


�In a fast changing world, what worked
yesterday probably doesn�t work today.�

- Peter Drucker

In retailing, the ONLY constant is change.  

Category Management has undergone an ENORMOUS EVOLUTION .  Gone are the days
of pile-high data books and single-use planogram life.

Welcome to a new eraƒ where EXCELLENCE IN PARTNERSHIPS
supports the age of THE CONSUMER.

We proudly present •Category Management, Development & MarketingŽ Conference
2006.  The ONLY conference comprised of next generation presentations delivered by top
corporate practitioners.  We have compiled a dream-team lineup of retailers,
manufacturers and luminaries that will share best practices while inspiring future practices.
You will hear recently completed case studies from the best-of-the-best in the brand and
retail arena. 

WE invite you to be challenged .  Attend this thought-provoking conference that will arm
you with new ideas for succeeding in an increasingly competitive space.

This forum will breakdown the barriers of traditional category management methods ,
evaluate the continuation of such practices and, most importantly, explore future, forward-
thinking techniques being used to build shopper loyalty while reducing costs. This
conference will discuss the future trends in retail strategies and how effective cross-
functional teamwork can catapult your brand to the top. 

You will have the opportunity to interact with today�s leaders while forming key
relationships with industry executives and trade partners.

This conference addresses crucial topics including trip management, aisle management,
segmentation schemes, category pricing, pr oper assortment, total stor e
management, cr oss-category opportunities, incorporating shopper insights to deliver
compr ehensive solutions for r etailers ƒ and much, much mor e.

Whether you are new to category management, a seasoned veteran or a pro-active
strategist interested in a deeper understanding of how you can partner with this team, this
event has been designed for you.  It will give you the practical information that can take
your company to new heights.

Shift Happens.  You•ve been living in it.  

It�s time to discuss how category management has caught up to 21st century retailing. 
Are you ready to hear open discussions on how category management is being used to
revolutionize retail establishments in the eyes of the consumer?  

If you�re ready to make a powerful push in the right direction, you can�t afford to miss 
this event.

I look forward to seeing you in Scottsdale.

Best Regards,

Amanda V. Powers
Conference Producer
Institute for International Research

Kim Rivielle
Managing Director
Marketing & Business Strategy Division
Institute for International Research

■  Consumer Products Manufacturing: 35%
■ Research Suppliers: 15%
■ Food and Beverage: 10%
■ Retail: 15%
■ Industrial Manufacturing: 10%
■ Consumer Services: 5%
■ Pharmaceuticals: 4%
■ Hospitality: 2%
■ Financial Services: 2%
■ Automotive: 2%

� Category Management
� Category Development
� Category Marketing
� Customer Marketing
� Market Research
� Shopper/Consumer Insights
� Sales Research
� Marketing
� Trade
� In-Store Marketing

� Merchandising
� Store Operations/Planning
� Account Planning
� Promotions
� Sales
� In-Store Solutions
� Retail Strategy
� Supply Chain
� Product Development

To Register, Call 888.670.8200  Fax 941.365.2507  Email register@iirusa.com
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Welcome to the 1st annual Category
Management, Development & Marketing
Conference.  
This program was designed based on your feedback of current and future trends in the
retail space.  We have compiled over 30 well-versed speakers in a variety of session
formats sharing their ideas and creative strategies that have proven to be profitable.   

What will you gain from attending?
We understand that attending the Category Management, Development & Marketing
conference is a significant investment in terms of both time and money.  This is why
we are committed to bringing you only the highest level of excellence for a
conference in this arena.  We have done so by enlisting a speaker faculty that is
wiling to provide best practices and specific case studies that will arm you with
actionable •nuggetsŽ to take back with you to the office and apply immediately.  

The Theme: Reengineering the Retail Environment to Increase Efficiencies,
Profits & Shopper Loyalty
The goal for this conference is to create an open forum to discuss innovative ways
retailers and manufacturers are collaborating to strategically rearrange the in-
store space in order to be more efficient, profitable and to promote shopper loyalty.

SCHEDULE OF EVENTS

MONDAY, OCTOBER 16, 2006

B1: Full Day Summit
Sign-up for the Summit focused on Transforming Consumer Insights to
Actionable Category Development and Marketing Strategies and gain access to
8 speakers presenting how they�re listening to their consumers and differentiating
their offerings based on their consumer�s needs.  

You will hear from leading retailers including Ace Hardware and Woolworths UK as
well as learn from world-class manufacturers General Mills, Cabdury Adams
Canada, Tyson Foods and Unilever US.

B2 & B3: 2 Half- Day Workshops
Sign-up for both workshops to have a balance of information and networking
opportunities.  Enjoy lunch with your peers and have a full-day of interactive sessions.

B2: Morning Workshop
Is Category Management Dead? Sign-up to partake in a provocative and
thought-evoking interactive session that will discuss shopper trends, shopper
behavior in differentiated channels and link between a category and the store.  

B3: Afternoon Workshop
Balancing Science & Art. Attend this workshop to learn how to integrate today�s
traditional analytics and financial focus with creative initiatives.  If you want to make
an impact and standout from your competition, you don�t want to miss this
workshop that delves deep into meshing the scientific and the creative.

TUESDAY, OCTOBER 17, 2006

Rise and shine because this morning is filled with exciting presentations starting
with contributing editors of Consumer Centric Category Management: How to
Increase Profits by Managing Categories based on Consumer Needs. This
book, published in December 2005 specifically addresses the current yet dated
model of category management and the future of this field. 

You will also hear from Greg Mertes, a 15 year veteran serving Wal-Mart as a buyer
and category manager.  He will share new techniques Wal-Mart has implemented
that serves to get better results our of their supplier collaboration efforts. 

Following will be a presentation by Steven Dowdell, editor-in-chief of Progressive Grocer,
THE publication that releases the annual Category Captain/Best-in-Class Awards.  

In the afternoon, you can choose any sessions from two tracks.  

Building V alue thr ough Collaboration: We know that category managers are
wearing more hats than even before.  Among the featured tracks, you will hear how
Hershey•s is working with their marketing and trade development team as well as
learn how Swedish Match North America is keeping up by providing their team
with the training and tools they need. 

Developing & Executing Retail Strategies: Because it�s what you do with your
information that counts.  Hear how companies are translating shopper and store
data into actionable, award-winning strategies. 

WEDNESDAY, OCTOBER 18, 2006

The final day of conference activities is filled with more high-level presentations
starting with an upbeat and entertaining keynote presentation by the founder of
MorningNewBeat.com, Kevin Coupe.  You�ll also hear from Daymon Worldwide , the
leader in the private label, Anheuser-Busch , the Best-in-Class 2005 winner in the
beer category, and a retail design guru , Paul Lechleiter of FRCH Design Worldwide .

