brands that deliver meaning, value and purpose.

DEFINE

a brand that matters to customers

ENGAGE

the right audience, in the right place, in moments that matter

MAKE

your budget work effectively and efficiently

ASSESS

brand creative to better manage your agencies

HOW TO

evolve your brand for the future
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OBJECTIVES

WHO IS IT FOR:
•
•
•

Brand manager / Head of Brand
Communications Director / Manager
Marketing director / Manager

WHAT YOU WILL TAKE AWAY:
•
•
•
•
•
•
•

Brand Surgery Do’s and Dont’s
Defined Brand Values and action steps to activate different values in the Age of Disruption
Brand Activation Strategy
Customer-first Audience Personas
Content Strategy in a completed template
Content Publishing Plan in a completed template
An end-to-end process

WHAT YOU WILL LEARN:
•
•
•
•
•
•

How to define a brand that matters to customers in the age of disruption
How to engage the right target audiences in a meaningful way to make your budget work effectively
How to assess brand creative to better manage your agencies and drive them to excel
How to create an ‘always on’ presence
How to create content to meet your customers in the right place in all their moments that matter
How to evolve your brand for the future
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FLOW OF THE DAY

CUSTOMER-CENTRICITY DEEP DIVE

DEFINE

You will learn the best ways of implementing customer centricity in your
business and what are the key techniques to define audiences that you can
apply to all your campaign planning. We will show you how the world’s most
successful businesses drive customer centricity and how you can implement
these best-practise techniques in your business and with customers.

BRAND ACTIVATION AND CONTENT STRATEGY

DESIGN

You will see how you can efficiently use the ‘3H content model’ and the
‘Content Marketing Matrix’ to define the type of content you should create to
meet your customers expectations in the right place, on the right device, in
all their moments that matter - across the full customer journey.

YOUR CONTENT PUBLISHING PLAN

BUILD

You will finish by building your Content Marketing Strategy and 12-month
Content Publishing Plan that you can take away and apply immediately to
engage the right audiences in the right way.
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AGENDA
SETTING THE SCENE
a. Welcome and introductions
b. The Role of Brands for today’s customer
c. Workshop journey and introduction to 4-step process

FUTURE PROOF YOUR BRAND
• Define brand success
• Identify new branding techniques
• Assess your brand to customer fit

KNOW YOUR CUSTOMER
•
•
•
•

Customer Centricity deep-dive
Redefine your audiences beyond demographics using data and intent
Define multiple target personas relevant for your brand
Map your target customer’s journeys

BUILD YOUR BRAND
• Critique your brand values in light of today’s customer
• Craft and hone your brand voice

ACTIVATE YOUR BRAND
• Define your brand activation content
• Design your content calendar
• Write your 12-month publishing plan

CLOSURE
• Satisfaction survey
• Conclusion and take-aways
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27th MAY

CUSTOMER EXPERIENCE
────── WITH ──────

MARINA SVERDEL

Marina Sverdel is digital executive with more than 15 years of experience pioneering a Customer
Experience entity in METRONOM, the tech unit of METRO. Her major accomplishments are:
GLOBAL ROLL OUTS – launched digital platforms and marketing technologies in 25 markets that

delivered 15 times engagement growth since launch.

TRANSFORMATION – changed processes, tools, technologies, communication channel mix to exploit

new revenue streams such as global digital agency network and partnership with Google for
centralized media buying or first global analytics framework and measurement strategy with
impact of budget savings by 20%

INTERCULTURAL INTELLIGENCE - rooted in deep understanding of multinational teams and their

needs – building up a pool of digital and know-how building services and training programs to
boost execution efficiency and cross-countries’ synergies.
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ACHIEVE ONE VOICE TO CUSTOMER
IN A MULTI- CHANNEL WORLD

OVERVIEW

We live in a digital world where every brand experience is at the fingertips of the customer.
Brands today face a constant growing power of connected users and explosion of new digital
tools.
Explore how you can create connected customer experiences for your brand driven by the
overarching brand strategy and collective organization expertise.
You will establish solid understanding of the customer experience framework, learn
methodologies to achieve one voice to customer and have impact on the business growth.
You will be able to position yourself as knowledge owner and pioneer new tactics to improve
the bottom line, customer retention and employees’ satisfaction.

