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Which six issues will you be talking about in Berlin 
this summer?
Web managers never face an empty in-tray, but beyond day-to-day operations they are also 
confronted with fundamental strategic questions. 

1. Can a corporate website compete with mainstream media?

There was a great deal of interest when The Coca-Cola Company relaunched its site earlier in 
the year, under the name Coca-Cola Journeys. It is a slick online multimedia magazine with 
high quality and often fun stories (text and video) on all sorts of subjects and regularly 
refreshed. It also fits in the usual corporate information. Will it succeed? 

2. Does anyone really want to have a conversation with a 
large corporation?
Judging by the millions of ‘likes’ on some corporate Facebook pages, the answer would seem 
to be yes. But who are these people? Why are they are there? Are they trying to have a 
conversation with you? Do you want to have a conversation with them? Time perhaps to tilt 
the focus from quantitative to qualitative measurement – and to bring it back to the ultimate 
question: what good is it doing us?

3. Is responsive design the answer to the mobile website problem?

Several companies in the Bowen Craggs/Financial Times Index have relaunched their sites 
using responsive design. This is very much this year’s thing – statistics showing the rapid 
growth of mobile internet have made sure of that. But our research suggests it is not quite 
the no-brainer it seems. And what about corporate apps? Have they come to the end of a 
short life?

4. When do social media opportunities become channel 
proliferation problems?
We live in such a world of roller-coaster fashions that it is now possible to raise questions 
over social media without being thrown into the public stocks. A year ago we noticed a 
degrading of some corporate sites and put that partly down to the diversion of attention 
to new more exciting channels. That issue is becoming a big one now – how to manage 
multiple channels, whether they are real social media (with conversations) or simply 
different ways of publishing content. 

5. Governance, what’s up?

Handling channel proliferation comes down to governance. Running mobile sites well 
comes down to governance. Pretty much everything comes down to governance, which 
means managing not so much your websites and other channels as managing your 
colleagues and bosses. It is all getting very much more complicated. Are you being given 
the resources you need to cope?

6. Is reputation management what it’s all about?

So much of what an organisation does online is about reputation management. You could 
replace most of the links at the top of a website with ‘reputation management’: tell the 
world we are not so bad (media), you shouldn’t be embarrassed to work for us (careers), 
we don’t damage the environment that much (sustainability), we’re a safe bet (investors). 
No one admits it, but the clever companies know it well. It is interesting to see how 
companies are getting increasingly slick at using online channels to fight their corners.

Get the answers at the 8th annual Web Effectiveness Conference 2013.
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12.15  ‘Stories & conversations’ panel 
  Scott Payton Senior consultant Bowen Craggs & Co
  With panellists: Ashley Brown, Benedikte Larsen,  
  Florian Hiessl, Neil Atkinson, Unilever

13.00  Lunch

Governance

So many conversations at Bowen Craggs gatherings come 
back to governance – how to manage the website, social 
media, apps and whatever else comes along. The challenges 
keep on growing, as our speakers will discuss. 

14.30  Introduction 
  David Bowen Founder, Bowen Craggs & Co.

Bowen Craggs has carried out a survey to find out 
how large organisations organise their activities. 
How big are their teams? How much is controlled 
centrally? And much more. David Bowen will give 
the first public run though of this new data. 

DAY ONE
08.30 Registration and breakfast

09.00 Introduction and welcome 
  Dan Drury & David Bowen Bowen Craggs & Co

Stories and conversations

Every organisation wants to engage with its target audiences 
by using age old techniques of storytelling and conversation. 
But can it work – and how do you manage it in a world of 
ever-proliferating channels? The first morning gets top 
corporate practitioners to tell their stories.

09.30  The path to Coca-Cola Journey
  Ashley Brown Group director digital communications  
  & social media, The Coca-Cola Company

Coca-Cola’s new corporate site created huge interest 
when it was launched last November. Here was a 
company discarding traditions and replacing them 
with a lively online magazine, called Coca-Cola 
Journey. Ashley Brown, the man behind Journey will 
talk about why and how the group launched the site, 
what and has and has not worked, running the team 
behind it, getting the editorial right, going 
international, and more. 