Afternoon track sessions included presentations from Dean Foods, Michelin North
America, AutoZone, Inc. and The Dannon Co.

Leave this conference feeling equipped with a lot of new information that will
guide you in creating future career successes.   

Is strategy retail execution part of your responsibility within your
organization?  If so, this event is for you.  People with these job
titles will attend.  Don�t miss out!  

Leaders with these job titles will attend:

Here•s a Typical Industry Breakdown of Attendees from
Similar Events

Come to Network!  Who will You Meet?  WHO SHOULD ATTEND?

We invite you and your colleagues to take part in our industry survey benchmarking the latest
and greatest in Category Management. Findings will be revealed during Chairperson Alison
Chaltas� opening remarks and will be shared with all attendees to help companies compare
their strategy, resource investment and results. To take the survey visit www.interscopellc.com. 

* Participants will remain anonymous and you don�t need to be registered to participate. 
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TAKE ACTION! GIVE YOUR INPUT! 



Building Value through Collaboration Developing & Executing Retail Strategies
2:00 Enabling Your Team•s Success!

Susan Stege, Director of Category Management, DEAN FOODS
A Winning Formula!  Combining Core Business Structure with Shopper Insights to Drive
Change and See Visible Results
Stephany Goodnight, Director of Merchandising, AUTOZONE, INC.

2:55 Setting Professional Standards and Certifications 
Donna Frazier, Founding Director, CPG CATNET, ASSOCIATION FOR CATEGORY
DEVELOPMENT PROFESSIONALS

Managing Core in the World of Innovation  Building Mutually Beneficial Assortment
Investment Models 
Spencer Baird, Senior Manager for Corporate Category Management, THE DANNON CO.

3:50 Creating Category Management Value Through Cross Functional Collaboration
Barry Richards, Category Manager, MICHELIN NORTH AMERICA

OPEN SESSION!

4:35 End of Conference Activities  

Concurrent Sessions Begin
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SPONSORSHIP & EXHIBITION OPPORTUNITIES
As a business professional, you recognize how challenging it is to navigate through to
the actual decision-maker.  
Category Management, Development & Marketing is one-of-a-kind in its mission to deliver
forward-thinking and practical solutions for leaders in the brand and retail arena. There are
a limited number of opportunities still available at the 2006 conference to promote your
business to this unique audience.

To Learn More, Please Contact Us Today!
Jon Saxe
jsaxe@iirusa.com
212-661-3500 x3194

�Category management cuts across
virtually every part of the retail
business, and must continue to
evolve to meet the latest challenges
facing the retail industry�

- Stephen Dowdell, Editor-in-Chief, Progressive Grocer

Monday, October 16, 2006 

Tuesday, October 17, 2006

8:00 Registration & Morning Coffee
9:00 Opening Remarks from the Symposium Chair
9:15 SPECIAL TEAM PRESENTATION!

Leveraging Comprehensive Shopper-Focused Research for Strategic Category
Plans
Adam Dill, Director of Category Management, GENERAL MILLS
Sharon Hoeting, Shopper Insights Manager, GENERAL MILLS

10:15 Networking Break
10:45 BOTH RETAILER & MANUFACTURER PERSPECTIVE!

A Guide to Trip Management: Understanding your Shopper•s Path through the Store
and Rearranging the Store for Shopper Ease
Matt Bieber, Category Management, ACE HARDWARE
Chris Huot, Group Category Manager, ACE HARDWARE

11:30 Understanding the Psychology of Today's Confectionary Shopper across Multiple
Channels
Mike Henry, Consumer and Shopper Insights Manager, CADBURY ADAMS CANADA

12:15 Lunch

1:30 Developing Segmentation Schemes to Create a Customized Customer-Centric
Retail Environment
Eric Le Blanc, Director of Marketing, Deli Prepared Foods, TYSON FOODS, INC.

2:30 Networking Break

3:00 Incorporating Shopper Insights into Category Management to Deliver
Comprehensive Solutions to Retailers
Kimberly Senter, Director of Category Management, UNILEVER

3:45 Store Design: Crafting the Store Layout the Encourages Your Shopper to Buy More
Neil Fitton, former In-store Marketing Manager, WOOLWORTHS UK
Strategic Development Director, DISPLAY PLAN

4:30 Conclusion of Symposium

SPECIAL TEAM PRESENTATION!

BOTH RETAILER & MANUFACTURER PERSPECTIVE!

B1: SUMMIT Title: Transforming Consumer Insights to Create a Differentiated & Profitable Retail Experience

B2 8:30 a.m. … Noon:  Morning Workshop
Is Category Management Dead? … Long Life Category Management!
Tom Moseman, Senior Vice President, ENVIROSELL

12:00 Lunch for Workshop Attendees 

B3 1:00 p.m. … 4:30 p.m.: Afternoon Workshop
Balancing Science & Art … Transcending the Analytics and Applying Strategic
Marketing Skills and Creativity
Alison Chaltas, Principal, INTERSCOPE
Sal Fiordelisi, Principal, INTERSCOPE
Gary Schanzer, Principal, INTERSCOPE

7:00 Registration
8:00 Opening Remarks from the Conference Chairperson

Alison Chaltas, Principal, INTERSCOPE
8:30 Consumer-Centric Category Management … Using Category Management to Grow

Share of Wallet among Your Key Consumer Segments 
Maggie Arguelles, Team Leader, Wal-Mart International, ACNIELSEN
Steve Kent, Senior Vice President of Retail, SPECTRA
& Co- Contributing Editors for Consumer-Centric Category Management: How to
Increase Profits by Managing Categories based on Consumer Needs 

9:30 KEYNOTE
Category ManagementƒWhat•s Next? The Wal-Mart Philosophy of Category
Management
Greg Mertes, Senior Manager of Category Development, Dairy Products, WAL-MART

10:30 Networking Break

11:00 A Retail Perspective: What do Retailers Really Want from Category Managers?  
Steven Dowdell, Editor-in-Chief, PROGRESSIVE GROCER

11:45 ACADEMIC KEYNOTE
Profits Today and Traffic Tomorrow:  An Integrated Approach to Category Pricing 
Edward Fox, Professor of Marketing, SOUTHERN METHODIST UNIVERSITY
Director, JCPENNEY CENTER FOR RETAIL EXCELLENCE 

12:30 LunchKEYNOTE

ACADEMIC KEYNOTE

Building Value through Collaboration Developing & Executing Retail Strategies
1:45 Building Brand Value through Trade & Customer Development Efforts

Phil Stanley, Senior Director of Category Management, HERSHEY•S
Getting the Right Return out of Your Category Management Investment
Manny Zayas, Director of Sales and Category Management, PEPSI CO. NORTH AMERICA

2:40 Advanced Training & Development for Category Management Success
Joe Teller, Senior Manager, Category Management,
SWEDISH MATCH NORTH AMERICA

Bottoms Up Category Management: Building Your Category Management at the Store Level
Carol Lauer, Principal, INTERSCOPE
Alison Chaltas, Principal, INTERSCOPE

3:25 Networking Break Networking Break

3:55 OPEN SESSION! Using Shopper Tracking Methods to Managing the Category within the Store
Mark Heckman, Vice President, Retail Insights, SORENSEN ASSOCIATES, INC.

