4th Annual

Category Management

HOW TO BOOK

ONLINE:
CALL: +44 (0)20 7970 4770
FAX: completed form to: +44 (0)20 7970 4799
POST: completed form & payment to:
Centaur Conferences
Customer Services
Third Floor
50 Poland Street
London
W1F 7AX

CONFERENCE FEE
O £799 + vat g018.85)

If you would like to purchase the event documentation,
please call +44 (0)20 7970 4770"

“Event documentation included in conference price

YOUR DETAILS

PLEASE USE CAPITAL LETTERS / FOR FURTHER DELEGATES PHOTOCOPY FORM

TITLE: MR/MRS/MISS/DR/OTHER:

FORENAME:

SURNAME:

JOBTITLE:

COMPANY:

APPROVING MANAGER'S NAME:

APPROVING MANAGER'S JOB TITLE:

NATURE OF BUSINESS:

TELEPHONE:

FAX:

MOBILE:

EMAIL:

ADDRESS:

POSTCODE:

SIGNATURE:

DATE: / /

One-Day Conference, 23rd June 2009
Hilton London Euston, WC1

VENUE INFORMATION
VENUE: Hilton London Euston
17-18 Upper Woburn Place
Bloomsbury, London, WC1H OHT
TEL: +44 (0) 20 7943 4500
FAX: +44 (0) 20 7943 4501
WEB: www.hilton.co.uk/euston
TUBE: EUSTON

PAYMENT please tick appropriate boxes & complete details

Payment must be made in advance of the event. If payment is not re-
ceived before the conference, you will be asked to pay by credit card
before entering the conference.

Your fee includes event documentation, refreshments & lunch.

OCREDIT CARD:

Please debit my Credit Card:
Visa | American Express | Mastercard
Delete as appropriate. Note: We do not accept Diners Club Cards

Note: All credit card transactions
will be processed in UK Sterling only

AMOUNT: £

CARD NUMBER:

NAME ON CARD:
START DATE: / / END DATE: / /
SIGNATURE:

DATE: / /

COCHEQUE:
NOTE: IF SENDING A CHEQUE, PLEASE ATTACH IT TO THE BOOKING FORM

| enclose a cheque made payable
to Centaur Conferences for: AMOUNT £

[1BACS: IMPORTANT PLEASE QUOTE REFERENCE: 3198

We must receive cleared funds prior to the conference date.

Note: We do not accept purchase order numbers. BACS payments
made after the event will not be accepted. A copy of the BACS Pay-
ment MUST be attached to your Booking Form & faxed or mailed

to us to ensure appropriate allocation of funds can be made to your
booking.

Account name: Centaur Communications Ltd Conferences
National Westminster Bank, 20 Dean St, London, W1A 1SX
Account No: 26023539 Sort Code: 60 30 03

MY CODE IS: W1 CONFERENCE CODE: 3198

DATA PROTECTION

We would like to keep you informed of Centaur Conferences products & services including
information about this event. Please write to the Head of Marketing, Centaur Conferences at the
address below if you specifically do not want to receive this information. We may also from time to
time make your details available to carefully screened companies who have offers that may be of
interest to you. Please tick if you do not want to receive information from

[ MarketingWeek Sponsors [JOther 3rd parties

TERMS & CANCELLATION CONDITIONS

If you cancel your registration more than ONE month before the event, we will charge an admin

fee of £75 + UK VAT (£86.25). For cancellations received on or after 22nd May 2009, or in the
event of non-attendance a 100% cancellation fee applies, in these circumstances NO refund can
be given. All cancellations MUST be made in writing & will be acknowledged in writing. If you make
your booking via the telephone, you are automatically adhering to our terms & conditions. In the
event that the Delegate makes an overpayment in respect of an invoice it will receive monthly
statements from the Organiser showing the balance of the account for a period of 6 months

only from the date of the invoice. Thereafter any over payments will be repayable on demand within
statutory time limits. It may be necessary for reasons beyond the control of the Organiser to alter
the content, timings or venue. Centaur Conferences does not accept liability for any transport
disruption or individual transport delays & in such circumstances the normal cancellation restrictions
apply. In the event of a terrorist alert or incident that prevents the running of the conference,
Centaur Conference reserves the right to retain up to 50% of the fee as a contribution to delegate
registration, all location, marketing & central administrative costs.

Are you registered? You will always receive an acknowledgement of your

booking. \)
If you do not receive anything, please call us on +44 (0) 20 7970 4770 to K, "
make sure we have received your booking. Your registration fee includes L,\ >
lunch, refreshments, documentation, priceless business contacts & numerous

networking opportunities. — ~ V

Centaur Conferences is a division of Centaur Media PLC, ((
registered number 4948078, A CENTAUR
St Giles House, 50 Poland Street, London, W1F 7AX MEDIA EVENT
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One-Day Conference, 23rd June 2009
Hilton London Euston, WC1

Y 4
s Category
Management

A case-study driven agenda showcasing best practice
category management strategies from leading global brands

®m Using the latest shopper insights to drive category
growth at a time of rapidly changing buying habits

® Building successful relationships between suppliers
and retailers when profit margins are down

Latest case studies & insights from leading brand professionals

-
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Creating cost-effective employee engagement strategies
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Registration and coffee