REACH

customer engagement and retention in a multichannel world

ACT

upon the principles of consistent journeys

CONVERT

disconnected interactions towards seamless experiences

ENGAGE

your organization around the business value of omnichannel
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OBJECTIVES

WHO IS IT FOR:
•
•
•

Marketing and Brand Managers: For all who want to grow their customer centricity and become top
performers in the digital world
Leaders and Executives - for all who want to understand how to retain and grow digital talent and help shape
digital progress
Communication Directors - For all who want to move and succeed in the rapidly changing customer-led
world.

WHAT YOU WILL TAKE AWAY:
•
•
•
•
•
•

Determine omnichannel maturity of your organization
Practices and case studies towards omnichannel excellence
Tactics to resolve common customer pain points in a multi-channel landscape
Guidelines for creating seamless experiences
Ready-to use journey map and service blueprint templates
Personal roadmap and experience vision that is tailored for your business

WHAT YOU WILL LEARN:
•
•
•
•
•
•
•

How customers engage with brands across touch points and devices
How to determine omnichannel maturity of your organization
How to identify customer pain points
How to understand customer interactions over time
How to use mapping techniques to create processes that deliver meaningful interactions
How to measure and communicate the value of customer experience
How to drive organizational change and adopt omnichannel strategies
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FLOW OF THE DAY

FRAMING CUSTOMER EXPERIENCE

UNDERSTAND

We will provide data driven insights on how users interact with digital
and physical touch points, choose devices and channels, transition and
use them in parallel. You will gain deep understanding on why companies
focus on exceptional omnichannel experience and how the frameworks
of customer experience impact bottom line, customer engagement and
employee satisfaction.

MASTERING KEY TECHNIQUES

DEVELOP

You will adopt state of the art methodologies of delivering exceptional
customer experience, apply needed vocabulary and assess the maturity
of your own organization. You will practice 5 dimensions of channel
agnostic customers’ experience and techniques of experience mapping.
You will craft experience vision for your brand and develop tactics that
will deliver towards the vision.

BUILDING YOUR PLAN

EXECUTE

We will equip you with key metrics how to measure and promote the
success of your CX Strategy. You will be able to build the business case
of customer experience with relevant KPIs and metrics. You will craft
your own roadmap and learn how to engage internal stakeholders and
communicate customer and business value.
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AGENDA
ONBOARDING
• Introduction and expectations
• Your understanding of customer experience

FRAMEWORK
•
•
•
•
•

Understanding digitally enabled customer
Building up vocabulary
Learning 3 levels of experiences
Differentiating between journeys, touchpoints, channels, devices
Omnichannel maturity model – customer and organization

DIMENSIONS
•
•
•
•
•

Consistency across channels
Optimization for unique context of channels
Seamless transitions between devices
Orchestration via automation & personalization
Collaboration between channels

METHODOLOGIES
• Experience map – building generic experience
• Journey map – storytelling and visualizing customer pain points
• Service blue printing – collaborative tool

MEASUREMENTS
• Building experience vision
• Defining objectives, KPIs and metrics
• Crafting long-term strategy and roadmap

MOVING FORWARD
• Reinforce learned principles and guidelines
• Give and receive feedback
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28th MAY

HACKS FOR PRODUCING CONTENT
IN THE DIGITAL AGE
────── WITH ──────

PILAR BARRIO

Pilar Barrio works with Google as a lead facilitator for their Digital
Academy, where she trains their top clients in mobile strategy,
programmatic advertising and user-centric marketing. Her compelling
style is straightforward, energising, stimulating of discussion and
regularly inspires listeners into action.
In her key areas of expertise; video, social media and content
marketing, Pilar has advised hundreds of brands looking to cut through
the noise of the digital space. Having worked over 10 years at media
groups such as Aegis or Havas Media, Pilar combines the know how of
the top agencies and the expertise working all around the globe with
some of the best brands.
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INNOVATIVE PRODUCTION MODELS
AND SMART TARGETING

OVERVIEW

The world has changed: we used to get away with running a commercial on TV once or twice
a year. We would spend thousands and not millions on producing it. So now that consumers
have access to video content everywhere, how do we keep up with it?
How do we produce content for all channels and all target audiences? Are we able to produce
200 videos a year to respond to all their needs and keep them engaged? How do we do it in a
sustainable way whilst keeping costs down?

