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Thursday, 27" Oct 2011
Al ENALI—TT 4T

A-1

What's Next for Mobile Advertising and Content: Today and in the Future from Japan
ENANT—T T4 VTN E>F-~BERE IEESEHERE] ~

EME-—B (T LKA ENSMIVLEEERRRIENR)

BKERKR (PARTY Creative Director, Founder)
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A-2

People x Mobile :

How Mobile Impacts Consumers and Clients and Why the Businesses Entered the Decade of Mobile
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A-3
Driving Mobile Capability Global:
How Marketers Approach the Challenges and Opportunities of Embracing Mobile Marketing.
ENANI—= T4 A—1N\)LE
~ELTEENSMILTBICE T A RBE EDRABRDEIH ~
Will Hodgman  (comScore, Inc. Executive Vice President, International)
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Dean Donaldson (MediaMind, Global Director of Media Innovation)
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B-1

How to Optimize Search Campaigns with Social Listening.
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RIN¥E (7AFoTHASHT RREHREE)

Richard Couture (Acquisio #t #ERIZEFR I O4 Y FEAFRELEIHRE)

RiEA HXEHLT 5 KREREER #RE CEO)
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Web Analytics x User Experience
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THEAX HHEHA D TLREDRRAAT 47 Web HEE Forum fRER)
Marcel Holsheimer (IBM Unica Solutions, WW Demand Gen EMM)
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Search Is NOT DEAD ~ Searching for Search Marketing in the 2010s~

BRREDRR E S5 5AHEME ~2010 £ D Search Marketing %1% 5 ~
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C-1

Developing the Effective Multichannel Strategy
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C-2

How To Make ROI More Than Just a Number for Brands
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C-3

Online Video Marketing: The Next Video Ad Innovation

How to Design the Integrated Online Video Campaign

TUSAVETHA/ A= 3 UEEF v O R—UDOEHIFEN

Brian Hennigan (Google Inc. Head of Sales Development Asia Pacific and Japan)
NFET (PARTY Creative Director, Founder)

Jay Samit (socialvibe, CEO)
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D:T9/AY— - T4_ROTAUE

D-1

The Latest Tool and Trends in Marketing Technology |

~New Corporate Strategy~
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D-2
The Latest Tool and Trends in Marketing Technology I
—The Digital Opportunities for Brands—
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BEREA BT L—F KRR CEO)

D-3

The Post Trial Cloud Computing

Learning and Identifying Opportunities in the Clouds

D29 RNI—T T4 UTICHEZRBF Yo RE) R F A2
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E-1

Social CRM: Managing Customer Engagement Using Social Media and CRM

Y=L X)L CRM &AM 2 ~Y =2 v LA T4 7RRICET D1 —ET U F—DA D b~
Noah Horton  (Involver, Inc CTO & Founder)

Mikko Kotila (Statsit, Founder & Chief)
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R—=TT429V)a—3 M HMAER)
Vikas Jain (Wildfire Interactive, Inc, Head of Business Development.)

BERAZHK (Fy YT L— TR et KRB EMLR F CEO)

E-2

Social Media Revolution

How to Succeed and Fail in the Social Space (What does the real meaning of Social Media)

Y= LATATOREIE?2011~Y— T4 VI FRIZE T & RB~

{ERE N HXEHI AT — KRR RHME X REEEREE
SATISFACTION GUARANTEED PTE LTD CEO & Founder)
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E-3

Social Media vs. Privacy: How to Balance Opportunities with Growing Expectations
Y= VAT AT vs. TS3A4ND—:
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KEVDSH (JaM Japan Marketing LLC BIfZE&I R—T T A ii—)
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F-1

eCommerce x Recommendation; What's Next in Customer Engagement
EaX—RDHFEHEII—T T4 VT FrLoO~-RERLIADT— 3 VDFER-~
RS Xt HH KEKRIFHEERHEER)

Ll K BREHAVFr—1UNRITY vy KREERMHERILE 3£ CEO)
HEiEse (EREKAsHt A& IO T2 —Y—)
X8 ## HXEHTLIFA PR N F oS54

ERBITERE - 23— RL—bazy MBS R DR TLEKIESY)

F-2
Data and Optimization Expert Talk
T—AR—RERBIE~REMIA LY b= T o TFELIE~
A ZRE BT« LY 2R KRERIEHER)
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F-3
The Latest Direct Marketing How to Win Through the Toughest Market
BALY b= T4 VIHANSET ~JZLBLOAETHS f-HIT~
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G-1

