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CONFERENCE PROGRAM
11-13 November 2009
Wednesday 11 November

1700-1800 Registration

1800-2000 Welcome Cocktail Party (The Apprentice Restaurant)
1900-1915

Networking Activity (1)
Thursday 12 November

0800-0900

Registration / Welcome Tea & Coffee (The Muse Café)
0900-0910

Move to Conference Room
0910-0930

Official Opening

0930-1015

Keynote Speaker 
Navigating the VET landscape

Marie Persson



Deputy Director-General TAFE & Community Education.
1015-1030

Networking Activity (2)
1030-1055

Morning Tea
1055-1100

Move to Conference Room
1100-1145

Keynote Speaker 
Spotlight : The Best Job in the World Campaign

Darren McColl – National Strategy & Planning Director – SapientNitro



SapientNitro is a strategic and creative marketing communications agency that is a 

global operation. Their agency model is built around a core proposition of ‘Your 
Business Growth Partner’.  They aim to be a more essential business partner than 
today’s agencies have become.

SapientNitro became a world famous agency brand in 2009 through their development of the ‘Best Job in the World’ campaign for Tourism Queensland.  In this session, Darren McColl will tell the story of a brand idea and campaign execution that has rocked international marketing.

1145-1150

Move to Best Practice Sessions



Best Practice Session 1

1150-1250
 
a) “Market Research – tips and tricks for making the most 
of your research dollar”
Ellen Davis Meehan, CEO – Key Insights

“Understanding your market is the key to commercial success. Reliable market research will enhance your strategic planning and help you develop responsive products. Many organisations have all the information they need but no idea how to use it or even where to start. This interactive workshop will look at making the most of your market research dollar by identifying what you may already know, discussing ways to capture data through your existing systems and how to be focused and contained in developing your brief for market research. Understand what you know and where your knowledge gaps are, get the brief right and manage your research for cost effective and usable outcomes.”

1150-1250

b) e-Marketing : elements of successful strategy
Geoff McQueen, Managing Director - Internetrix
· Online and the changing marketing landscape – In 2008, the average household 
spent more time on the internet than watching TV. For your target markets, the share of online in the media consumption mix is probably much higher... 

· All Traffic Costs Money – the importance of knowing where your traffic is coming from, and what kinds of visitors it brings you. Not all traffic is equal, both in cost and value/return.

· Getting Insights from Inside your Site – where marketers have the most control, but often the least visibility. Through the use of free tools, you can get incredible insights into what your visitors are doing when they arrive.

· Optimising to achieve your goals – every site has goals and objectives, and they’re rarely tied to total visits. Understand your goals and optimise your efforts to see the best results

· Conversations and the effect of social media – as the web moves from geeks to the mainstream, social media – where visitors produce the content by sharing, commenting, linking and blogging – holds increasing relevance for your businesses.

1150-1250

c) Corporate Citizen and Reputational Value
John Turnbull, Managing Director – Customer Connect Australia Pty Ltd
· Marketing has moved over the years from a focus on transactions, products and services to customers and relationships.
· Recent developments in customer management have recognised the importance of explicitly designing, delivering and measuring the customer experience.
· In this session we review the essential ingredients of an effective customer experience strategy, and how these relate to clients/students.
1250-1340

Lunch

1340-1345

Move to Conference Room
1345-1430

Keynote Speaker
Eye on Australia (Changing Society and Marketing Trends)
Simon Rich 
Planning Director – Grey Advertising
Now in its 18th year, the Eye on Australia report continues to provide
unique and fascinating insights into social trends shaping our country,
including how consumers are reacting to the current economic climate,
how they are managing their money, what their view is of the future and
what they are doing in order to achieve balance during these turbulent
times.
1430-1445

