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A day of new thinking for old problems, 
fostering creativity and bursting the bubble  
of conventional wisdom.

You haven’t heard 
it all before



Differentiation is critical. Attention 
spans are shrinking. It’s quicker, 
cheaper and easier to win new work 
from existing clients than to win new 
clients. In the digital age of social 
media all communications need to  
be personalised.

Procurement aren’t interested in 
quality, they just look at the cost.  
The most important metric in 
marketing is return on investment. 
Clients want innovation. The way 
people buy services at work is 
different from the way people buy 
products at home.

All too often in marketing we accept 
conventions unthinkingly. We do 
things a certain way because that’s 
how we’ve always done them. We 
tell ourselves we’re right without 
considering we might be wrong.

Working in professional services adds 
an additional layer of misdirection. 
We take the soft nuances of the 
partnership and turn them into hard 
rules that must never be broken –  
and that others wouldn’t understand 
anyway. Professional services is 
different, see?

So our world becomes a little smaller.
Our field of vision a little narrower. Our
pool of knowledge a little shallower.

And when this happens we lose 
the ability to out-think and out-
manoeuvre the competition. The best 
we can hope for is to know what the 
competition knows and do what the 
competition does. Nothing more.

This year’s PM Forum conference  
will challenge many of the long- 
held conventions of professional  
services marketing.

What if we’re misinterpreting 
innovation? What if there’s more 
to measurement than ROI? What 
if differentiation doesn’t matter as 
much as we think it does? What if 
personalisation is actually a bad thing? 
What if procurement is about more 
than just crunching the numbers?

What if we’re wrong?

Because, as Oscar Wilde once said, 
conventional wisdom is certainly 
conventional, but it isn’t wisdom.
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Conference 
Programme  

2019



9.25

9.35

10.15

10.55

9.00

11.25 Bursting the bubble of:  
Procurement – more than just crunching numbers
Sarah Barrett-Vane, SBV Consulting

Bursting the bubble of:  
Innovation – what it is, isn’t and should be
Christie Guimond, She Breaks the Law

Bursting the bubble of:  
What does and doesn’t matter – the laws of marketing
JP Hanson, Rouser

Chair’s introduction
Lucy Canning, Grant Thornton UK

Coffee

Breakfast and registration

In marketing, as in other fields, there are a number of patterns so 
universally prevalent that they become law-like. Much like most legal 
rules, however, many remain oblivious to their existence. As a result, 
money is spent on activities that have little or no use to the business.

In this keynote JP will break down what marketers must know to be 
able to provide value, secure growth and measure what matters… 
while undoubtedly stepping on a few toes along the way.

Innovation in professional services, once an oxymoron, is now a 
hot trend. However, it is unclear what innovation means and what 
it really looks like in practice for many. Using examples from across 
the industry, Christie will explore what innovation is, what it is not 
and what it should be in order to help you recognise opportunities 
for innovation, to separate out the hype and to maximise the value 
that innovation can deliver to your firm.

Procurement exercises are all the rage with larger clients and,  
if anything, on the rise. Bidding for work takes time and money. 
How is a client’s procurement strategy formed? What is their 
operating environment? Who is involved client side and where 
does the power lie? How can you influence market perception, 
including that of existing and potential clients? What are clients 
looking for? From making your go/no go decision to bidding 
successfully and avoiding common pitfalls, Sarah will provide  
you with insight and fresh ideas.
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12.05

Behind the curtain:  

An award-winning 
multi-channel 
campaign
Daniel Sullivan, KPMG

New ideas for:  

Measuring  
what matters
Sam Clarke, Shooting Star 

New ideas for:  

Why you shouldn’t 
always trust your  
gut instinct
Andrew Tenzer, Reach

Select one of the  
five workshops. 
( for in-house marketers/BD only).

Stay in the main hall for 
the Overview option.

We’ve got measurement 
the wrong way around. 
Measurement should 
come at the beginning, 
not the end of the 
marketing process. 

In this session you’ll 
learn to focus on what 
matters and discard 
what doesn’t:

•  How to flip marketing 
measurement around, 
working backwards  
from goals.

•  Choosing the  
metrics that reflect 
business objectives and 
how it all ties together. 
How to make finance 
your friend, working 
together to build 
common understanding.

•  Making marketing  
an investment and  
not a cost.