Concurrent Sessions Begin

4:50 CONCLUDING KEYNOTE PRESENTATION
Translating Shopper Insights to Shelf Management to Differentiate Retailers in the Marketplace
Craig Hodnett, Vice President of Category Management, CADBURY SCHWEPPES AMERICAN BEVERAGES

5:35 End  of Tuesday Conference Activities

CONCLUDING KEYNOTE PRESENTATION

Wednesday, October 18, 2006
8:00 Morning Coffee

8:30 KEYNOTE:  Retail Words to Live By: •CompeteŽ is a Verb!
Kevin Coupe, Content Guy/Founder, WWW.MORNINGNEWSBEAT.COM

9:30 World Leaders in Private Label
Incorporating Private Label into Your Category Plan to Drive Growth 
John Krohn, Director of Category Management, DAYMON WORLDWIDE

10:30 Networking Break

11:00 FEATURED PRESENTATION: Category Management in a Direct Store Delivery
Environment
Joe Patti, Vice President of Retail Planning & Category Management,
ANHEUSER-BUSCH

11:45 Extreme Store Makeover: Creating a Store Experience that Connects with
Customers
Paul Lechleiter, Chief Creative Officer, FRCH DESIGN WORLWIDE 

12:30 Lunch
1:30 Dessert & Coffee in the �Networking & Information Station�

KEYNOTE:

FEATURED PRESENTATION:

AGENDA-AT-A-GLANCE

To Register, Call 888.670.8200  Fax 941.365.2507  Email register@iirusa.com
w w w . i i r u s a . c o m / c a t e g o r y

WORLD LEADERS IN PRIVATE LABEL
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PRE-CONFERENCE SESSIONS € Monday, October 16, 2006
We encourage you to participate in one of these special interest sessions to maximize your conference experience.  If you�d prefer to attend a 3 1/2 hour hands-on
workshop, you may register for one or two of the workshops. You must choose between attending the summit or the workshop(s).

B1: 8:00 a.m. … 4:30 p.m.
Summit Day: Transforming Consumer Insights to Create a Differentiated & Profitable Retail Experience

B2 8:30 a.m. � Noon: Morning Workshop
Is Category Management Dead? … Long Live Category
Management!

How understanding actual in-store shopper behavior can optimize category studies

Tom Moseman, Vice President Retail Insights, ENVIROSELL

Various sources, from FMI to POPAI, have documented that 60% or more of all fast
moving consumer goods purchase decisions are made or influenced at the point of sale.

In-store marketing is the fastest growing advertising medium in the world.  Understanding what
happens �in-aisle� is a 21st century necessity; it is where the brand, marketing and design
come together with shopper behavior.

In the past 20 years, the practice of category management has gone from being cutting edge
thinking to standard practice for most retailers and marketers.  The substantial gains in category
growth have slowed recently as the �low hanging fruit� has been plucked.  Now is the time to
dig deeper, to get closer to the shopper, and understand their actual needs and behaviors at the
point of purchase.

This workshop will be a lively, informative program that will utilize video clips from Envirosell�s
years of in-store research, in order to provide you with insights that can drive sales�critical
strategies and tactics to improve your �shopper conversion rate�.  The program will focus on a
number of thematic areas with important implications on in-store conversion:

1 - Major shopper trends as an extension of overall social trends:
Understanding needs by understanding demographics.  What are some new ways to think
about demographics beyond ethnicity, age, gender, income and education?  Some of the key
topics discussed:
� The mature consumer
� The shifting gender roles
� Changes in family structure

2 - Shopper behavior in different classes of trade:
Over many years of research, Envirosell has taken the same measures of shopper behavior in a
wide variety of different retail venues.  This portion of the presentation will focus on a few of
those key measures to explore how people shop different types of stores, and draw conclusions
as to how marketers and merchants can tailor their efforts to address these differences.
� Do you know which types consumers shop in which stores?
� Do you know how to adjust your marketing approach to address their real needs in different

types of stores? 
� Learn how to enhance your consumers� shopping experience as they are considering your

products at specific classes of trade

3 - Exploring the interface between a category and the store:
� Is your aisle in harmony with the store? 
� What is the role of packaging, fixturing and display? 
� What are the key things you need to know to make POP and other in-store communications

more effective?
� What are the key tools and measures you need to know to better understand how consumers

shop your category, and how to evaluate the health of your brand within the category as a whole?

To learn more about the workshop leaders please visit www.iirusa.com/category

B3 1:00 p.m. � 4:30 p.m.: Afternoon Workshop
Balancing Science & Art … Transcending the Analytics and
Applying Strategic Marketing Skills and Creativity

Alison Chaltas, Principal, INTERSCOPE

Sal Fiordelisi, Principal, INTERSCOPE

Gary Schanzer, Principal, INTERSCOPE

Today�s category management is so much more than �just� retail analysis.  As an industry we�ve
transcended the world where automated analytic reviews meet our intellectual and financial need
for fact-based decision making.  We�ve invested hundreds on millions of dollars in adding
shopping insights to the mix and arguably spent billions in category analytics resources and
training.  The challenge now is how to pull it all together into actionable and integrated insights
that frame marketing and merchandising plans that delight consumers, motivate shoppers to buy,
solidify meaningful collaborative relationships across trading partners, and can be executed with
excellence across consumer touchpoints.

This objective of this workshop is to help category development and marketing professionals
learn how get better ROI from their category management investment by moving from analyzing
data to harnessing integrated insights � across functions within their own companies and across
trading partners.  Both retailers and manufacturers will benefit from rolling up your sleeves and
digging into the following topics:
� Pulling shopper insights into the category management mix � unifying all the pieces of the

insights puzzle
- Consumer attitudes and usage, shopping behavior, competitive dynamics, category analysis,

and company core competencies
� Thinking like your trading partner

- Thinking like a retailer about the manufacturer�s portfolio � integrating category management
analytics and principles into developing brand brands

- Thinking like a manufacturer about in-store marketing � ways both retailers and
manufacturers can win from improved in-store branding

� Applying creative marketing skills to category management discipline
- Learning the �art� and the �science�
- What does it mean?
- How can one person/team do both?