MANAGE

your content production and maximise your budget

HOW TO

develop a content engine in-house

BREAK

traditional content models and source content from diverse sources

TARGET

the right people at the right time

PERSONALIZE

your advertising, using smart targeting
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OBJECTIVES

WHO IS IT FOR:
•
•
•

Brand Managers / Head of Brand
Communications Director / Manager
Marketing Director / Manager

WHAT YOU WILL TAKE AWAY:
•
•
•
•
•
•
•

How to manage your content production and maximise your budget
How to develop a content engine in-house
How to break traditional content models and source content from diverse sources, using new digital
platforms
How to collaborate with influencers, partners and customers to create better content
How to distribute your video content across all different digital channels, targeting the right people at the
right time
How to personalise your advertising, using smart targeting
How programmatic technology can help you target your advertising efficiently

WHAT YOU WILL LEARN:
•
•
•
•
•
•
•

Plan your content production to maximise your budget across all channels
Use the 3Cs model for content production (create, curate, collaborate)
Develop an innovative production engine in-house
Enrich your brand stories and content through new ways of producing content and working with diverse
talent platforms
Choose the right partners to produce high quality content
Use test and learn techniques to run experiments and test content on social platforms
Apply content personalisation techniques to make your marketing more effective
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FLOW OF THE DAY

INNOVATIVE CONTENT

PRODUCE

You will use the 3Cs model for content production (create, curate,
collaborate) to develop an innovative production engine for your business
to generate innovative ideas that are also effective for your target audience.
You will also explore new ways of producing the content outside of only
working with one creative agency and their team of creators to opening up
to a diversity of talent to enrich your brand stories and content.

SMART BUDGETING

APPLY

We will also show you how to plan and produce your content in a way that
your budget is maximised and you can distribute it across many different
digital and social media platforms in an effective way. We call this bite-size
content strategy.

SMART TARGETING

PERFORM

You will learn about the possibilities of content personalisation and how
these techniques can make your marketing even more effective, using the
right technology and data to allow you to know your target audience better
than ever before and be able to predict what they might want next.
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AGENDA

BUDGET PLANNING & CONTENT PRODUCTION
• You will apply bite-size strategic frameworks to maximise the budget you allocate to content production.
• This will allow you to have a blueprint for content production across all channels, whilst bringing
consistency and a single customer voice to your brand.

INNOVATIVE CONTENT PRODUCTION MODELS
• You will use the 3Cs model for content production to develop an innovative production engine for your
business to generate innovative ideas that are also effective for your target audience.
• You will also explore new ways of producing the content outside of only working with one creative agency.

IN-HOUSE CONTENT VS. OUTSOURCING
• Building a powerful content engine in-house: in a fast-pacing world, where people expect quick responses
and attention is low, you need to build an in-house resource that creates reactive quickly for social media
channels. You will unlock the power of low quality, short form and authentic content.
• Choosing the right partners to produce high quality content: you will learn to identify the skills and
attitudes your production agencies and partners need to have to make your brand campaigns memorable.
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AGENDA
A/B TESTING AND EXPERIMENTATION
• Use test and learn techniques to test the content that will work (creative, headlines and calls
to action), moving your budgets to the most successful pieces of content and running
experiments on social media to then scale them to your whole marketing strategy.

SMART TARGETING & PERSONALISATION
• Acquire the right technology and data to allow you to know the interests and motivations of
your target audience, and predict what they might want next.
• You will learn about the possibilities of content personalisation and how these techniques
can make your marketing even more effective.

CLOSURE
• The session will end up with you building an action plan to help you implement all these
learnings into your business.

PRICING
ALL DAYS CAN BE PURCHASED SEPARATELY

EARLY BIRD OFFER TILL 16th MARCH

1 DAY PASS

2 DAY PASS

3 DAY PASS

DAILY PRICES PER PERSON

DAILY PRICES PER PERSON

DAILY PRICES PER PERSON

EARLY BIRD

EARLY BIRD

EARLY BIRD

€600

€550

€500

────────────────────

────────────────────

────────────────────

STANDARD

STANDARD

STANDARD

€750

€650

€600

BOOKING / QUESTIONS
TEL: +36 1 408 8191
EMAIL: inquiry@ogieurope.com

VENUE
RENAISSANCE MONARCH CENTRE
31A Bld.1, Leningradsky Ave
125284, Moscow
Russia