‘Fewer, bigger, better 
marketing programmes’ 
is easy to say and a 
logical mantra for B2B 
marketers but fiendishly 
difficult to achieve in 
partnership businesses. 
Joining up budgets, 
strategic priorities 
and managing the 
stakeholder implications 
to build consensus is 
tough, but achievable. 

Join this session to:

•  Explore how KPMG 
devised, agreed and built 
Changing Futures – its 
award-winning firm-wide 
marketing programme.

•  The role of a big idea 
to capture partner’s 
imagination – and help 
you build consensus.

•  How to harness online and 
offline media to manage 
varied business priorities.

•  Building a KPI  
framework that delivers 
partner buy-in.

The fast-paced nature  
of work means marketing 
decisions are often 
based on instinct. But 
what if these instincts 
are wrong? What if we 
literally interpret the 
world differently to  
the very people we  
are trying to engage  
and influence? 

Join this session to learn:

•  Why we are wrong about 
nearly everything.

•  How the latest in  
cross-cultural psychology 
can help you gain a 
better understanding  
of your clients.

•  How you can make 
marketing that taps  
into fundamental  
human truths.

Morning breakout sessions
Choose one of the following:

1 2

WorkshopsOverview

AO B
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New ideas for:  

Thinking long and 
wide about marketing 
communications
Gareth Price,
Wunderman Thompson

New ideas for:  

Making your 
contribution to 
pitches meaningful 
and exciting 
Deborah Fleming,  
Walker Morris, and  
Debi Coles, Never Second

New ideas for:  

Client experience  
that works in the  
real world
Ben Sutton, Grant Thornton

The idea that all 
communications should 
be personalised has 
taken a grip over the 
marketing industry in 
recent years. 

In this workshop Gareth 
will explore the dangers 
of personalisation and 
explain why marketers 
need to create shared 
beliefs amongst clients 
and prospects. 

It will cover:

•  Why the primary function 
of brand is to make it 
easier to choose you over 
your competitors.

•  The importance of 
establishing collective 
meaning around your 
firm’s brand.

•  The value of being tight 
in your positioning and 
the services you offer.

Pitching can get a raw 
deal in professional 
services firms, but it 
should be so much 
more than document 
management. You 
have the power to 
make pitching exciting 
and creative – and to 
position yourself as one 
of the most valuable 
advisers in the firm. 

This workshop will:

•  Explode the  
myths surrounding  
the ‘pitch grind’.

•  Explore the different 
stages of the process 
and how you can enjoy 
adding value to each.

•  Share ideas about how 
you can position yourself 
as a valuable (and visible) 
contributor to success.

At its best, client 
experience often 
isn’t about big splash 
projects but making 
practical, ongoing 
improvements. Creating 
a distinctive experience 
helps to build the brand 
and ultimately grow the 
business. So how can 
marketing and BD teams 
bring the whole firm 
together around this 
common focus? 

This workshop will 
explore how to:

•  Use client insight to 
make your marketing 
and BD more impactful.

•  Engage the firm in 
designing the future 
client experience.

•  Equip fee-earners  
to be more effective 
commercial advisers.

C D E
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13.05

14.40

14.00 Bursting the bubble of:  
Creativity – how to foster it and use it
David Hall, The Ideas Centre

Lunch

Afternoon breakout sessions

Overview Workshops

The world is changing at an ever-increasing pace. But our decision 
making and behaviours reflect models of reality that are based on 
our understanding of out-dated patterns from the past. To free our 
thinking and generate fresh and creative ideas we must find ways 
of challenging these patterns.

In this keynote David will demonstrate how creativity can remove 
the blockages that operate within everyone’s minds and unleash 
the power of breakthrough thinking.

Another choice to be made. Either stay in the main hall for the 
Overview option or, for in-house marketers/BD only, select from  
the same list of workshops as in the morning (see pages 5 and 6).

New thinking necessitates 
change and change brings 
resistance. Simmons & 
Simmons has spent the 
last three years challenging 
conventional thinking around 
the role of M&BD, increasing 
visibility of the value it adds 
to the business and reducing 
the multitude of conventional 
activities which add little 
value to clients.

This session will include:

•  How to prepare for a  
difficult conversation.

•  The role of data in  
decision making.

•  The importance of training.

•  Success is contagious:  
show it, share it, celebrate it.