� Scorecarding success
- Measuring the value of category management and in-store marketing investment 
- Communicate potential return throughout the organization

To learn more about the workshop leaders please visit www.iirusa.com/category

8:00 Registration & Morning Coffee

9:00 Opening Remarks from the Symposium Chairperson 

SPECIAL TEAM PRESENTATION!
9:15 Leveraging Comprehensive Shopper-Focused Research for Strategic

Category Plans 
Adam Dill, Director of Category Management, GENERAL MILLS

Sharon Hoeting, Shopper Insights Manager, GENERAL MILLS

See how traditional category management measurement practices can be combined with
market research activities to create comprehensive shopper-focused insights for retailers.
General Mills will share how they partner with their retail customers to understand
shoppers, shopping trips and store performance by blending behavior and shelf audit
data with the latest consumer trends, trip types and shopper surveys.
�See how General Mills integrates shopper insights into category management practices.
�Learn how key insights are used to drive action at your customer.

10:15 Refreshment & Networking Break

RETAILER/MANUFACTURER PERSPECTIVE
10:45 A Guide to Trip Management: Understanding a Shopper•s Path through

the Store and Rearranging the Store for Shopper Ease
Matt Bieber, Category Manager, ACE HARDWARE

Chris Huot, Group Category Manager, ACE HARDWARE

As both a retailer and manufacturer of hardware products, ACE Hardware has a unique
opportunity to use in-store testing as a way to better understand their shopper�s intentions.
However, no two stores or shoppers are a like.  The size of their retail stores range from
6,000 sq. ft to 160,000 sq. ft. and their customer�s vary from contractors to do-it-yourselfers.
Most recently, Ace Hardware has embarked on a project to analyze their shopper�s path
through the store.  In this session, you will how trip management was planned, the actual
testing as how Ace is now applying their findings to the various formats of stores.

11:30 Understanding the Psychology of Today's Confectionary Shopper
across Multiple Channels
Mike Henry, Consumer and Shopper Insights Manager, CADBURY ADAMS CANADA

In this session, you will learn how different consumer segments (younger versus older)
shop for confectionary in the grocery, drug and convenience store environment.  Cadbury
Adams has studied the emotional triggers and barriers shoppers encounter when in-store
shopping for confectionary products.  Mike will discuss what merchandising tools
Cadbury Adams has used to help entice shoppers with the aim that consumers will view
confectionary as a more permissible/enjoyable treat.
In this session, you will hear how to:
�Recognize the different types of shopper segments that exist within the 

confectionary category
�Understand the psychological debate shoppers have when shopping for confectionary
�Learn about how Cadbury Adams has created certain merchandising tools to tap into

the psychological triggers required for confectionary purchase.

12:15 Lunch

1:30 Developing Segmentation Schemes to Create a Customized Customer-
Centric Retail Environment
Eric Le Blanc, Director of Marketing, Deli Prepared Foods,
TYSON FOODS, INC.

Four years ago, Tyson Foods created a proprietary segmentation model based on
consumers� behaviors and attitudes toward food.  Through innovative research
techniques that observe behavior and gather unarticulated responses, Tyson was able to
come to deep understanding of these consumer segments.  This robust segmentation
model has been applied to generate retailer product participation, merchandising, and
pricing strategies with proven success.  
�Evaluate if your segmentation model is on target
�Learn innovative methods to complete your understanding of your segmentation model
�Integrate segmentation into product development and go-to-market strategies

2:30 Networking Break

3:00 Incorporating Shopper Insights into Category Management to Deliver 
Comprehensive Solutions to Retailers
Kimberly Senter, Director of Category Management, UNILEVER US

�Why the need for a new, evolved practice of Category Management
�How shopper insights enhance Category Management
�The benefit to retailers, i.e. improved shopability, shopper loyalty, etc.

3:45 Store Design: Crafting the Store Layout the Encourages Your Shopper
to Buy More
Neil Fitton, (former In-store Marketing Manager, WOOLWORTHS UK ), Strategic
Development Director, DISPLAY PLAN

How do we get retailers and designers to give the customer the best experience in-store
while also encouraging them with �opportunities� to up weight their purchase and encourage
impulse. This presentation looks at this from the perspective of all involved (Customer,
Retailer and Retail Design) and from multiple formats (Grocery, General and Specialist).
In this session you will hear:
�Customer like a bargain � if they can find it? 
�Crafting a Customer journey to encompass the whole store.
�Cross category promotions and how to deliver.
�Impulse purchase and how that fits into the customer journey.

4:30 Conclusion of Summit Day 

Winner of 10 Category
Awards in 2005

Winner of Category
Captain  Award 2005

Winner of 3 Category
Captain  Awards 2005

At Interscope, we develop
category leadership platforms to

optimize sales and profit for our manufacturer
clients and retail customers. 
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MAIN CONFERENCE € Tuesday, October 17, 2006
7:00 Registration

8:00 Opening Remarks from the Conference Chairperson
Alison Chaltas, Principal, INTERSCOPE

8:30 Consumer-Centric Category Management … Using Category Management
to Grow Share of Wallet among Your Key Consumer Segments 
Maggie Arguelles, Team Leader, WAL-MART International, ACNIELSEN

Steve Kent, Senior Vice President of Retail, SPECTRA

& Co- Contributing Editors for Consumer-Centric Category Management: How to 
Increase Profits by Managing Categories based on Consumer Needs 
In the 1950�s and before, many retailers knew their customers by name and knew what
they bought.  As stores became larger, many retailers lost touch with their customers.
Now, retail competition is stiff and the population is diverse in their tastes and shopping
habits.  Retailers have to win shoppers� loyalty by providing the complete shopping
experience that their key shoppers want.  The ideal shopping experience differs for
different types of shoppers and different types of trips.  So, once you know which
shopper segments you want to target, how do you find them and align your category
strategies and tactics to create their ideal shopping experience?
In this presentation we will discuss:
�Understand the behaviors, attitudes, needs and wants of your target shopper segments
�How to determine which segments are present in which stores
�How to tailor and execute category strategies and tactics for each segment and 

store cluster

KEYNOTE
9:30 Category Managementƒ.What•s Next? The Wal-Mart Philosophy 

of Category Management
Greg Mertes, Senior Manager of Category Development, Dairy Products, WAL-MART

Retail Link has allowed Wal-Mart to strategically collaborate with their suppliers.  In this
session, Greg Mertes, will talk about how new initiatives could make that process even
more beneficial. You will hear how to become more relevant to a broader group of
shoppers and how to collaborate with retailers to create better efficiencies. 

