
Join us the day before the main conference for small-group workshops led by 
our interact19 keynotes, breakout speakers and other industry experts. Each 
objective-based workshop track will feature unique sessions throughout the day, 
focusing on different elements and tactics that tie back to the bigger objective 
you choose. You’ll leave equipped with insights, actionable advice and guidance 
to update your digital marketing campaigns. 

Choose one workshop track from the options below. Each track is limited to  
30 participants. A separate ticket is required.  

TRACK 1: Sales and Marketing Alignment
TRACK 2: Strategy
TRACK 3: Social Media
TRACK 4: Analytics

April 9 + 10
The Ohio Union | 1739 N. High St. | Columbus

interactohio.com

Track 1

Sales and Marketing Alignment As Easy As 1-2-3
Sales and marketing, in practice, can seem like they’re at odds, with different goals 
and priorities. Fundamentally, sales and marketing differ on departmental goals, 
business priorities, and budget and resource allocation. In the past, the differences 
were manageable because these two groups didn’t overlap very much. However, 
technologies have caused overlap. A case in point: e-mail marketing, traditionally, 
was marketing’s job. But now salespeople can easily run their own e-mail marketing 
campaigns using features in sales enablement or Customer Relationship Management 
(CRM) tools. Unless these two tools talk to each other and the teams coordinate, we 
might not provide a seamless user experience and can miss out on a holistic view of 
e-mail analytics.
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Track 2

How to Build a Customer-Centric Brand Strategy
If you’re going to build a customer-centric brand strategy, you need start with a 
documented plan and proven methodology. Ready to get started? Learn from experts 
who have spent years researching, testing and perfecting the techniques needed to 
build successful brands. In this hands-on workshop, we use real-world business cases 
to develop comprehensive marketing strategies and brand platforms. 

You’ll learn how to…

• Research your target audiences

• Build detailed personas

• Craft journey maps

• Identify brand archetypes

• Define target audience mind-states

• Determine brand attributes and differentiators
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Workshop Day
optional  

TUESDAY, APRIL 9  
9:00 AM – 3:00 PM

HURRY!  
Only a Few  
Spaces Left!

Pam Didner 
Marketing Consultant, 
Speaker and Author at 
Relentless Pursuit



Track 3

How to Convert, Test and Learn  
with Social Media Marketing
At the dawn of social media, brands saw the distinct advantage of gaining two-way 
engagement with their customers. But as the platforms have changed and ad  
budgets have grown, this aspect may no longer be the key to brand success.  
So, what is? This workshop will bring you up-to-date in the realm of social media 
marketing by covering:

• The State of Social 2019: platform demographics, strengths + weaknesses, 
broad trends in SMM

• Optimizing your social presence and strategy for lead generation

• Creating a test and learn framework for your social advertising program

• Cross-industry case studies on brands that are doing it right

Track 4 

How to Build a Measurement,  
Reporting and Data Strategy (Analytics)
Everybody thinks they know what they should be measuring. Too often, though,  
we’re just tracking “vanity metrics” — big numbers that feel good, but don’t tell  
us if our marketing is making an impact on the bottom line. 

In this session, you’ll learn how to ....

• Establish the right goals and objectives 

• Get the data to answer the questions asked by your measurement strategy

• Structure your data collection and storage so that visualization and 
dashboarding are easier

• Identify potential gaps

• Establish data rules that ensure all sources are accurate and speak the 
same language

• Ask the right questions

• Determine the right KPIs

• Communicate information to your team so they can put it to work 
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9:00 AM – 10:00 AM WELCOME + OPENING KEYNOTE

Marketing + Brand Strategy

John Fimiani 
Co-Founder + Brand/
Strategy Director 
at Upward Brand 
Interactions

9:00 AM  |   KEYNOTE   |  PERFORMANCE HALL 

MAIN CONFERENCE DAY 

WEDNESDAY, APRIL 10
The Ohio Union | 1739 N. High St. | Columbus

Andy Crestodina  
Co-Founder + Strategic 
Director at Orbit Media

Day in Brief 

Registration 8:30 – 9:00 AM

Welcome + Opening Keynote John Fimiani 9:00 AM

Keynote Presentation Andy Crestodina 10:05 AM

Breakout Sessions 11:10 AM

Lunch Keynote April Dunford 12:00 PM

Breakout Sessions 1:30 PM

Interact Interrupt 2:20 PM

Keynote Presentation Pam Didner 2:40 PM

Closing Keynote Presentation Andrew + Pete 3:35 PM

10:05 AM – 11:00 AM KEYNOTE

The 1% Content Strategy: Combining the  
Top SEO and Lead Gen Tactics to Statistically  
Beat 99% of Content Programs
From the first keyphrase to the final conversion, this session connects every dot. Your 
content and website are a bridge between a Google search results page and your 
website’s thank you page. Andy will walk through each step in the process for driving 
B2B leads with content marketing, from first action to final outcome. 