Behind the curtain: 

How to say no
Owen Williams and Jo Cooper, 
Simmons & Simmons

New ideas for:  

Measuring what matters
Sam Clarke, Shooting Star

New ideas for:  

Why you shouldn’t always 
trust your gut instinct
Andrew Tenzer, Reach

New ideas for:  

Thinking long and 
wide about marketing 
communications
Gareth Price,  
Wunderman Thompson

New ideas for:  

Making your contribution 
to pitches meaningful  
and exciting
Deborah Fleming, Walker Morris, 
and Debi Coles, Never Second 

New ideas for:  

Client experience that 
works in the real world
Ben Sutton, Grant Thornton
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15.40

16.50

17.00

18.30

16.10 Client panel:  
Say what? It ain’t what you don’t know, it’s what you know 
that ain’t so
Moderator: Lee Grunnell, Thirteen

Tea

Chair’s closing remarks

Drinks reception
Including Gin Bar sponsored by Passle.

Conference closes

They say that a little knowledge is a dangerous thing. But, to 
paraphrase Mark Twain, even more dangerous are the things you 
believe to be true, but are actually anything but.

To close the day our client panel will explore the facts of professional 
services life you didn’t know that you didn’t know. They’ll dispel the 
myths that have built up about what firms get right and get wrong.

And in doing so, they’ll help us all leave a little wiser and a little surer 
of what we know – and don’t.

Client panel:

Natalie Salunke 
VP & Head of Legal, Fleetcor

Khalid Talukder 
COO, Elemental Financial Holdings

Chet Behl 
Group General Counsel, Pay.UK
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Who’s who

Sarah Barrett-Vane

Lucy Canning

Chet Behl

Lucy is Director of Brand, Marketing and Communications at 
Grant Thornton UK and has worked in professional services 
marketing for over 15 years. She works alongside Grant 
Thornton’s CEO and the firm’s Strategic Leadership Team. 

Chet is counsel to the UK’s payment system operator,  
Pay.UK. He has acted as counsel to HSBC, Lloyds Banking 
Group, JP Morgan, the Bank of Ireland and Barclays.

Debi Coles Debi is a founding partner of Never Second, a niche 
consultancy focused on helping professional services firms 
win business. She has worked in-house and as a consultant 
for the Big Four, Magic Circle, global, regional and specialist 
professional services firms.

Sarah bought and managed legal services for the MoJ and 
subsequently Royal Mail for 13 years. Now freelance, coming at 
procurement with a client’s eyes and still working buyer-side, 
Sarah enables legal services suppliers to write winning bids.

Sam Clarke Sam is an in-house marketer at Shooting Star. With eight 
years’ experience working in advertising and marketing, he 
has worked agency and client side in numerous sectors and 
believes that good marketing makes better business.

Deborah Fleming Deborah is Business Development Director at Walker Morris. 
Her career was founded in pitching, being involved in setting 
up the bids function at Eversheds Sutherland before leading 
teams at firms including DAC Beachcroft and Dentons.

Lee Grunnell Lee is the founder and brand strategy director at  
Thirteen. A former in-house marketing director, he now 
works with professional services firms to help them articulate, 
communicate and demonstrate what makes them distinctive.

Christie Guimond Christie has over 10 years-experience in legal innovation.  
Until recently she was strategy and innovation manager at 
Bird & Bird. She is the co-founder of She Breaks the Law, a 
network for female leaders of legal innovation.

Jo Cooper Jo sits on the leadership team at Simmons & Simmons and 
heads the M&BD Hub; a unique and ambitious team where 
talent is nurtured and team members learn the range of skills 
involved in M&BD.
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JP Hanson JP is CEO of international strategic consultancy Rouser, a 
Marketing Week columnist and global keynote speaker. He is  
known for his entertainingly no-nonsense way of breaking 
down hot topics in business and marketing strategy.

David Hall

Owen Williams

David founded the Ideas Centre in 2011, born out of a passion 
for creativity and innovation. He has a proven leadership track 
record at board level in a range of public sector, manufacturing, 
engineering, services and technology organisations.

Having spent 20 years working for the likes of Deloitte, 
Clifford Chance, Latham & Watkins and Herbert Smith 
Freehills, Owen is now part of the leadership team at 
Simmons & Simmons with responsibility for supporting  
the global practices and the 19 international offices.