10.15  Break for refreshments & networking

5 - 6 June 2013
Hotel Concorde
Berlin

10.45  Making the most of content
  Benedikte Larsen Team leader, 
  digital communications, Novo Nordisk 

Like most companies, the pharmaceutical group Novo 
Nordisk used to have a handful of channels through 
which to tell its stories: websites, news and stock 
exchange releases, briefings with journalists. It now has 
or is planning a raft of social media channels. Graduates 
are posting stories about their jobs on the blog, projects 
managers launch videos on YouTube and our customers 
are talking about us on their community sites. 
Ms Larsen will discuss the challenges this richness of 
media has brought. Through which platforms should 
messages and stories be delivered? How do we identify 
the right messages, create the content and ensure the 
content is conveyed to the right receivers? Who is 
responsible for driving content to which platform? 
How do we measure the impact of our content ?

11.30  Making storytelling work and managing the whole 
  digital footprint
  Florian Hiessl Global head of online 
  communications, Siemens AG 

Siemens has been telling stories online for a number of 
years – on its website, social media channels and on 
YouTube. Its specially-made videos have gone from being 
curiosities to being, in some cases, close to internet 
sensations. Siemens had no idea if its experiment would 
work, but now it has plenty of lessons to share. Florian 
Hiessl will tell us where Siemens thinks the magazine 
approach can work, using data to understand what works 
on different channels, and will give his views on how to 
handle the channel proliferation challenge by looking at 
the whole digital footprint.
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14.45  Digitizing UNICEF from the inside out
  Sandrine Flavier, Communication specialist, UNICEF

As a global organization with offices in more than 190 
countries and territories, UNICEF has a significant 
challenge: building the internal capacity of its staff to 
leverage digital opportunities for brand-positioning and 
supporter engagement. Ms. Flavier will describe, using 
practical examples, the digital support provided in 
UNICEF, including an internal forum to share best 
practices, staff training, social media guidelines, digital 
toolkits and more. 

15.15  Aiming for consistent and integrated communications
  Monika Gehner Communications Officer, 

World Health Organization
How did the World Health Organization (WHO) 
respond when polio workers were killed in Pakistan last 
December? Ms Gehner will use this case study to show 
how an integrated communications approach can pay 
off. Forty communication professionals at WHO 
headquarters constantly produce corporate content 
aiming to integrate web, internal communications, 
campaigns, traditional and social media for ONE 
WHO. Another case study will sketch the challenge of 
listening to and engaging with social media audiences 
24/7, globally, in several languages, and what kind of 
governance may support this outreach.

 “This has been the best 
conference for senior web 
professionals I have attended. 
The camaraderie and fluid 
sharing of quality knowledge 
among the participants, and 
panelists, made this event 
superbly enjoyable.”  
Teddy Chamorro, Head of Digital, Cantor Fitzgerald

DAY ONE continued
 

16.00  Break for refreshments & networking

 
Mobile

16.30  Responsive design: the answer to your  
  mobile challenges?
  David Bowen Founder, Bowen Craggs & Co.

Several companies in the FT Bowen Craggs Index 
have relaunched their sites using responsive design. Is 
it a magic answer to the ever-expanding range of 
screen sizes? David Bowen raises some tough 
questions based on this year’s analysis. Also: Is the 
corporate app on its way out? Followed by panel 
discussion with people who have followed  the 
responsive route and those who have not. 

17.00  Mobile web panel 
  Scott Payton Senior consultant, Bowen Craggs & Co.
  With panellists: Ashley Brown, Benedikte Larsen,  
  Florian Hiessl, +1

18.00  End of day one followed by drinks reception at hotel

19.00  Dinner (out of hotel)

 “I have heard concepts, ideas and theories that I have not explored before and it has given me 
knowledge far beyond standard presentations.” 
Thomas Blom, Web managers, TNO



 “ “Speakers excellent, topics 
relevant, networking invaluable.” 
Kirsty Chisholm, Head of digital communications, BP

11.00  Social media for corporations or activists: 
About free speech, dialogue and share of voice

  Sabine Kostevc Head of online engagement, Syngenta
The debate over what causes bee colonies to decline has 
blown up into a row pitching the crop protection 
industry against its critics, with regulators passing laws 
that some feel necessary, others disastrous. As 
Greenpeace hangs a giant banner on Syngenta’s 
headquarters, the company fights back via social media 
as well as traditional channels (including offline). Ms 
Kostevc tells the story. 