10:30 Networking Break

11:00 A Retail Perspective: What do They Really Want from 
Category Managers?
Steven Dowdell, Editor-in-Chief, PROGRESSIVE GROCER

Progressive Grocer finds out who’s thriving in today’s hypercompetitive food retailing
climate and how, by going straight to those in the know -- top-level grocery executives in
charge of some of the leading U.S. supermarket operators. VNU sister company TDLinx
supplies comprehensive sales and market data, as well as other vital statistics, on the 50
largest supermarket chains.  In this session, you will hear the findings of a survey
developed specifically for this conference that asks retailers what they truly want out of
the category management collaboration.
�Hear what makes retailers frustrated?
�What key traits they look for in selecting a category captain and validator
�Tricks that can benefit both the retailer and the manufacturers

ACADEMIC KEYNOTE
11:45 Profits Today and Traffic Tomorrow: An Integrated Approach to

Category Pricing
Professor Ed Fox, Professor, SOUTHERN METHODIST UNIVERSITY•S JCPENNEY
CENTER FOR RETAIL EXCELLENCE

Decades of research and analysis have shown that supermarket retailers set category prices
below profit-maximizing levels, so that category profits could be increased by raising prices.
Why would retailers systematically price lower than analysts recommend?  Because most
analysts don�t consider how today�s pricing decisions affect store traffic in the future.  The
relationship between price and future patronage (sometimes called �price image�) is
extremely important to retailers, but it is seldom considered in price optimization models.
We will present a new approach to price optimization that captures the effects of category
prices on both profits and today and store traffic tomorrow.  Our state-of-the-art approach:
�Reflects differences in optimal margins between categories, recognizing that some have

a greater impact on future traffic than others.  
�Captures the full impact of customers returning to the store�not only are they likely to

buy in the categories whose prices drew them back to the store, but in other categories
as well.

�Maximizes retailer profits over customer lifetimes, not just for the current week.  
�Most importantly, has the potential to increase retailers� operating margins by 5% or more.

12:30 Lunch

Concurrent Sessions Begin.  Sessions are 45 minutes each with 10 minutes between sessions for switching.  Attend sessions in either track.  Enjoy 

BUILDING VALUE THROUGH COLLABORATION
Track Chair: TBA

DEVELOPING & EXECUTING RETAIL STRATEGIES
Track Chair: Interscope

1:45 Building Brand Value through Trade & Customer Development Efforts
Phil Stanley, Sr. Director of Category Management, HERSHEY FOODS 

As Senior Director of Category Management of Hershey Foods Corporation, Phil is
responsible for In-Store Merchandising, Retail Channel Marketing, Category Development, as
well as Vend, Fund Raising, Concession, Trade Promotions and Sales Communication.  Hear
how Hershey is working with its retail partners to make connections with its consumers
across iconic brands and emotional connections, as well as drive traffic into the center store.
� Involving marketing and sales earlier in the planning process to work towards one

agreement and vision
� Tackling the pressure of sales figures, time constraints and cost constraints
� Maintaining relevance when not delivering tangible results

Getting the Right Return Out of Your Category Management Investment
Manny Zayas, Director of Sales and Category Management, PEPSI CO. 
NORTH AMERICA

� Departmental evolution- how to structure the department based on growing (or
shrinking!?) resources

� All things to all people- or great things to those people who matter most to you
� Spreading the wealth- having the CM team have impact across the organization, not just in

sales and marketing.
� Leveraging external resources
� Internal organizational announcement and the internal PR campaign that is needed 

to succeed.
� Putting it all together with a long term strategy

2:30 Ten minute transition period

2:40 Advanced Training & Development for Category Management Success
Joe Teller, Category Management, SWEDISH MATCH NORTH AMERICA

In the CPG industry, training and development often takes a back seat to other
priorities.  To increase chances for successful negotiations with customers, a
thorough training plan is needed, personalized for each team member, with

accountability built in. 

KEY TAKEAWAYS include:
� Why a formalized training plan is worth an investment of time and resources.
� How to create an effective plan that is personalized for the associate.
� How to ensure that skills learned in training are actually used in the job.

Meshing Shopper Insights, Store Level Data, and Operational Efficiencies:  
a •Bottoms Up• Approach to Category Management

Carol Lauer & Alison Chaltas, Principals, INTERSCOPE

How do we combine the power of shopper insights, point-of-sale potential, inventory
management, in-store conditions, and operation efficiencies into the foundation of
one holistic business plan � that works in each store�s unique shopper dynamics? Not
a simple challenge, but one that best practices companies are addressing in creative
new category management approaches!  A fundamental principle of CM has always
been, not all categories are created equal but now we have the resources to
understand that not all shoppers and not all stores are created equal.  This session

explores ways manufacturers and retailers can integrate learning on in-home use, in-store
purchase, POS impact, and operational synergies at the store-level.  The first step is turning
category management upside down.  Shift from analyzing and thinking chain-level top-down,
to a shopper-based, financially-oriented bottoms-up approach to making sure your category
management resources are focused on the right categories and the right shoppers in the right
stores.
� Taking category management to the store-level to better meet shopper and operator needs
� Reallocating marketing and merchandising resources based on the greatest top-line and

bottom-line opportunity � by store, shopper, and category.

3:25 Networking Break

3:55 OPEN SESSION! 
For more information on speaking in this session, contact Jonathan Saxe at 
jsaxe@iirusa.com

Using Shopper Tracking Methods to Managing the Category within the Store
Mark Heckman, Vice President Retail Insights, SORENSEN ASSOCIATES, INC.

While much attention has been given to the performance of the category within the
confines of its shelf setting, to truly understand and enhance category performance, it
must be viewed in the context of the total store.

� New technologies and methods make it possible to create comprehensive category plans
for each channel and dominant formats within each channel by understanding how
shoppers shop the store.

� While many categories receive the vast majority of their exposure to shoppers outside the
aisle set, very little science is applied to where this exposure should optimally be placed to
best leverage the shelf position.

4:40 Ten minute transition period

Open
Session

CONCLUDING KEYNOTE
4:50 Translating Shopper Insights to Shelf Management to Differentiate

Retailers  in the Marketplace
Craig Hodnett, Vice President of Category Management, CADBURY SCHWEPPES 
AMERICAN BEVERAGES

Stores have been set the same way for the last 20 years, yet the consumer has changed.
How can retailers provide a more pleasurable shopping experience to increase store
loyalty?  After this presentation, you will be able to better understand consumption
motivation of today�s shoppers.  Potential shopping solutions will be presented that can
differentiate retailers in the market without having to use the price lever.