New Collaboration

More Respectful, More Productive Relationships between Agencies and Brands

ASRL—Y a3 VEDRRETIL ~TF U FEI—Dz o —DINDEDT—IRE ()L~

Uwe Hook (BatesHook, Inc. Co-Founder)

THRET (Intel Asia Pacific, Director of Marketing & Consumer Sales)
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Designing the Next Generation Agency
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PN (RFNIRIEKRASH BEEEGE TOALATATE ER)
aliE HAEHEAE BREHAERE EXEEM 132273 VERER)
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G-3

Brand Globalization Strategy ~Building the Business by Understanding Social Insights~
TSR -78—NIEBB~Y—S v - A oA O OEFNIEDRABR~
BiREE (FEEHRREH Ea—T477EEBIZY FREPTRE)
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H-1

Social Game x Brands: The Opportunity for Brand Integration with Social Games

V=X L —LDOFTEEED: (TSR -AoFIL—av) ~HEHBN~

BHHEXRK (T —#%#AsH BITERE AT 7BERBR F FARKHEATR)

LA e — BB (NHN Japan X &t v —4 702059205 —
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V= v LT — LIREREES FE)
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YRR E (BRXEtt BHRE V- NIATAT7I—TT1 008 BE)
H-2

New Map for eCommerce : How Coupon, Social and LBS Change eCommerce
PJ—HRo V=¥ AT 7. NBERBHRY—EXANEC ZEAT-HEH

Euan Wilcox  (Razorfish, SVP Director of Operations SEA)

H AR5 A1E B 7)L—~ 2% WEB BEBE ER)

BIAF (X &%t TBWANHAKUHODO 2 v FiRA4 > b TANAVT TR K)
RAEE (v 7—HR LM BSEEMIERL Y —E XA ABE)

H-3

Globalization vs. Localization: What is a "Real" Meaning of Globalization
Ja—n\yE—3r VS O—hTM4tE—ar~ [Ja—n\Lkl OXREEFaH~
DYAN— - Fr o (TRIYVOv N\ KRRFHEHLER)

wmO—%F (B— bPREKAEH R—=TT4VTKRE BITERE ABE)
BHE (OFo—I—4T1 Ui K%AEH RRIBEAER)

J\E% (HRXEHT U SF L EECRREBE BR)

EOE& HRXetERE FOo—N\L-YYa—S3v-tErE—
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Friday, 28th Oct 2011
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I-1
Ad Network & Exchanges How Does it Increase the value of Online Advertising
TFRRYMI=OETFRIVRFUDERBIIA U SA VEEDMEEZTH LN ?
ERK=F (=TI RAEH TSI, AT4T7&TIY b7+ —L BEEDSRIAFREHER)
RS Bt T T7—= RERDFHEEULE)
BN AR BT/ 07 F RKREEHER)
SEEX B4 —x v b KKREFHELER)
REME (BRRA45097 b4HKEHE ZFENZA D05 &F US54 UHIEERE AHE)
BARE HXEHE TSy b T+ —L4L - 7Y RERME®IE CEO

TR T RNEALDUG a0 y—o7 LSt BER CTO)

I-2

How Can Digital Advertising Contribute to Brand Engagement?
TORIN - RX—Ir T4 VINHAREICTETIVRIVF—D AV MER
BrEFEZ (F—LI7AHAe RKRIFHEHLR)

PN HRXErHh Vv vy KKREEHR)

FIEE HMAEHNRF21—)L REBFR VIV IAT4TTa4LIE—)
EERA BRI EZII—HTA TRy I= T4V TTaLYE—)
TREME (MAXEHEBRE TUOF—CAVREYRRAZY N IUF—CAVRTSZURE

T/ AC—HER TOAWNASTOAMAVES T4 T TS5+ )

I-3
Hypertargeting: How to Apply and Add Real-time Benefits to Ads
F—FAIVR - B—=HFATEVTLEALENEBELLEEICEZDE/ (&

BAHFE— (kKX &4t Platform ID IR EZARER)

BAEE BREHV I IL— b oF2R—2 3 08— b F—X RREFHHR)
AHEZE HXEH TV =0 7D b REIRER)

P L] 1YY (T—=IIL%HKEett TARTULALEEES HEHE)

AAKE (ALRTT - O Nn\okREt KRIFEREER)

LA BHAESHTOINA 0T O R REIHR)]
J SR —X O YIATFT4ET~«

J-1

How Can Digital Technology Convert Engagement with Users

(How AR is being adopted for brand creativity and audience engagement)
FOALTH/OS— x IVF—UAU b

(AR (#REE) N3 o3 HLVWIS UV FEDRR LAY —IUHF—D AL

INERIR HXRHEE 2Za=r—>av - FTHAY -2 F—
RERIZI2=/—a VRS JOTa—4Y—/T50F—)

n\e+% (RFEBIFETOH Y 3> ALTERNATIVE DESIGN++ E3£)

BiSET BHRXEH/NRF2 - VU IATF4TTa4LIE—)

AT EE (PARTY Creative Director, Founder)
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J-2

The Future of Technology, Art and Creative.