11.45  Break for refreshments & networking

12.15  Reputation management panel 
  (Scott chair, DB, MR, SK) Scott Payton, 
  Senior consultant Bowen Craggs & Co.
  With panellists: Martin Riecken, Sabine Kostevc,  
  David Bowen, Simon Quayle, GSK

13.00  Lunch
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DAY TWO
09.30  Breakfast networking

Reputation management

The power of the internet both to increase reputational risk and 
to control it is increasingly acknowledged – yet few organisations 
can say they really have the systems and people in place they 
need to respond. There is at least no shortage of case studies,  
as this morning’s session will demonstrate. 

10.00  Introduction 
  David Bowen Founder, Bowen Craggs & Co.

David Bowen is writing a book on online reputation 
management. Here he will look at the recent crop of 
crises – from horsemeat to grounded aircraft – to see 
how they have been handled. 

10.15  Social media in times of crisis
  Martin Riecken Director group communications  
  Europe, Lufthansa

Airlines are at the cutting edge of risk, and therefore of 
reputation management. Social media has brought a 
great new raft of risks – from the tragedy to the trivial 
– and communications departments are still trying to 
learn how to handle them. Mr Riecken will explain 
how social media is making them change their 
communication style and learn how to interact with 
stakeholders. He will shed light on Lufthansa’s social 
media crisis plan, and also explain why he believes that 
traditional media is more important than ever. 

Intranet and internet

14.30  The blurring boundaries between internal 
  and external communications 
  Stephanie Chalmers Senior internal communications 

manager, ABB, Daniela Luzanin Senior project manager 
in digital communications
In the past, roles and responsibilities have fitted into 
predefined buckets: internal did content for employees 
and posted it in intranets; external did content for 
journalists, potential recruits and customers. But with 
social media and changing technology is this still 
appropriate? Internal and external comms managers 
from the same company discuss the issues and ask 
whether and how organisations need to adapt. 

Learning from the numbers

15.15  Discoveries from the Web Effectiveness Network  
  – using data to win internal battles and serve  
  your online audiences more effectively
  Dan Drury & Helen Lindsay Bowen Craggs & Co.

Bowen Craggs has been building up a body of evidence 
from the analytical surveys it has been running on 
corporate websites and gathered from the web analytics 
data of many WEN members. What has it learned 
about website ‘reasons for failure’, how web and social 
traffic compares between websites, and we ask “how 
can social media best be measured?” 

16.00  End of conference
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& online media of the company both externally and 
internally. She has since then expanded this scope to include 
social media, digital publications, mobile and visual media. 
In 2013, she took on a senior role in the internal 
communications department at ABB and is currently 
working on executive communication, the global intranet 
relaunch and change management projects.

Dan Drury Bowen Craggs & Co

Dan Drury joined Bowen Craggs in 
2005 as commercial director after 12 
years as an internet entrepreneur. In 
1993 he founded a software company 
that developed operational online 
risk management tools. Eight years 

later he founded a leading enterprise-class web analytics 
software company. Both companies had successful exits for 
Dan and his venture capital investors. In the past seven years 
he has grown the Web Effectiveness Network to more than 
500 members, expanded the Bowen Craggs’ client base to 
include more than 50 Global 500 corporations, and added 
audience research to the company’s services portfolio. 

speakers anD panelists
DaviD Bowen Bowen Craggs & Co

David Bowen is a senior consultant 
for Bowen Craggs & Co. He founded 
the London-based publishing and 
consultancy firm Net Profit in 1996, 
and his present company in 2002. 
David was twice named UK national 

newspaper industrial journalist of the year during his seven 
years as industrial editor of The Independent on Sunday. 
He was also energy editor of The Independent and in 1998 
began his long-running twice-monthly column on websites 
for the Financial Times. In 2004 David was named 
one of the 100 most influential Britons in the internet’s 
first decade.

ashley Brown, Group director 
digital communications & social media, 
The Coca-Cola Company