5:35 End of Tuesday Conference Sessions

Committee Leader for
Annual Category Captain

Awards

Did you know? Only 92% of shoppers
shop in grocery stores, down from 100%
just a few years ago 
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Outdoor fire-pits light up the night at this charming
Mediterranean-style resort located six blocks from Old
Town Scottsdale.  The surrounding area features 250 golf
courses, exceptional hiking, horseback riding, hot air
ballooning and desert tours.  Start your evening by
enjoying nightly the wine reception for hotel guests.   
On your off time, enjoy nearby boutiques, galleries, dining
and cultural attractions.  It is conveniently located just 20
minutes from the Phoenix Sky Harbor International Airport
(PHX). www.caleoresort.com

Welcome to Caleo Resort & Spa … A KIMPTON HOTEL  
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MAIN CONFERENCE € Wednesday, October 18, 2006
8:00 Morning Coffee

KEYNOTE
8:30 Retail Words to Live by: •CompeteŽ is a Verb!

Kevin Coupe, Content Guy/Founder, MORNINGNEWSBEAT.COM

Competing in a cutthroat retailing world means that you have to define your
vision...employ the right people...innovate...and find and take advantage of unusual
opportunities wherever they occur.  But mostly, competing has to do with aggressive, 
in-your-face, out-of-the-box, guerilla-tactic take-no-prisoners marketing.  

Using examples from a number of business categories, MorningNewsBeat�s Kevin
Coupe brings more than 20 years of writing about the retailing business (and more than
a dozen years working in retail) into focus with an entertaining, illuminating presentation
looking at how companies can successfully compete.  Attendees will learn how to
differentiate their stores with relevant, compelling shopping experiences that are aligned
with consumers� needs and desires, and will walk away with numerous usable take-
home ideas.

World Leader in Private Label
9:30 Incorporating Private Label into Your Category Plan to Drive Growth 

John Krohn, Director of Category Management, DAYMON WORLDWIDE

Over the past seven years ending in 2004, sales of private label goods grew at more
than twice the rate of branded goods. According to ACNielsen, it also accounts for 15
percent of supermarkets� packaged goods revenue. Private label goods remain the less
costly alternative for the price conscious consumer. But there�s more to it than meets the
eye. In this session, John Krohn will provide insight into increasing profit growth and
customer loyalty through private label programs. You will learn how to integrate private
label into the process of category management and how to develop a strategy to
achieve your goals for a category and your overall private label program.  

10:30 Networking Break

FEATURED PRESENTATION
11:00 Category Management in a Direct Store Delivery

Environment
Joe Patti, Vice President, Retail Planning & Category Management,
ANHEUSER-BUSCH

The retail environment continues to be increasingly competitive; the development of a
well thought out shopper-centric category plan is not good enough anymore.  Great
plans must also be local, practical and executable.   For a large category, like beer,
which is always in the top 5 in terms of profitability and sales; Category Management
provides a competitive advantage in driving sales, profits, shopper satisfaction 
and loyalty.

In this session, you will hear:
�Learnings of best practices and hurdles to be successful in the local customization of

plans � discussion of things that have worked and did not work over the recent years
�Practical ways to customize plans and various analytical techniques that leverage local

insights and uncover store level opportunities
�Example of Case Studies

11:45 Extreme Store Makeover: Creating a Store Experience that Connects
with Customers
Paul Lechleiter, Chief Creative Officer, FRCH DESIGN WORLDWIDE 

Is your store layout aligned to how your customer likes to shop or how you buy
merchandise? Does your store say �customer-focused� or �come and get it?� Paul
Lechleiter, FRCH Design Worldwide�s chief creative officer, will review examples of how
the built environment has helped revitalize major brands and connect with customers. 

Attendees will learn:
�Key elements to consider when refreshing a store
�Market research�s critical role in store design
�Store design�s impact on the brand and the customer.

12:30 Lunch

1:30 Dessert & Coffee in the �Networking & Information Station�

Concurrent Sessions Begin.  Sessions are 45 minutes each with 10 minutes between sessions for switching.  Attend sessions in any track you like.  Enjoy.

BUILDING VALUE THROUGH COLLABORATION DEVELOPING & EXECUTING RETAIL STRATEGIES

2:00 Enabling Your Team•s Success
Susan Stege, Director of Category Management, DEAN FOODS COMPANY

Today�s pressures on margins are compounded by rising costs of raw materials, labor
and fuel.  The price of category management solutions is also high.  The challenge is
to continue to find ways to add value in support of selling a commodity, MILK, which

is sold every where, in every channel!
� providing support of local teams from headquarters
� adding value when selling a commodity
� keeping your teams motivated and equipped to succeed

A Winning Formula!  Combining Core Business Structure with Consumer 
Insights to Drive Change and See Visible Results

Stephany Goodnight, Director of Merchandising Support, AUTOZONE, INC.

With nearly 3,700 stores in the US, AutoZone is the US’s #1 auto parts chain.  They
have worked to implement an efficient model and process for category management
that is embraced by the entire organization.  In this session, you will hear how

AutoZone, Inc. has has achieved its strategic goals and objectives by leveraging category
management as a business development tool and how promoting a solid financial
understanding for long-term benefits has aided in the organizational execution.   In addition,
you will hear how their customers are at the heart of their category management decisions.

2:45 Ten minute transition period

2:55 Setting Professional Standards and Certifications 
Donna Frazier, Founding Director, CPG CATNET, ASSOCIATION FOR CATEGORY
DEVELOPMENT PROFESSIONALS

In this session CPG CatNet will share information collected from manufacturers,
retailers, distributors, consultants and trainers who are participating in a collaborative

effort to create professional standards.  This session will include:
� Examples of Corporate Training Programs
� Equivalency Chart of  �vendor-offered� coursework � courses grouped by level, beginning

through advanced, including specialized coursework like Space Management, Consumer
Insights, etc.

� Links to existing �vendor-offered� Testing, Certifications, and Training Programs
� International collaborative Standard Setting: What�s being talked about and who�s

participating

Managing Core in the World of Innovation
Spencer Baird, Senior Manager for Corporate Category Management, THE DANNON CO.

Assisting our customers build mutually beneficial assortment investment models
centered around innovation while not over-allocating around it.  In this session,
Spencer will share his views around what this looks like over the next 5-7 years in

terms of managing controllables more effectively in world of "innovation is the categorical
lifeblood".  Hear an in-depth look at how Dannon looks at the future from this perspective,
how we’re investing and preparing on our side to ensure we are well positioned to assist our
customers in building the most well balanced portfolios possible.
Within, he�ll take a dive around what we look for technologically to enable this, how we see
the future through those eyes and our obsessions as it relates to customer service and
investment advisement.

3:40 Ten minute transition period

3:50 Creating Category Management Value Through Cross Functional
Collaboration

Barry Richards, Category Manager, MICHELIN NORTH AMERICA 

Michelin North America has had success in partnering with large strategic customers
through Category Management.  The right cross-functional teams are a critical driver
to their Category Management success.