DVIATATDOREKE ~T0/ Q=9 )IA T4 TDRE~

Jon Anderson (Microsoft Advertising/Branded Entertainment & Experiences (BEET),
Senior Brand Solutions Manager)

Jayant Murty  (Intel Corporation, Director of Strategy, Media&Integrated Marketing—Asia Pacific)

ARAHRAER BHRXEHERES ML KRG EXRCEO VVIA T4 ITaLYE—
Fhoo TS50 F—)

J-3
Product & Service Design The Best Showcase
xR PNVIAT4T - a——R ~HRIZESZBRDIVVIAT 1T~

[REF=F5hA (PARTY Creative Director, Founder, CEO)

INIEE Xt EBETYY 32— arv--I504-)

KNKRE BARUBRE To75 PO VIAT4TR IVIAT4TTaLIE—/
IE—S544—)

AHES HAESHEE aSa=—Yar-THFIU - E—

2%az4—3av - ISUF—/TFT—rFALIE—)
L AFAT - ARFTS—
L-1

Rethinking the Media Strategy in a New Media World
BE ATATHERI 72270/ 00—NEAH LEREEBROELIA,?

B—% BMRASHERML ATATEER BE F DEEREEEZAH)

EHMAN (M RXEHM TBSTLE AT 7ECRRE TOHIILAVTUVEHHESE)
R X v RUBE ‘EBEER)

MEEFIETE (MRAESHBIREDY ATATFNRN— b F—X - AT4T7RE)

REFRZ (HREHETAH ) —F BRER)

L-2

Have Traditional Media Really Been Gone?

How the Technology and Content Establish the Next Level Media.

BE ATATHRBRI FST423FUWATATREENRSN? ThEtbohbdOMN?
N2 ARER (X1t GyaO KERIMHERHLER)

& HIEH BHEXEHTEFTARIVE—TAUAV N 2E)

Bz (BABFHEL TOFILERR BRE)

REFT YA N\—- 332 =247—2 30X KEREMEELER CEO)

L-3
The Best Integration of Traditional Media with Social Media
BE ATATERI V=SV ATATERET DS TALaFTAMATATOAVTIL—Y
E 7
EFHZEH BRAEHEE Ty bI7+—L - ESRRXBHEE
=TT A7 « R—18—/13( H¥—)
HREE (BEAME BREEKRE BEERE BRER)
SCHSE 5 HXEHRIRE EFRHER)
HREEBRX (BRASHEBEERBEMBC) YV OR AT 1 THE)
PR K5 (A oH%AEH BEEEBWeb s V= v L AT THETLERY)
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M-1
Searching for the Keys to Success in the Smartphone Advertising Ecosystem
AX—F T4 VEETHNT ATAVATLERYHT A X ERE !

ERZE (—B#HEEAENMI - QDT IUY - TH—F L BEESE)
B BRI (BIEKE BEAT 1 THER HABELR)
ee— BRASHFRLERERR EFEIHILE L)

FHRILUEE HAEHT—Y—az2=Hy—2 30X REREMEERIHLE CEO)

M-2

The Real-Time LBS SolutionI How LBS Can Adapt and Support in Businesses

JTZILEA L X MBERY—ERX [ ~BEFEBRNEOCH I -y b~

HLEEE BRI X b RERFGERLERE)

LN HXEHBRE DY AF 4 FNN—+F—X F—T FHZHL
AT4F7IOTa—Y—

M-3
The Real-Time LBS SolutionII New Opportunities and Possibilities of LBS Market
JT7IAA L X LBEEHRY—EXRD ~LBSY—47 v FMIHITEHLVE DR AR & alREME~

HFOEZ (1% - CEO)

#=IEBE (Techwave F—27 7R #H—)

FEDIKER HR&an TS5 BBREIHE)
LR (XL EI|RE DY A T4 F/A— b F—X

F—7 FOZALAF4F TAFa—4-)
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