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Welcome from the Chair
Mandy Thatcher

Head of Content
Melcrum

INTERNATIONAL KEYNOTE SPEAKER
Helping leaders engage with their people

In the seismic lurches of the last year, many leaders have lost the trust of their
people. People want to know some simple truths about what’s going on, and
they want to be treated as if they matter.

Trust has eroded, and just when employees need to be advocates for their
organisation, they are beset with doubts, questions and concerns.

Leaders, used to the boom times, find themselves having to lead in tough
times. The rules are different, and the challenges greater.

For internal communicators, times are tougher and the job is more demanding.

We have to raise our game, to help our leaders engage with their people to
rebuild trust, rediscover confidence, and refocus efforts.

In this keynote speech, Bill Quirke will look at:

* The role of the leader in tough times

e What builds trust — and rebuilds trust which is damaged

* How leaders can engage with their people more effectively

¢ The role of the internal communicator — and how can they add more value

Bill Quirke
Managing Director
Synopsis Communication Consulting

Exploring engagement as an emotional state
Westaff has been named one of Hewitt’s Best Employers in 2005, 2006/7
and 2008, is recognized as an Employer of Choice for Women (2009) and
won the category of Best Generalist Recruiter (Medium) at the Seek Annual
Recruitment Awards in 2008. But what do all these awards mean? Westaff is
an organisation that prides itself on its ability to engage not only the internal
workforce but also their external workforce. Animportant part of this is
recognising the underlying factors that drive engagement, and even more
importantly recognizing that employee engagement cannot be achieved with a
one-size-fits-all approach.
This session will explore key concepts that drive engagement including:
® Engagement: Truth or Dare
* The importance of maintaining engagement — no matter what the

state of the economy
¢ The relationship between engagement, family & productivity
® The where, why and how of selecting communication channels

Nigel Haworth
Managing Director — International Operations
Westaff (Australia)

employees, customers and business partners
e Leveraging leadership and partnerships to drive change
¢ Embedding change across the organisation to focus on the future

Emma Rugge-Price
Head of Corporate Communications
GE Australia & New Zealand
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Reconnecting: getting the Chief Executive back in the room

When a prized leadership communication channel starts to wane, it could be

the litmus for a deeper set of communication challenges. Hear how Zurich

Financial Services reconnected its employees and the Chief Executive through

the development of simple, yet highly targeted channels that not only raise

the profile of the Chief Executive, but also address many of the communication

needs of all levels of employees. And, how leadership in Australia support the

global leadership’s foray into the new media. In this session, we explore:

e why the fundamentals are so important

* how these fundamentals help to build a culture of trust, particularly during
periods of uncertainty, and

* maintaining that engagement after the initial high

¢ building on the fundamentals using new media

Sam Werner
Internal Communications Manager
Zurich Financial Services Australia

Effective compliance communication CAN change behaviour
As one of the largest and most complex government departments in
Victoria, dealing with sensitive areas ranging from prison operations, court
administration, gaming and racing, consumer protection, and legal policy
development, the Department of Justice relies on its staff to adhere to a
range of policies and procedures. Having delivered an integrated corporate
compliance campaign that worked, Justin will explain:

* How the CEO announcement gained attention in a far flung empire

* Moving from awareness to behaviour change with technology and face-to-face
 Getting attention by communicating audit findings

¢ Integrating a myriad of communication approaches to ensure success

Justin Gehde
Strategic Adviser Internal & Stakeholder Communication
Department of Justice, Victoria
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Ready Steady Communicate: a masterful approach to fresh

thinking in employee communication

Adding a fresh, creative approach to internal communication is critical to cut
through the communication clutter and drive behavior change. In this interactive
session, you’ll work in teams to cook-up smart solutions for a fresh approach
to employee communication. Competing before a panel of expert judges, with
a basket of practical tools from storytelling to social media, you’ll battle it out
against other leading professionals in your field to craft innovative solutions for
some of today’s toughest employee communication challenges including:

- Managing major organisational change

- Strengthening the connections between senior leaders and employees

- Embedding organisational values

- Reinvigorating employee communications

Thrown into the mix will be best practice examples and tools to help you add
your own flavour to your communication going forward. So get ready and get
steady to communicate.