Networking Activity (3)
1445-1530

Keynote Speaker 
Connecting in the digital age

Jenny Williams




Ideas Garden
This session will look at the impact of new technology developments on how people are using the web
· new technologies that have emerged 
· the continual evolution of social media (networks, twitter, collaboration tools) 
· the role they play in peoples lives and in business and in education 
· peoples expectations within this environment 
· future directions and what individuals and training institutions need to do to get/stay on board 

1530-1555

Afternoon Tea
1555-1600

Move to Best Practice Sessions



Best Practice Session 2

1600-1700

a) How alumni and ambassador programs build your 
reputation
Maree Choenden-Dhongdue – Alumni and Development Officer
The University of Queensland (UQ) 

· Benefits 
· Using technology as part of a program
1600-1700 
b) Emerging technologies – impact and opportunities of 
Web 2.0
Jenny Williams, Ideas Garden

Jenny runs Ideas garden consulting, a strategic consulting practice focused on assisting clients with their digital strategies in order to facilitate a truly customer centric brand experience that can deliver of the ROI requirements of a business.

1600-1700 
c) The non-nerdy lawyer’s guide to valuing and protecting 
your brand
Ben McGuire, Virgin
Ben McGuire is currently based in London as Head of Virgin Enterprises Limited.  In addition to taunting the English for their shoddy weather and poor cricket, he is responsible for the legal team which manages and protects the Virgin brand and the group’s international intellectual property portfolio.  He was previously Regional General Counsel for Australia and Asia Pacific, and remains Sir Richard’s personal lawyer for the region.   He is presenting The Non-Nerdy Lawyer’s Guide to Valuing and Protecting Your Brand and is taking very seriously the threat that if he doesn’t connect, engage, and captivate, he will be made to walk the plank by a mob of angry marketers.
1700


End of Day 1
1900-2300

Gala Dinner & Awards Night  (Star City Casino)
Friday 13 November

0815-0845

Arrival Tea/Coffee (The Muse Café area)



Welcome

0845-0930

Keynote Speaker 
Spotlight : Unworry campaign, integrated marketing communications

John Lewis

NRMA – Senior Manager, Advertising & Promotions, IAG
An ‘un-old’ take on an 80 year old brand – revitalising NRMA Insurance
· What was the background and why change from HELP?
· Defining the challenge
· Explaining the strategy
· What was the big idea?

· How did we roll out something with such a big impact?

· What were the results?

· Where do we go from here?
0930-0940

Networking Activity (4)
0940-1025

Keynote Speaker



It’s not a brand until it’s on a cow



Allan Bonsall




lookinglass.com – Principal
Right now nothing could be closer to the mark about VET than this old marketing adage. VET has never taken clear form, or been imbued with positive brand values, or even presented as a meaningful entity to Australians through communication channels. While VET is understood to varying degrees by Government, industry and the education sector, it is not well understood by the public. To most it is an abstraction, a collective name for a large number of institutions that are not actually understood to be in a collective. Hopefully that is all about to change as we move towards branding vocational education and training.
1025-1055 
Morning Tea
1055-1100

Move to Best Practice Sessions



Best Practices Session 3

1100-1200

a) Writing with Influence



David McCubbin, COUP
· Overview of how to write with influence 

· Structuring an influential letter 

· Key points and tips in matching the receivers mental process
1100-1200

b) Search Engine Optimisation




Ben Bradshaw, CEO, SPONSOREDLINX
· Strategies 
· Tools

· Campaign
1100-1200

c) Conducting business conversations



Di Pass, Director – 360HR
· The best “pick up” line – immediate engagement

· Don’t be the expert – exploring customer and client needs

· Turning the need around – client discovery

· Leave them wanting more
1200-1205

Move to Conference Room
1205-1250

Keynote Speaker 
Making the Connection B2B

David Redhill

Chief Marketing Officer – Deloitte

· Making strategy stick : the importance of alignment

· Customer-centric marketing

· A growth model for B2B

· Using your people as a brand asset
1250-1330

Lunch
1330-1335

Move to Best Practice Sessions



Best Practice Session 4

1335-1435

a) Aligning brand and customer perceptions




Catriona Burgess – Frost Design
Award-winning branding and design agency will talk about aligning brand and customer perceptions, with a particular focus on government and educational institutions. Case studies including work with TAFE Sydney Institute, the Sydney Opera House and UTS will look at strategic and practical ways to manage customer touch points.