• Who are we talking to? Why do they care? 

• What are we ranking for? What are the two types of keyphrases? 

• How does PR and research build links, authority and ranking potential? 

• What do we publish? And how will it be promoted? 

• What topics, formats and collaborators support lead generation?

Let’s get it started.



Matt Hertig 
CEO and Co-Founder  
at Alight Analytics

11:10-12:00 PMBREAKOUTS 

Scott Mowery 
Senior Director of  
Digital Operations at  
Cleveland Clinic

CHOOSE FROM 4 SESSIONS

Building a Unified Marketing Technology  
Strategy Across Your Organization
Developing strong internal capabilities with marketing technology is critical for 
running successful digital marketing programs and boosting user experience. 
However, many organizations have not put teams in place to manage and  
optimize their marketing technology stack or even know where to begin. 

In this session, you’ll learn …

• How marketing technology is evolving and why it’s important to define your 
martech stack

• The importance of having a unified strategy across your organization

• How to get buy-in from leadership to develop a team

• What tools should be considered when defining your martech stack?

• What a job description should look like and what skill sets your team needs

• How to manage marketing technology on a small team

Analytics: End the Data Death March
Marketers spent almost $5 billion last year on tools to help them manage their 
marketing data — yet most organizations are still struggling to turn data into real 
insight. Successful analytics and reporting require investing in the right mix of 
technology and people. 

In this session, you’ll … 

• Learn how to correctly identify your team’s current needs and objectives, 
using the “4 Levels of Marketing Analytics Performance” 

• Understand the essential roles needed in a healthy analytics practice 

• Determine how to choose the right tools for data management and 
dashboards 

• Discover what you need to do to advance to the next level of performance 

Growth by Content: Driving Massive Traffic  
Without a Big Budget
It’s a lot easier to scale traffic when you have a big budget at your disposal and 
existing brand recognition to piggyback off of. But what happens when you’re either 
starting from scratch or don’t have massive amounts of investment money to rely on? 
In this session, Nadya shares the story of how Venngage went from 0 to 300k monthly 
blog visits, as well as all the wins and losses the company faced along the way. 

You’ll learn how to ...

• Build a high-impact strategy that requires little to no ad budget 

• Create a range of content types that will contribute to improving a variety of 
acquisition performance metrics all at once

• Start thinking about hitting multiple acquisition goals without putting in as 
much work

• Measure for content engagement—and why it’s crucial to scaling your traffic
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Informing Strategy, Inspiring Design
More details coming soon! 
 
 

12:00 PM – 1:20 PM LUNCH KEYNOTE

Product and Market Positioning:  
Using Context to Stand Out in Noisy Markets
Vicious competition, saturated media, overwhelmed customers — have you ever felt 
that winning in your market is like swimming against a very strong current? It doesn’t 
have to be this way. In this talk April will teach you how to turn market headwinds into 
a tailwind that will blow the doors off your marketing efforts. She will show you how 
to set your offering in a context that takes advantage of market momentum and helps 
you avoid unfavorable market drag.

Audience Research: How to Build Data-Driven 
Personas You’ll Actually Use 
Persona-driven strategy is effective, but can you confidently say you’re building 
personas that have life beyond your strategy? In this session, Mary will share the best 
places to mine meaningful data and show real examples of how personas improve 
the content development process. You’ll leave equipped with everything you need to 
know to build personas you’ll be confident in, not to mention actually be able to use.

The Future of Voice and Its Impact on Content
From smart phones to home assistants, voice as a platform is permeating our 
daily lives. How are brands using voice? What is the real value of voice content and 
interactions? How do I harness voice to build my brand and business? We will cover 
these questions as we examine examples of the companies forging the way and look 
to the future of customer and employee engagement.

It’s Time to Think Differently About Mobile
Gone are the days of developing native mobile apps that yield high adoption and 
engagement. Today’s consumers are no longer compelled to “download, update, 
and repeat”. So, where do you go from here? Big brands like Google, Apple, and 
Microsoft are catching onto this shift, and are adopting newer, faster, web-based 
mobile experiences called Progressive Web Apps (PWAs). It’s time for brands to take 
advantage of this shift and completely rethink their approach to mobile. (Spoiler alert: 
It’s not by building another native mobile app.)