Led by the Impact Employee Communications team

Meeting customer needs during rapidly changing times

As a result of the financial crisis, GE made the decision to combine its finance

businesses, involving a significant restructure and leadership changes. In this

session Emma will cover:

* Managing communications during periods of uncertainty

¢ The role of communications in realigning the business, transforming
operations and facilitating change

e Ingraining change across the organisation with tools and training to engage
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A picture of the future

How do we connect the big picture and the local picture? We have looked at
Megatrends, researched our customers’ needs, researched the future and
ended up with a solution that gives us a picture of the future. This needs to be
communicated to employees, customers, and all other stakeholders through
key channels. The Siemens Innovation Forum was developed as one of these
communications channels, creating a facilitated environment for discussion. In
this case study we will look at this channel in terms of:

* Who are the audience?

* What do they need to know?

* What can we tell them?

© What can they tell us?

* How can we together make a difference in the future?

® and the ‘crux of the matter’: measurement - is it working?

Herna van Reenen
Head of Communications, Pacific Cluster
Siemens

Hitting the restart button: Redesigning communication

systems to reflect the reality of today’s working environment

This session will look at the work being done by the IBM A/NZ Marketing and

Communications team to build a healthy communications culture to more

effectively enable employees. On the heels of a global restructure of the

Marketing and Communication function, professionals at IBM A/NZ saw an

opportunity to rethink their value-add and worked with the business to refine

their role and improve the effectiveness of their function.

e Realising the potential of a healthy communications culture to create a
favourable environment for the IBM brand

e Collaborating across the business to identify opportunities to realise the
scope and potential of communications to drive profitable growth

e “Physician, heal thyself” - how communicators can build their reputations
internally

Alison Brown

Lead, Field Enablement

IBM Australia

Closing remarks from the chair
Networking Reception Sponsored by Amconsumws

Register Today! Email: summitaustralia@
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9.10 The best social and viral media campaign in the world?

Outcomes of the “Best Job in the World” campaign

With a PR campaign that spawned around 200,000 blogs, more than 40,000

news stories and more than $200 million worth of global publicity, Tourism

Queensland was responsible for one of the most successful and talked-about

media campaigns in recent history. In this session you’ll hear:

* How the Best Job in the World campaign was developed and the team
mobilised to execute this global campaign

* Equipping senior leaders to deal with intense media attention

¢ How both digital and social media were used to reach the global target audience

¢ What Tourism Queensland learnt along the way

* Going forward: harnessing the hype to drive employee engagement

Danielle Koopman
¢ General Manager Corporate and Government Relations
| Tourism Queensland

10.00 Delivering ‘strategic communication’ one tactic at a time...

The brief: “We just want our managers to have the right messages and be in

front of people talking about them regularly”. Through a combination of change

communication, manager communication tools and links with the business

planning process, QBE line managers are now equipped monthly with targeted

tailored messages supporting strategy and engagement. In this case study you

will hear how the Internal Communication team at QBE have:

e Created a simpler internal communication environment through focussing on
‘the basics’

¢ Used media coverage and industry news to provide context for leader
communication and to focus messages

e Aligned communication development with change initiatives to drive new
internal communication approaches

* Provided managers with a simple framework and tools to get consistent
messages to all levels of the organisation

Jonathan Champ
Head of Internal Communications
QBE Australia

10.50 Morning tea

Communications Think Tank:

Internal Communications Working Smarter in the Current Business Climate
e Alliances with other functions

¢ Adapting to the leadership mindset

¢ Keeping employees motivated and innovative during this economy

e Alternative communication channels

e Laying the groundwork for the future

Group discussion facilitated by:

Gerard Castles: Castles & Associates, Jonathan Champ: QBE Australia, David
Miller: ATO, Alison Brown: IBM, Tam Sandeman: Impact Communications,
Sam Werner: Zurich Financial Services Australia

11.10

Communication challenges - the Beijing Olympics

The Chinese spent $US 44 billion on hosting their first Olympic Games - they
were seen as a “coming out” party for China. The host nation faced numerous
challenges and so did the other 2004 countries taking part, particularly those
from the western world including Australia. This session will focus on conveying
key messages to the media and general public, without damaging the brand
and reputation of the AOC or the Olympic Movement in general. Mike dealt with
the communication challenges confronting the Australian Team including:

® Human Rights / Tibet

o Air pollution & heat / Food hygiene

* Clean water

® Media restrictions

! Mike Tancred
il Director Media and Communications
Sl Australian Olympics Committee
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The ATO’s challenge

Influencing Culture and Employee Engagement across so many employees,

systems and sites. In a large and complex organisation, internal communication

is a fundamental part of the success of the Australian Taxation Office. More

than ever, employee engagement has become a high priority for the ATO. The

ATO is tackling two challenges in it’s internal communication environment.