� The challenge of defining Category Management within the organization.
� A simple definition of Category Management.
� The value of cross functional teams to support Category Management.
� The paradigm shift required in the organization to form and implement these cross

functional teams.

OPEN SESSION! 
For more information on speaking in this session, contact Jonathan Saxe at 
jsaxe@iirusa.com

4:35 Conclusion of Conference

Open
Session

Winner of ‘Best in Class”
Award 2005
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Produced By:

The Institute for International Research (IIR), the world�s largest business
conference organization, has offices in 32 major cities around the globe including
New York, London, Paris, Frankfurt, Milan, Stockholm, Amsterdam, Hong Kong
and Sydney.  IIR�s conferences address the areas of finance, marketing, design,

insurance, pharmaceutical, manufacturing, and information technology.  Since 1989, IIR�s
Marketing & Business Strategy Division has provided solution-based expertise delivered by
the field�s leading minds.

Executive Sponsor:

Interscope is a dynamic sales and marketing firm specializing in the
next generation of category management. We collaborate with our
clients to relentlessly pursue the right insights then creatively develop

growth platforms and the skills and tools needed for success. We very much believe
successful retail solutions demand a balance of comprehensive science, creative art, real-
world pragmatism and productive partnerships. Our consultants are all industry veterans
who bring a unique combination of strategic, analytic, and creative capabilities -- and love
to roll up our sleeves to help make things happen. For more information visit
www.interscopellc.com.

Official Supporter   

CPG CatNet
Association for Category Development Professionals
Stay current with the latest in tools and training using channel and
category-specific Resource Directories.   Connect with your peers in
specialized Discussion Groups or �broadcast a question� across
categories.   Weekly Newsletter with articles from around the world -
unique to category management issues. Access the Global Events

Calendar and Career Advancement opportunities.  Participate in a major initiative to
benchmark corporate training programs and create professional Standards & Certifications. 
Advancing professional standards in category management  www.cpgcatnet.org

RetailWire.com is a uniquely engaging online analysis and discussion
forum. Each business morning, RetailWire editors pick news topics
worthy of commentary by its BrainTrust of industry experts and general
RetailWire membership. The results are virtual round tables of industry

opinion and advice covering key retail industry dynamics and issues. To sign up for a
complimentary membership please visit www.retailwire.com. 

Progressive Grocer is the supermarket industry�s prime source of
forward-thinking business ideas. Whether in print or online,
Progressive Grocer delivers balanced and comprehensive coverage of

the industry. PG is committed to helping retailers improve their profitability and prepare for
what�s next in the market through in-depth reporting of critical issues and their implications
for the future, and through analysis of retail performance, consumer trends and product
innovation.  PG covers the whole market of buying influencers�it�s the largest circulated
title in the field�reaching headquarter executives, superstores, independents, wholesalers,
manufacturers, brokers and chains. Connecting sellers with customers, Progressive Grocer
enables retailers to profitably accelerate sales. www.progressivegrocer.com

Reveries is an online magazine centered on the insights, ideas and
energies that drive the future of marketing.  Written by, for and about
the best and brightest marketing people in the world, Reveries is as
intelligent, inquisitive and innovative as you are.  Please join us today
at www.reveries.com. 

MorningNewsBeat.com
Five years ago, Kevin Coupe bought a new laptop computer, rented
office space above a tavern, and set out to prove that retail journalism

could be provocative, exciting and even fun to read. 
Today, MorningNewsBeat.com boasts more than 16,000 subscribers from all segments of
the industry, and Kevin�s quick, concise and unique brand of �news in context, analysis with
attitude� � including a healthy dose of irreverence for the industry�s sacred cows � has
created a website that is a must-read every business morning.

Sorensen Associates is an in-store market research firm
that has helped manufacturers and retailers understand
how people shop and buy products for over 30 years.

The firm, with offices in Oregon, Minnesota and Pennsylvania, maintains the largest network
of retailer partners in the industry. Sorensen Associates specializes in consumer research
for product development, packaging, shopper insights and retail strategies. For more
information contact: James Sorensen, Sorensen Associates, james.sorensen@saiemail.com,
(800) 542-4321.

MarketResearch.com is the leading aggregator of market
research intelligence.  Featuring reports from leading industry

publishers worldwide MarketResearch.com�s industry specialists provide complimentary
assistance in answering your report questions.  Visit www.MarketResearch.com
(http://www.marketresearch.com/redirect.asp?progid=6742 ) to search our report collection,
or call 1-800-298-5699 to speak with a research specialist in your industry.

Supporters:

This conference was produced by Amanda V. Powers of the  Marketing and Business Strategy Division at IIR.  Contact her at apowers@iirusa.com.

Five easy ways to register:
FAX (941) 365-2507
PHONE (888) 670-8200 or internationally at (941) 951-7885 
MAIL Customer Service - IIRNY

P.O. Box 3685
Boston, MA 02241-3685

EMAIL register@iirusa.com
INTERNET www.iirusa.com/category 

YOUR REGISTRATION INCLUDES:
� Access to conference presentations and breakout sessions for those sessions you

register for � (please see chart below for pricing and package options)
� Morning coffee and afternoon lunch 
� Speaker presentations on CD-ROM (please note some speakers are not able to

externally distribute their presentations)
� Access to the �Networking & Information Station� to meet and mingle with peers

GROUP DISCOUNTS AVAILABLE
Send your whole team and take advantage of the team-building opportunities.  For more
information, contact Aloycia Bellillie at 212-661-3500 x3702 or abellillie@iirusa.com.

PAYMENTS
Payment is due within 30 days of registering. If registering within 30 days of the event,
payment is due immediately. Payments may be made by check, Visa, MasterCard,
Discover, Diners Club or American Express. Please make all checks payable to the
�Institute for International Research, Inc.� and write the name of the delegate(s) on the face
of the check, as well as our reference code: M1838. If payment has not been received prior
to registration the morning of the conference, a credit card hold will be required.

DATE & VENUE
October 16-18, 2006
Caleo Resort & Spa
4925 North Scottsdale Road
Scottsdale, Arizona 85251
Tel: (480) 945.7666
Fax: (480) 946.4056
*This number is for general information only.  Hotel will not accept individual call-ins for
hotel room reservations at IIR�s negotiated group rate.

HOTEL RESERVATIONS
A block of rooms is reserved at a discounted group rate for a limited time at The Caleo
Resort.  All hotel bookings should be made through IIR�s travel group The Global Executive.
Make your reservation by visiting www.globalexec.com/iir, calling 800-516-4265 or 203-
431-8950, or e-mailing conf@globalexec.com. 