After this session, you’ll be able to… 

• Understand the major shifts happening in mobile tech, why they’re 
occurring, and how the biggest players are paving the way

• Explain how these shifts will change how brands interact with consumers

• Outline how your brand should rethink its mobile strategy 

• Develop a plan to bring true personalization to your strategy
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Stephanie Cox  
Vice President of  
Marketing at Lumavate 

Adam Deardurff 
UX Practice Manager at  
Insight Digital Innovation

April Dunford 
CEO at Ambient Strategy

Leah McDougald 
Principal at McDougald 
Research

BREAKOUTS 1:30 -2:20 PM CHOOSE FROM 4 SESSIONS

Mary Garrick 
Vice President of Brand + 
Creative at Upward Brand 
Interactions



Creating a Killer Team
More details coming soon!

2:40 PM – 3:30 PM KEYNOTE

Five Hot Digital Marketing Trends  
and How They Impact You
Digital marketing is evolving rapidly. From developing optimized email marketing 
campaigns with new tools and templates to using customers’ data and artificial 
intelligence to predict their next transactions, marketers are overwhelmed with  
the technologies they need in order to do their jobs successfully. In this session,  
Pam will identify key actionable tasks and creative ideas to help you maximize  
your marketing budget.

In this session, you will...

• Learn how future technology trends impact the marketing landscape

• Connect the dots between the trends and your job

• Identify key actions and ideas to drive the discussion with your teams

3:35 PM – 4:25 PM CLOSING KEYNOTE

Content’s a Beach: How to Create Shareable  
Content, Beat Algorithms and Create Fans
In this fun, lively and content-packed session you’ll learn … 

• Five reasons why people share content that you can hack into when  
creating your own

• How to beat the algorithms and get wider reach on social media 

• How to create super fans who will share and buy everything you do
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Pam Didner 
Marketing Consultant, 
Speaker and Author at 
Relentless Pursuit

SPONSORED BY

Andrew and Pete 
Content Marketing Duo and  
Authors at Marketing Unboringed

2:20-2:40 | INTERRUPT | AFTERNOON BREAK | INTERRUPT | AFTERNOON BREAK

* Agenda subject to change.

Steven Hileman 
Vice President of Marketing and 
Customer Experience at TH2

http://talentidgroup.com


Upward is a fully integrated interactive marketing agency group that helps 
brands thrive in traditional and digital environments. With offices in Cincinnati, 
Cleveland, Columbus, Dayton, and Springfield, Ohio, as well as an international 
office in Romania, our team includes strategists, designers and specialists. 
Upward services include brand strategy + research, interactive, search 
marketing and integrated brand communications.

goupward.com

We have over a decade of experience implementing and supporting Sitecore 
websites and digital marketing solutions. We follow best practices and we 
always aim to please. No offshore/nearshore outsourcing. We’re all located  
in Austin, TX. We care, we’re fair, we’re altruistic, flexible, and dependable. 

engagency.com

Pantheon puts the power of the Internet in the hands of marketing teams, 
delivering rock-solid hosting along with the most complete platform for 
professional website creation. We’ve built the world’s best website management 
platform—one that gives web teams all of the developer tools, hosting,  
scaling, performance, workflow, and automation they need to build the best 
websites in the world. Pantheon powers 200,000 websites, serving billions of 
page views monthly.

pantheon.io

Spectrum Reach, the advertising sales and production services offered by 
Charter Communications, Inc., provides custom solutions for the modern 
media landscape utilizing national cable networks, internet advertising, and 
promotional events supported by marketing, research and award-winning 
creative services. Spectrum Reach applies insightful research to understand 
consumer behavior and develop measurable, data infused marketing solutions 
to reach your best customers and grow your business.

spectrumreach.com

TalentID Group is a nationwide staffing, placement and consulting firm with a 
focus on the digital marketing and emerging technology industries. As former 
marketers and technology professionals, turned recruiters and consultants, 
we partner with clients to find top talent and improve culture and employee 
retention rates through our proven processes.

talentidgroup.com

DIRECTIONS AND PARKING

Visit Our Sponsor Booths  
at the Conference

goupward.com
spectrumreach.com.
engagency.com
https://pantheon.io/
spectrumreach.com.
http://talentidgroup.com
https://ohiounion.osu.edu/visiting/directions_and_parking/
engagency.com
https://pantheon.io/
spectrumreach.com
http://talentidgroup.com