Moving from a siloed, unintegrated, decentralised internal communication

model, to an integrated and collaborative approach across it’s many service

lines and sites. And shifting the ATO culture from a structured, rules-based

culture to a principles based-culture with a focus on employee engagement. In

this case study you’ll learn:

* How to align corporate communication with local communication

¢ How to build relationships with communication functions across a large
organisation by collaboration, consultation and co-design

* How to understand what you’re communicating about and who you’re
communicating with, to achieve the best outcomes for everyone

* How to influence culture and employee engagement across a large and
complex organisation

David Miller
Director of Employee Communications
Australian Taxation Office

Communicating effectively with a hard to reach workforce
The Resources Division of Leighton Contractors is one of the largest contract
miners in Australia, employing more than 4000 people across Australia and
New Zealand in a range of disciplines. Understanding how, when and what
messages to communicate to the diverse un-wired workforce has always
proved an issue, however the communications team are proving that with the
right strategy, tools and business support, communicating effectively to a
disperse audience isn’t impossible. In this session you will hear how Leighton
Contractors are empowering employees and supervisors and creating a culture
built on effective communications. Learn about:

® Gaining senior management buy-in

* Equipping and empowering managers and employees

¢ Techniques and tools for engaging hard to reach employees

Shannon Kliendienst
National Communications Manager
Leighton Contractors

3.40 Afternoon tea

400 INTERNATIONAL SPEAKER
Yamming it up! Internal Comms & Web 2.0
What are you working on? That’s the premise behind Yammer, one of a handful
of Web 2.0 and social networking tools that help employees collaborate
better, share information and be more creative. This session focuses on
how social media is practically being used by businesses and organisations
globally to communicate effectively internally. Brian will explain the business
relevance of social media tools — from Yammer to YouTube — and why internal
communicators should care.
¢ Key Trends & Why social media and online word of mouth are important to

internal communication
10 best-practice learnings from deploying internal social media-based programs
¢ What are the ways to manage social media “conversations” across internal
digital channels

* How to measure effectiveness?
Brian Giesen
Director
Ogilvy PR, Ogilvy 360° Digital Influence

4.50 Closing remarks from the chair

5.00 Close of Summit

elcrum.com ¢ Web: www.melcrum.com




Full-day Social Media Workshop 18 september 2009

Just a short walk from the Amora Jamison, this full-day workshop will equip you with the knowledge to get social media working
for your organisation. You do not have to have attend the Summit to book onto this workshop.

9am-5.00pm

Harnessing Social Media: doing more with less

With budgets shrinking and fewer resources —
you need some quick solutions. For the savvy

communicator, that’s exactly what social media can

provide — effective communications on a limited
budget.

This one-day workshop is specifically for
communicators who want to start implementing
social media and for those who have the tools
but just need the techniques to harness its true
potential.

Come and find out about
Outlining your organisation’s needs:

* Who are you communicating with?

* Why do they need to hear from you?

can be used to increase dialogue and humanise a
faceless organisation

¢ Implementation on a budget - dispelling the

myth that social media has to be expensive

¢ Case studies and exercises to demonstrate how

social media can be employed to help improve
organisational communication

The latest tools

Technology tips and tricks

o Discover the latest ways to create social media
including video and audio editing tools, blogging
software, RSS feed creators and readers

What works and what doesn’t?

* See examples of organisations who have made
social media work for them, derived from
Melcrum'’s own research

* Build your business case - examples of how others
have “sold” social media initiatives to their senior

management, then formulate your own responses

* Web 2.0, LinkedIn, Twitter, blogs, wikis, video

messaging, podcasts — learn how these tools

¢ Develop your own social media strategy

for your own company culture

Workshop Leader:

thinker on business communication strategy
in an online environment.