Ashley Brown heads up digital 
communications and social media for 
The Coca-Cola Company. In this 
role, he leads the development and 

execution of the Company’s digital strategy, expands its 
ability to amplify the Coca-Cola story online, and guides 
the development of digital and social media policies and 
training. He also works across the Coca-Cola system to 
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equip employees to be effective brand ambassadors, and 
advises our customers and partners on their digital and 
social media efforts. While at Coke, Ashley launched the 
online magazine Coca-Cola Journey, created its first 
corporate news blog, Coca-Cola Unbottled, grew Coke’s 
social channels more than 100% year over year, developed a 
social media training program for all employees, created an 
intensive two-day social media bootcamp for marketers and 
public relations staff, and built Coke’s global social listening 
program. In 2013, he was named an Advertising Age “40 
Under 40”. Ashley holds an M.A. in International Relations 
from Boston University, and is member of the Alumni 
Board of The Walker School, the Board of Directors of 
LINGOS, an international non-governmental organization, 
and a lover of cars, urban design, public transit, and 
electronic music.  Ashley, a native Georgian, calls Atlanta 
home, along with husband David and dog Gus.

stephanie Chalmers Senior internal 
communications manager, ABB 

Coming from a corporate 
communications agency based in 
New York, Stephanie began working 
for EADS in 2003. She went on to 
tackle international media relations & 

monitoring, speech writing and financial communications. 
Starting in 2008, she took on the mission to lead the digital 
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sanDrine Flavier Communication 
specialist, The United Nations 
Children’s Fund – UNICEF

Sandrine has been working in the 
digital field for more than 10 years. 
She is currently the Digital 
Communication Specialist in the 

Private Fundraising and Partnerships Division at UNICEF 
Headquarter Office in Geneva. She is at the forefront of 
social media activities for brand-positioning, 
communication and advocacy. She provides strategic 
guidance and support on social media to 36 industrialized 
and emerging markets. She also supports UNICEF’s global 
online campaigns and partnerships with celebrities, 
companies and other international organizations. 
Before joining UNICEF, she worked in communication 
agencies and for Accenture, focusing on online/offline 
communication, capacity building, evaluation and 
project management.

monika Gehner Communications 
officer, World Health Organization

Ms Monika Gehner is currently Team 
Leader, Social Media, at the World 
Health Organization (WHO), the 
United Nations’ specialized agency for 
health. She has been working for WHO 

for more than 10 years on various health issues. For instance, 
she strategized and coordinated the global communications 

saBine kostevC Head of online 
engagement, Syngenta, 

Sabine Kostevc develops engagement 
strategies connecting online, offline and 
social media communication for a variety 
of audiences and stakeholders – with a 
focus on story-telling and compelling 

content. Originally coming from Marketing & Sales, Sabine’s 
first new media projects date back to when she co-founded a 
digital advertising network in Russia in 1997. She gained 
writing and publishing experience as Editor in Chief for the 
German-Russian business association before moving into online 
Corporate Communications for global healthcare company 
Roche. Until 2012, Sabine managed the Roche web presence 
including a global re-launch resulting in a #1 position in the 
2008 BowenCraggs FT Index. She pioneered social media 
channels and guidelines for Roche, driving change in a highly 
regulated industry while creating comprehensive training 
programmes for the 80.000 employees.

speakers anD panelists continued

around World Health Day 2012 on active ageing - Adding Health 
to Life. She coordinated the launch of the first-ever WHO report 
“Women and health” and led the content development of the 
theme park “Health Futures” at the World Exposition EXPO 
2000. Monika also worked 10 years in the private sector, mainly 
in communications, marketing and sales. Her education is 
grounded in a Bachelor of Arts degree in European Business 
Administration (Germany and France) and a Master’s degree in 
Communications (United States).

 
Florian hiessl Global head of 
online communications, Siemens AG

Florian Hießl studied business 
administration and computer sciences at 
the Ludiwg Maximilians University in 
Munich. As head of online 
communications he and his team is 

responsible for the global external online channels of Siemens 
AG: e.g. corporate website www.siemens.com, mobile website 
m.siemens.com, 95 country homepages in 34 languages, global 
app store account as well as the company’s one brand-channel 
strategy on the social media platform YouTube. Before Florian 
was departmental head for web management in the 
telecommunications sector of Siemens. His first jobs were at 
BMW in Munich and at Osram Sylvania in Boston / USA.