Gareth Price

Khalid Talukder

Natalie Salunke

Andrew Tenzer

Daniel Sullivan

Ben Sutton

Gareth is a planner at Wunderman Thompson, working on 
HSBC and Bayer. He won the IPA President’s Prize and Atticus 
Award in Advertising for his 7-point plan to tackle short-
termism in marketing, and is co-author of Eat Your Greens.

Khalid is COO of Elemental Financial Holdings. He is a 
seasoned corporate and investment banking professional 
working across investment banking, transaction banking 
and FX capital markets for over a decade at UBS, Citi & 
Deutsche Bank.

Andrew is Director of Group Insight for Reach Plc. He is 
responsible for designing and executing insight across 
its portfolio of brands. Passionate about marketing and 
advertising, Andrew is obsessed with understanding what 
makes real people tick.

Ben leads the global client experience team at Grant 
Thornton International. His focus is on enabling colleagues 
across 135 countries to build client relationships and drive 
growth through the experience they deliver.

Daniel is a director and head of marketing for capabilities 
at KPMG in the UK. He leads marketing teams across their 
audit, tax, consulting and deal advisory businesses and was 
previously a marketing planning and strategy lead for Lloyds 
Banking Group.

Natalie is the Head of Legal for Fleetcor, a global provider  
of specialised payment products and services to commercial 
fleets, major oil companies and petroleum marketers. She is  
a member of the UK and European management teams.
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The PM Forum conference is  
the leading industry event for all 

aspirational marketers.

This was my first PM Forum  
conference and I had high  

expectations for the event run by 
professional marketers for professional 

marketers and it did not disappoint.  
I would highly recommend.

The atmosphere of good  
humour and engagement was 
palpable – a thought provoking  
and thoroughly enjoyable day.

What a fantastic day, every 
presentation was engaging. I have 
come away very inspired and with  
lots of tools to put into place at  
my workplace. Thank you.

Hear from last  
year’s delegates
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An excellent line-up of speakers 
that didn’t disappoint. Several 

actionable insights taken away from 
each session. Wouldn’t hesitate to 

recommend the conference to fellow 
professional services marketers.

The best conference I’ve been  
to yet. So much to take away  
and use!

A highlight of the event  
calendar year. Yet again I’ve left 

feeling inspired and energised.

Insightful discussion, an 
interesting group of speakers 
and a lot of excellent takeaways. 
Strongly recommended for 
marketers of all levels.
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PM Forum 
Conference 2019
Thursday 26 September
09.00 – 18.30

Substitutes & cancellations
Up to 15 August 2019:

Full refund minus £95 (plus VAT) 
cancellation fee. 

No refund after 15 August 2019.

Cancellations must be made in writing.

Substitutes are welcome.

PMI reserves the right to cancel with no 
liability beyond refund of fees paid.

Eligibility
The conference is open solely to 
members of the PM Forum, world- 
wide subscribers of PM magazine,  
and members of the Managing 
Partners’ Forum Strategy &  
Marketing Group.

Further information
020 7786 9786 

pmf@pmint.co.uk

www.pmforum.co.uk
www.mpfglobal.com

@PMFGlobal   #PMFConf

Fee
Prior to 30 June:

£525 + VAT (£630)

Thereafter:

£625 + VAT (£750)

Fee payable with booking

Venue
Congress Centre

28 Great Russell Street
London
WC1B 3LS

020 7467 1318
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Registration

I enclose a cheque made payable to  
Practice Management International LLP for

£  ......................................

Please mark two sessions (1 for first choice and 2 for second choice) for both the morning and 
afternoon – remember that Workshops A to E are only available to in-house marketers/BD.

PMAM

Please circle if you would like to pay by:

Visa   Mastercard

American Express  Maestro

Professional Marketing Forum (PM Forum) is a trading name of Practice Management International LLP, a limited liability 
partnership. Registered in England and Wales. Partnership no. OC327330.

Please return this form  
and your payment to:

PM Forum
422 Salisbury House

London Wall 
London EC2M 5QQ

conference@pmint.co.uk

Breakout sessions

Name:

Position:

Firm:

Telephone:

Email:

Cardholder name:

Card number:

Signed:

Date:

Amount:

Security code: Expiry date:

Address:

Postcode:

Type of Firm:

Payment details

Overview option

A: Measuring what matters

B: Why you shouldn’t always trust your gut instinct

C: Thinking long and wide about marketing communications

D: Making your contribution to pitches meaningful and exciting

E: Client experience that works in the real world
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