Lee Hopkins is an Online &
Social Media Communication
Strategist, recognised around
the world as one of Australia’s
leading PR/marcomms social
media experts and a leading

Global Partner:
snap

o Staff Quiz and Poll Channels: targeted delivery onto the desktop, high response rates
¢ Employee E-Mags: aggregation tools to reduce email overload

¢ Social Media Channels: secure, effective, easy to use, requiring little IT support resource
Contact: Sarah Perry, +64 9 4880099, sarah.perry@snapcomms.com
www.snapcomms.com

Innovative employee communications channels:
* Digital Signage on the Scr
communications that get noticed

* Desktop Alerts and News feeds: targeted push communications for

message cut through.

ging visual

Platinum Sponsor:

pae]

Impact is Australia’s and Asia-Pacific’s leading employee communication consultancy.
Established in 1995, it’s the most awarded, the most specialised and with over 500
client results under the belt, the most experienced. Impact offers end-to-end solutions
in strategic communication, change C
values engagement, sustainability, CSR and environmental programs, and industrial
relations and safety communication. Impact was awarded the 2008 B&T Specialist
Agency of the Year Award. Contact Tam Sandeman or Stephen Hale, Managing
Directors | +61 2 8281 3222 | www.impact.com.au

Employee Communications
An Ogilvy PR Worldwide Company

ication, leadership and

Supported by:

®
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The Galaxy is a design, digital and direct
marketing creative firm which also runs occasional
network events, called The Coffee Club, for
professionals with an interest in marketing &
communications. Galaxy Overnight is a premium
fast turnaround service for urgent jobs requiring

a design and digital studio or expert copywriting. For more
information visit www.thegalaxy.com.au or contact Mark
Woodrow, Director, ph +61 2 9319 5577

The Public Relations Institute of Australia (PRIA) is the peak
body for public relations and communication professionals
in Australia. PRIA represents the industry and provides
professional support and recognition to nearly 3,000
individual practitioners, and more than 150 consultancies,
across the States and Territories. The role of PRIA is to
promote and enhance the profession’s status to the broader
Australian community, enforce ethical standards, recognise
best practice and represent public relations practitioners in
the best interests of the profession. You can find out more at
www.pria.com.au

The Public Relations Institute of NewZealand, PRIiNZ, is

the body representing public relations professionals and
promoting the industry in New Zealand. PRiNZ conducts

an | series of prof 1al development workshops

and seminars, an annual conference and awards and the
internationally recognised APR accreditation programme.
PRINZ is committed to working on behalf of its members

to build awareness of and recognition for the PR industry,
maintain standards and provide a quality forum for learning
and growth. For information or to join go to: www.prinz.org.nz

Register Today! Email: summita

Sponsors:

Amcowsumws

3rop|ey

communication

Rodney Gray +
Employee
Communication
& Surveys

ralia@melcrum.com

Aon Consulting’s communication practice is part of the human
capital consulting arm of Aon Corporation. Specialising in
employee and superannuation benefits communication,

Aon helps organisations to use effective, measurable
communication to attract, develop, motivate, reward and retain
their people so they can achieve better business results. Aon
provides an integrated service covering strategy, content,
design and production that develops strategic, creative and
engaging solutions that really work.

Contact Ingrid Selene, Principal, on 02 9253 7738.
www.aon.com.au/communications/portfolio

Cropley Communication provides Change Communication &
Coaching solutions. Whether it is developing key strategies,
evaluating ROI or developing change and communication
competencies through specialised coaching and consulting
services. Cropley can help you improve business through great
business communications.

Contact us: www.cropleycomms.com or Principal Consultant
Adrian Cropley adrian@cropleycomms.com

Rodney Gray BA, MBA, principal, has been researching

and advising leading Australian organisations on employee
communication, internal branding and engagement for more
than 25 years. He spends his life listening to employees

in interviews, focus groups and surveys, and advising
clients how best they can improve employee communication
and engagement.

www.employee-communication.com.au

e Web: www.melcrum.com




o L Strategic “Excellent speakers and fantastic presentations”

scm) GCommunication Beth Amos

g Director of Internal Communication
Management::: ke e

EARLYBIRD PRICE FULL PRICE
Regist, for th Before 31st July 09 After 31st July 09
egister me for the: FREE °

O O O $8l|.5 + GST when you register for the SCM Summit!