CANCELLATIONS
Should you be unable to attend for any reason, please inform IIR IN WRITING, 10 days prior
to the first date of the event (includes workshops), and a credit voucher for the full amount
will be issued, which must be used within one year of issuance.  If you prefer, a full refund,
less a $395 non-refundable deposit will be issued. No refunds or credits will be given for
cancellations received on or within that 10 day period.

Substitutions of enrolled delegates may be made at any time. Please indicate upon
registration whether you are eligible for a discount. No two discounts can be combined. If,
for any reason, IIR decides to cancel this conference, IIR does not accept responsibility for
covering airfare, hotel or other costs incurred by the registrants.  Program content is
subject to change without notice.

Any disabled individual desiring an auxiliary aid for this workshop should notify IIR at least
three weeks prior to the conference in writing, by faxing (212) 661-6045

WHAT SHOULD YOU WEAR?
Casual and comfortable attire is suggested.  We recommend bringing a sweater or light
jacket, as the conference room may be cool.

THE EVENT PRICING

Register by
July 14, 2006

Register by
Aug 25, 2006

Register by
Sept 22, 2006

Standard &
Onsite

Tuesday + Wednesday Conference Activities $1,795 $1,995 $2,195 $2,395

Monday Summit Day Only $1,195

You can add one or two workshops OR the full summit day. See prices below

Add any 1 Workshop (in addition to fee for above
selection)

$450 $450 $450 $450

Add any 2 Workshops (in addition to fee for above
selection)

$800 $800 $800 $800

Summit Day $895 $895 $895 $895

REGISTRATION DETAILS

ASSOCIATION

CPG CatNet 
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COME BE A PART OF IT!   REGISTRATION FORM

Five Easy Ways to Register:
Fax (941) 365-2507
Call (888) 670-8200 or (941) 951-7885
Mail Institute for International Research, New York

P.O. Box 3685
Boston, MA  02241-3685

Email register@iirusa.com
Internet www.iirusa.com/category

I will attend: (See pricing grid on page 7)
❏ Monday, Tuesday + Wednesday Conference Activities
❏ Tuesday + Wednesday Conference Activities
❏ Monday Conference Activities Only 

If you plan to attend one or two workshops or the pre-conference summit day on Monday please
indicate which you plan to attend.  You can choose one or both workshops OR the entire summit day.

Pre-Conference Summit
❏ Transforming Consumer Insights to Create a Differentiated & Profitable Retail Experience (M1838B1)

OR
Pre-Conference Workshops (select one)
❏ Workshop A: Is Category Management Dead? (M1838B2)
❏ Workshop B: Balancing Art & Science (M1838B3)

DISCOUNTS*
Please indicate if you qualify for a discount (check one if applicable):
❏ I am a Government, Non-Profit or Academic Professional and qualify for 30% off 
❏ I am attending with 7 or more people from my organization and qualify for 20% off 
❏ I am attending with 3 � 6 people from my organization and qualify for 15% off 

All discounts are off the standard and onsite fee.  No two discounts can be combined.  Please note
that early registration discounts may be a better value than some of the discount opportunities here, so
please register today.

Please register the following delegate(s) for CATEGORY MANAGEMENT, DEVELOPMENT &
MARKETING 2006 (M1838)
(please photocopy this form for additional delegates)

Name_______________________________________________Title________________________________

Company ______________________________________________________________________________

Approving Manager______________________________________________________________________

Address ________________________________________________________________________________

City State Zip/Postal code_________________________________________________________________

Country________________________________________________________________________________

Phone Fax______________________________________________________________________________

Email __________________________________________________________________________________

❏ Please keep me informed about future events via fax

Signature ___________________________________________________________________________________

❏ Please keep me informed about future events via email

Signature ___________________________________________________________________________________

Please charge my credit card
❏ Visa      ❏ MasterCard      ❏ American Express      ❏ Discover      ❏ Diners Club

Card number___________________________________________________________Exp. Date_____________
Signature ___________________________________________________________________________________
❏ Payment enclosed
❏ Please bill my company P.O. #______________________________________________________________
❏ I cannot attend, but please keep me informed of future events

Please send me more information on 
❏ Exhibitions
❏ Sponsorships

INCORRECT MAILING INFORMATION:
If you are receiving multiple mailings, have updated information or would like to be removed from 
our database, please contact Carrie Orr at (212) 661-3876 or fax this brochure to her attention at 
(419) 781-6036.  Please keep in mind that amendments can take up to six weeks.

PLEASE DO NOT REMOVE MAILING LABEL

M1838

Institute for International Research
708 Third Avenue, 4th Floor
New York, NY 10017-4103

Category Management,
Development & Marketing

Reengineering the Retail Environment to Increase 
Efficiencies, Profits and Shopper Loyalty

October 16-18, 2006  €  Caleo Resort & Spa  €  Scottsdale, AZ
Uniting Retailers, Manufacturers and Luminaries to Discuss Smart Strategies that Increase Bottom-Line Results at Retail:

Greg Mertes , Senior Manager of
Category Management, Wal-Mart
reveals new thriving initiatives that
have made their collaboration with
their suppliers even more beneficial  

Craig Hodnett, Vice President,
Category Management, Cadbury
Schweppes discusses the consumer
motivators of today�s shoppers and
shopping solutions to differentiate
the retailer in the eye of the
consumer

Maggie Arguelles, Team Leader,
Wal-Mart International, ACNielsen
shares a new view of creating
category plans built around a
broader view of customer trips

John Krohn, Director of Category
Management & Insights, Daymon
Worldwide discusses how to add
tremendous value to your plan by
incorporating the private label 

Neil Fitton, In-Store Marketing
Manager, Woolworths UK
provides tips on creating
�opportunities� for shoppers to buy
more 

Stephany Goodnight, Director of
Merchandising, AutoZone, Inc.
shares a business model that drives
change and delivers visible results 

Matt Bieber, Category
Manager, Ace Hardware offers
insight with using trip
management to rearrange the
store for increased shopper ease

Kimberly Senter, Director,
Category Management, Unilever
gives her perspective on the need for
new, evolved practices in category
management

Adam Dill, Director, Category
Management, General Mills reveals
how they incorporate consumer
trends into their strategic plans

Joe Patti, Vice President, Retail
Planning & Category
Management, Anheuser-Busch
shares a case study example in
creating customized local plans
that have uncovered previously
unknown store-level opportunities

Paul Lechleiter, Chief Creative
Officer, FRCH Design Worldwide
takes you on a journey in designing a
creative consumer-focused shopping
environment

Kevin Coupe, Content Guy/Founder,
MorningNewsBeat.com inspires you
to take action by discussing how
companies can successfully compete

Retailers Luminaries Manufacturers 
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