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How does

itwork?

| WORKGROUPS I

A workgroup is a 50-min
CMO-led discussion group
of up to 10 CMOs.

There are 3 rounds of
workgroups, each with 5
options to choose from.

“Workgroup” isn’t just our namesake, it's
the main format of the day. Workgroups
are discussion groups run by you - the
CMOs.

The day alternates between these
closed-door group discussions, and full-
audience panels tackling the juiciest
topics in Marketing leadership.

PANELS

Panels are where we
discuss the spiciest and
scariest topics in the CMO

world, as a group with full
audience involvement.
There are 3 panels over
the course of the day.
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FIRST PANEL

We've lost
our spark.

it

Am I the problem? Am I the dinosaur? Am
I too safe, too lazy? Where's the risk,
the love, the hate, the spice?

How do I instil in my team that rinse-
and-repeat won't cut it, copying those
other guys won't cut it, same ol'
influencer marketing won't cut it.

How can I inspire my creatives and
marketers to dream scary, and give
myself a good talking-to too?

How can we put our creative thinking
hats back on?
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10:20
FIRST WORKGROUP

BELIEVE IN THE BEANS.

How do other CMOs get their
budget back for brand? How are
they convincing leadership to
believe in the magic beans of
long-term, not just short-term
performance?

Tony Miller

~ DirectLine
.

Group Chief Marketing

Officer Consultant
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11:50
SECOND WORKGROUP

CMO-SAURUS REX.

Is the CMO role heading into
extinction? Or is all this AI-
replacing-our-jobs-talk a load
of scaremongering nonsense?

Has anything in the industry
fundemantally changed?

{ paybis l

Paul Afshar

Chief Marketing
Officer
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SECOND PANEL

FHck knows.
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Where the f#%k are my customers coming
from? How can I prove where they come
in, and create certainty in my pipeline?

What's actually working for other CMOs,
that's not just a load of LinkedIn ego
bulls#%it?

Have we as CMOs become busy fools?
Adopting every new tool, but still
making the same gut calls we always did?
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14:30
THIRD WORKGROUP

THERE'S A 30% CHANCE,
IT'S ALREADY RAINING.

20
How do other CMOs generate

pipeline when times are gloomy?

Do you double down on current
customers, or force the sun to
shine again chasing new

business?

Anders Lindstrom

Chief Marketing
Officer \
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THIRD PANEL
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HEAD OF MARKETING
& COMMUNICATIONS

HEAD OF BRAND,
MARKETING AND
COMMUNICATIONS
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“WHY THEF&%K DO |
NEED MARKETING?"”

How do you convince a stubborn
C-suite that personal branding
matters — and then get them to
actually do the work?

Taylor Peele

Head of Marketing &
Communications L
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BRICK BY BRICK.

How do you bring sceptics on
board with the “new build”?

When a brand and marketing
platform has been built brick by
brick long before you joined,
how do you rebrand without being
seen as the demolisher?
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Danielle Le Toullec

Chief Marketing
Officer M
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FOLLOW THE LEADER.

How can I be the best leader?
Stakeholders, teams, clients
all want different things from
me.

As CMO, how can I deliver,
without diluting my skillset
and the role I’'ve been employed

to do?
w Clair Bush
Consilio. Director Marketing,
UK & Europe
S
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40 & NAUGHTY..
CAREER MOVE?

Do we have to find ways to
reinvent ourselves as CMOs, for
fear of becoming obsolete?
Who's found themselves hitting
40 and getting start-up
experience to stay relevant?
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Ingrid Sierra

Brand and Marketing
Director
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HOW DO YOU MAKE A TIN
OF TUNA SEXY?

How can we jazz up the
unjazzable? How do other CMOs
sell their product or service
when it can't grab a headline
or woo on socials?

Vikki Babb

International
Marketing Director |
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JOHN WEST

QUACK LIKE A DUCK.

Do you think like an owner or
an employee? Does thinking like
an owner help or hinder the
marketing function? If this was
my actual bank account, would I
still run the campaign?

Derek Holota

Chief Marketing
Officer
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Does that one thing you did
when you were a junior
marketeer still haunt you?

Did you recently manage a
crisis of your own creation?

Unburden yourself and share
freely in our professional
confessional 2.0, share your
biggest Fxck ups and faux pas
in a judgement free zone
amongst cocktails and chatham
house rules.
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INGRID
SIERRA

BRAND AND
MARKETING DIRECTOR

09:00-09:30

REGISTRATION

09:40-10:20
10:20-11:10
11:10-11:30

FIRST PANEL
FIRST WORKGROUP
ROUND-UPS

11:30-11:50

BREAK

11:50-12:40
12:40-13:00

SECOND WORKGROUP
ROUND-UPS

13:00-13:50

LUNCH

erevena l

13:50-14:30
14:30-15:20
15:20-15:40

SECOND PANEL
THIRD WORKGROUP
ROUND-UPS

15:40-16:00
16:00-16:40

BREAK
THIRD PANEL

16:40-18:00 DRINKS

= AMMUNITION

AMMUNITION
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DANEELLE
TOULLEC

RENAYE
EDWARDS

GLOBAL CHIEF
OPERATING OFFICER
+ MD

CHIEF MARKETING
OFFICER
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A LITTLE LESS
REPUTATION, A LITTLE
MORE TRACTION, BABY.

Am I ahead or behind the AI
curve among CMOs?
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: And are we only really racing
| to integrate AI into everything
: because of reputation, rather
: than traction?
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Mhari Coxon

Group Head of
Marketing
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THIS TIME BABY,
I'LL BE ... FUTUREPROOF.

To what extent can I, as CMO,
future-proof the business? Can
I proactively offer a bigger
and bolder picture that won't

be unspun each year?
'Gp - ‘
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Toni Allen

Chief Engagement &
Growth Officer
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LUMBERED-JACKS.

How are you cutting your
budgets? What do you protect
first, and what gets the axe?
Where is your marketing
investment prioritised -
people, tech, creativity or
media?

David Enwright

Head of Brand,
Marketing and
\ Communications
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FOLLOW THE MURKY
BRICK ROAD.

How are other marketing leaders
creating real pipeline and
guiding customers toward
decision when the journey
refuses to behave?

Chris Willman

EMEA Marketing
Director
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LUKE
COSTLEY-
WHITE

ANTHONY
LIEU

HEAD OF MARKETING FOUNDING GROWTH

SENSEI

THE NOT-SO-SECRET
AGENT.

How are you using AI beyond
content creation?

What agentic tasks can we set
up, to free us up for the
bigger picture thinking?
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YOU’RE GONNA BE POPULAR.  ¢!§

Maria Winn

Chief Marketing
Officer

When you've inherited a broken
or unpopular marketing
function, how do you win back
trust, start processes from
scratch, and make the business
believe we'll actually be
different this time?

Jodi Bartle

KfMG | Head of Marketing
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FANCY RUNNING THIS PANEL?
LET'S TALK PARTNERSHIP!

hannahgworkgroup-events.com
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HANNAH

PARSONS

DIRECTOR OF
WORKGROUP CMO
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: EMAIL HANNAH TO SECURE YOUR SPOT. :
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“Group therapy for CMOs.” A whole event, for CMOs, run by CMOs?! Pretty mu. ..

& Like “7 Share

Hannah Parsons
Event-maker for CMOs