$3055 +GST | $3395 +6ST | $3235 + 65T | $3595 +GST

Full package (all 4 days)

Workshops Package 0 0 O O
ind l - °
PSP 5295 - cs1| 52095 co1| $2875 + o1 | S3195 o1 You will get...
A 12-month subscription to Melcrum’s SCM journal AND a
(2 main days plus Social I:‘ I:l I:' .
Vs p $2695 + 65T | $2995 +GST| $2875 + 65T | $3195 + 6T 12-month Internal Comms Hub membership worth $845 + GST

Media workshop)

Summit only O O O O

(2 main days) $1975 +6sT | $2195 +6ST | $2155 +6GST | $2395 +6sT

absolutely FREE when you attend the SCM Summit. You'll then

enjoy all of the benefits of being a Melcrum Member including
10% off future events and training courses, great discounts on

Social Media | O | O reports, and invitations to free member-only events!
workshop only $895 +6sT | $995 +GsT | $985 +6sT | $1095 +GsT

[ Yes, I’'m a member of Melcrum, PRINZ or PRIA so am eligible for the Member

5 Easy Ways To Register:

price (please circle the organisation you are a member of).

Note: Only one discount per person can be claimed. The best available discount will be
applied. Each ticket is for one person only. All prices are in Australian Dollars. Free Melcrum

membership offer does not apply when booking onto the Social Media workshop only. PHONE: MAIL:
+61 2 8249 8352 Asia Pacific
[ Please send me an invoice ) Melcrum Publishing
EMAIL-_ . Level 12, 95 Pitt Street
[0 Please find enclosed a cheque made payable to Melcrum Publishing for AU$ :I summitaustralia@melcrum.com Sydney NSW 2000
FAX Australia
[ Please charge my AMEX/VISA/MASTERCARD the following amount AU$ )
|:| +61 2 8249 8340 Outside Asia Pacific
. Melcrum Publishing
Credit Card Number: | ONLINE: 322B King St
www.melcrum.com London, W60AX, UK

Signature Accommodation
Fees do not include accommodation. Accommodation is available at the Amora Jamison
Hotel, 11 Jamison Street, Sydney. Preferential rates are available. Please quote MELCRUM
Attendee 1: when booking or book here: http://www.amorahotels.com.au/jamison/Conf/melcrum.html

Name

Substitutions/Cancellations

You may substitute delegates at any time. For cancellations received in writing more than
Email 30 working days prior to the event delegates will receive a credit redeemable against a
Melcrum event. For cancellations received less than 30 days prior to the event, no credits

Job Title

Attendee 2: will be issued. Melcrum reserves the right to make changes to the program, location and
Name speakers without prior notice.
Job Title

Payment
Email Please note all bookings must be paid for in full at least 10 working days before

The 6th Annual Strategic Communication Management Summit Australia date.
Company

Fees
Address The fee for this event covers all written materials, lunch and refreshments. An invoice
City State Post code and confirmation letter will be sent to you acknowledging your registration. Please
Country contact us if you do not receive this within seven days of booking. This registration form

constitutes a legally binding contract. It may be necessary for reasons beyond the control
Phone Fax of Melcrum Publishing to change the content and timing of the program, the speakers,
the date or the venue. In the unlikely event of the program being cancelled, Melcrum will
automatically make a full refund but disclaim any further liability.

D If you do not wish to receive offers from third-party organisations, but would still like to hear from Melcrum

please tick this box © 2009 Melcrum Publishing
All rights reserved. The format and content of this brochure constitute a copyright of
11 you do not wish to receive information from Melcrum or its partners, please tick this box Melcrum Publishing. Unauthorised reproduction will be actionable by law.

Maximise your exposure with sponsorship and exhibition opportunities

Sponsoring or exhibiting at the 6" Annual Strategic Communication Management Summit Australia is the best way to meet and interact with your current and future clients.
Our delegates are top-level decision makers from international organisations passionate about the role of internal and external communications. Sponsor the 6 Annual SCM Summit
Australia and reach them before the competition do. For more information, please contact: Sally Heginbotham +61 2 8249 8374, sally.heginbotham@melcrum.com