Chairman’s opening address

Using the latest shopper insights to drive category
growth at a time when shopper habits are evolving

Evaluating the shopper insights you can bring to life in
store

Ensuring your product meets shoppers’ needs and
expectations in store

Translating insight into product sales at point of purchase
Making consumer insight the basis of your marketing

strategy
DrOetker

Case Study - Surviving the credit crunch — how a
premium brand can prosper during the economic
downturn

Helen Wilson, Category Development Manager
Dr. Oetker

Anna Roberts
Category Insights Team Leader
Innocent Drinks
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Morning coffee break

Ensuring success when implementing change in
store

Simplifying implementation to maximise adherence by stores
Keeping up to speed with the changes which retailers make
to a category — getting the data

Ensuring good communication with the retailer — keeping up
to date with promotional mechanics, range rationalisation and
launching new ranges

Accurately measuring the data from a category and
evaluating the success of an initiative

Andrew Marsden
Andrew Marsden Consulting Limited

Collaborative relationships to deliver category
success

Identifying joint opportunities

Shared objectives

Education and implementation

Evaluation and development

Andrew Malm, National Account Executive
Imperial Tobacco

Imperial
Tobacco

Julie Craw, Multiple Trade Field Manager l
Imperial Tobacco

Interactive panel session — developing effective
communications between suppliers and retailers

Talking the same language — using the same systems as the
retailers to be able to share information more efficiently
Effective communication to gain time with retailers

Selling your brand to the retailer

Successfully communicating with retailers to keep up to date
with the changes they are implementing to a category

Panel formed of the day’s speakers
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Case Study - The importance of using consumers’
own language in category management

Understanding how the category is perceived by the
consumer

Understanding the importance of language

Benchmarking the performance of a category against others
Developing and executing a category solution

Peter Hodson, Head of Market Insight
Pork Farms

Retailer’s perspective — when market pressures
override the category...

Financial pressures on major customers — what they need
from the category in a recession

How to demonstrate the brand’s impact on retailer profitability
Using category management to drive customers’ sales and
cut their costs

Counting the cost for suppliers — incremental sales required
to justify category investment

Namnews
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Brian Moore, Managing Director
EMR-NAMNEWS Ltd

Case Study - Building successful relationships
between suppliers and retailers when profit margins
are down

Finding mutual goals and aligning strategies

Improving communication by implementing effective
strategies that deliver benefits to both parties

Ways of working together to increase consumer spend and
ROI

Understanding the needs of the retailer and the manufacturer
to develop mutually beneficial plans

What are the stumbling blocks commonly faced by retailers
and how can suppliers fill these knowledge gaps?

John Adams, Group Category Manager
ICI Dulux 2 Dulux

Afternoon tea break

Dr Martens case study - Creating new and different
levels of distribution through collaborative work with
specific retailers

New retail distribution as a platform to build on for future
seasons

Structuring the range to target different target consumer
groups

Successful collaboration and communication with the retailer
Wayne Mabbott, Category Manager

Dr Martens

The good, the bad and the ugly of category
management

High noon (in high definition?)

— Are category rules made to be broken?
Trend spotting?

—Is what you can't measure, not there?

Back, to the future?

— Consumers — is the force with you?

Geoff Wright, Managing Director H N
Fentimans Ltd

Close of conference

+44 (0) 20 7970 4770 + enquiries@marketingweekconferences.com

 www.marketingweekconferences.com




Analysing strategies, new opportunities and how to implement them to meet
the challenging needs of category management

\
Why 2008 delegates will be coming back this year: G R T L Cr T A e B T
“High quality speakers & panellists” space on retailers’ shelves you need the latest
Category Development Manager, Kerrygold strategies and information at your disposal to effectively
compete in this challenging new environment.
“Best practice case studies were excellent”
Category Development Manager, CPUK Category Management 2009 is the definitive event in
) the UK for category management specialists, featuring
successful case studies and strategies from leading
experts and offering you the chance to learn from, and
network with, leading practitioners from premier global
brands.
SPONSORSHIP OPPORTUNITY ,
The conference brings together category managers
Just as this event is tailored to meet the current information who, through detailed case studies demonstrating best
needs of key category management professionals, sponsor practices, will share how they have been able to drive
partnerships can be tailored to meet your company’s profits and increase ROL.
objectives before, during and after the event.
Sponsors benefit from:
Presentation opportunities to contribute to this unique —
thought leadership debate
Prominent branding to reinforce market presence * Exploit the latest shopper insights to drive
Exclusive networking benefits to ensure you meet the category growth at a time when shopper habits
people who are going to ensure the growth of your are changing dramatically
business now & in the future
* Ensure success when implementing change in
To find out more, contact: store
Sherrie Brar
tel.: +44 (0) 20 7970 4415 » Effectively prepare for a category review meeting
email: sherrie.brar@centaur.co.uk to successfully sell your product and obtain
optimum shelf space
* Get new products on & off the shelves quickly
and cost-effectively
* Develop effective communications between
suppliers and retailers
e Plan for the evolving role of category management
\_ J
Don’t miss out on this unique opportunity to take
away practical tools and techniques to successfully
deliver winning category management strategies
that give you the edge against your competitors,
allow you to capitalise on shelf space and drive
revenue and growth.
BOOK NOW:
+44 (0) 20 7970 4770
www.marketingweekconferences.com
\_
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