1335-1435

b) Give good conversation



Venessa Paech – Lonely Planet

As Community Manager Venessa has business-wide ownership of the development and management of all community platforms and features, including sharing and collaborative technologies, moderation policies and governance, reputational and identity philosophy and systems. She is responsible for recruitment and behavioural baselines; and nurturing, surfacing and rewarding outstanding community content. She shares ownership of global social media strategy with LP’s Innovation Ecosystem Manager Matthew Cashmore. She is a passionate evangelist for the benefits of social technologies, but a realist about their shortcomings and challenges.

1335-1435

c) Discovering your digital audience
Ron Wright – Associate Director, TAFE NSW Western Sydney Institute
When Western Sydney Institute (WSI) wanted to broaden their traditional offerings to

include a broad range of Workforce Development Solutions they engaged Daemon 

Digital to undertake a “Digital Pulse Check” as part of the market research.  The aim on 

the Pulse Check was to determine WSI’s share of voice online in comparison to 

competitors and provide key insights into positive and negative influences and 

coverage online about WSI.  Over 500 postings across a range of audiences were 

reviewed and the sentiment and share of voice across target groups was analysed.  

The key findings radically changed the thinking and strategies adopted by WSI in 

implementing Workforce Development Solutions.
1435-1440

Move to Conference Room
1440-1530

Keynote Speaker 
The new marketing – going beyond products and services to achieve a great customer expectation

Dan Gregory 
Creative Director – SMART (and from The Gruen Transfer)



Close 
REGISTRATION FEES
Full Registration

Member

$ 675.00

Group Discount (3 or more)

$ 550.00

Non-Member

$ 850.00

Group Discount (3 or more)

$ 675.00

Single Day Registration

Gala Dinner & Awards Night ONLY
Member

$ 300.00


$ 175.00 per person
Non-Member

$ 400.00

   ACCOMMODATION

We recommend that you book your accommodation as soon as possible.  We have pre-booked a number of rooms and negotiated special rates at three different hotels around the Ultimo area - offering you a range of price, facilities & location.  All bookings should be made direct with the hotel.  All payments and guarantees are to be arranged direct with the hotel in accordance with their booking terms & conditions.  When you are booking your accommodation you should quote “TAFE - ATMA conference” to ensure you get the special rates listed below.

All bookings should be made before Wednesday 30th of September.  After 30 September,  All accommodation and rates are subject to availability at the time of booking.

Citigate Central Sydney, Thomas Street, Ultimo




www.carltonhotels.com.au

Phone : 02-9281-6888  or  1800 252 588



Single/Double or Twin Rooms

$ 150.00 per room per night  (Group Code ATM191005)



Full buffet breakfast


$   20.00 per person per day (if booked with the room)

Aspire Hotel, Bulwarra Road, Ultimo (opposite Ultimo College)



www.accorhotels.com.au

Phone : 02-9211-1499



Single/Double or Twin Rooms

$ 125.00 per room per night (Group Code TAFE - ATMA)


Full buffet breakfast 

$   10.00 per person per day (if booked with the room)
Medina Executive Sydney Central, Broadway, Ultimo (Self  contained apartments)



www.toga.com.au


Phone : 02-8396-9800 (Group Code – TAFE / ATMA)


Studio Apartment


$ 150.00 per night



One Bedroom Premier Aptmt

$ 190.00 per night  (twin beds)



One Bedroom Loft Aptmt

$ 210.00 per night  (queen bed & sofa bed)



Two Bedroom Aptmt

$ 260.00 per night  (2 x queen beds)
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