5 - 6 June 2013
hotel Concorde
Berlin2013

BeneDikte larsen Team 
leader,digital communications, 
Novo Nordisk
Benedikte heads up a team 
responsible for corporate digital 
communication platforms including 
the corporate website and social 
media. Her team also provides 

guidelines, processes, training and procedures enabling the 
global organisation to act on digital platforms. Before 
joining Novo Nordisk Benedikte worked in an agency 
focusing on both leadership communication as well as 
digital media.

Daniela luzanin Senior project 
manager in digital communications, 
ABB

Coming from Google where she 
worked as a sales planner and 
assistant to the country manager of 
Switzerland, Daniela began working 
at Namics AG in Switzerland in 

2008, an agency for online communication and services. 
There she worked as a senior consultant and project 
manager, was responsible for developing online 
communication and social media campaigns, managed 

speakers anD panelists continued

internet and intranet projects and implemented new and 
innovative technologies with customers. In 2012, she joined 
ABB as a senior project manager, responsible for 
collaboration projects, the 
global intranet relaunch in ABB, and developing 
external microsites.

sCott payton Bowen Craggs & Co

Scott Payton is an analyst and 
researcher at Bowen Craggs & 
Co. He is former head of research 
at Net Profit, the publishing and 
consultancy firm founded by David 
Bowen in 1996. Scott was also 

launch editor of pan-European investor relations magazine 
Real IR; and editor of Business Voice, the Confederation 
of British Industry’s magazine. He has been writing about 
online communications since 1998 and conducting research 
and consultancy work in the area since 2000. Scott’s 
business journalism has appeared in the Financial Times, The 
Spectator, The Independent and a range of other newspapers 
and magazines. His research reports have been published 
by The Economist Intelligence Unit, KPMG, PwC and 
Freshfields, among numerous other organisations. 

martin rieCken Director group 
communications Europe, Lufthansa

Martin Riecken is leading the 
International Communications Team 
at Deutsche Lufthansa AG since 
September 2012. As Director Group 
Communications in Europe he is 

responsible for media relations in the home market of the 
airline. From 2007-2012 he was Director Group 
Communications The Americas, based in New York. He 
started his career with the airline in 2000 and held various 
leading positions in the Group since then. From 1995-2000 
he was Manager Public Relations at E.ON AG in 
Düsseldorf. He studied mass communications, business and 
political sciences in Bochum. Martin Riecken is married 
and  has two children.



Register online

www.webeffectivenessconference.com/register to register for WEC2013
(secure online booking).
• You can book hotel accommodation using the same link to take advantage of our special rate.
• You can also book directly with the hotel and get the same discount by quoting 
 “Rising Media”
• Your data will be secure and won’t be sold to third parties.

Questions about registration? E-mail: registration@risingmedia.com 
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How much does it cost?

• Early-bird €2,950 (by 7th May).
• Last chance €3,250 (before 8 June).
• Full price €3,490 (on the door).

94 per cent of past delegates said it was 
‘excellent’ or ‘very good’ for networking 
with peers. 93 per cent of past delegates 
said this is ‘the best’ or ‘better than most’ 
conferences they have attended

• We choose not to have a sponsor or any exhibitors, ensuring you an on-target, 
 sales pitch free conference.
• Price includes all lunches, refreshments and evening social dinner.

Special offers
• Team offer: bring one or more colleagues and they each get a 50 per cent discount.
• Members of the Web Effectiveness Network gain a 20 per cent discount.
• Government and registered charity employees can apply for a 50 per cent discount  
 by contacting registration@risingmedia.com
• Discounts applied to current price at time of booking.

About the Web Effectiveness Network

The original network that pioneered the development of member-to-member networking for 
senior online communications professionals in large organisations is now 500 strong with 
members in 5 continents. Group meetings, research and discussions mix an unvarnished and 
independent overview of online communications with practical insights into current challenges 
and future opportunities. The events have been renowned for top-of-the-agenda presentations 
from other group members which get to the bottom of the critical issues facing online 
communicators.  www.bowencraggs.com 

Keep track of Web Effectiveness Network and Conference news on Twitter. 
Follow @dandrury / search for and use #wenwec.

The conference is produced by Bowen Craggs & Co and organised by Rising Media  
www.risingmedia.com

 “No commercial, no marketing, just real life in our web world... please join us on the next BC WEC!” 
Jerome Colombe, Web Governance, Alcatel-Lucent


