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Direct Marketing Association
CONFERENCE & EXHIBITION

AGENDA AT-A-GLANCE*

PRE-CONFERENCE INTENSIVES
SAT., OCT. 11

® Direct Marketing
University D

® Email Marketing

® Fast & Furious Creative
TuneUp D

® Acquisition and Retention D

® Online Optimization /
Marketing Automation

® Mobile Marketing

SUN., OCT. 12

® Direct Marketing
University D
® Email Marketing

® Fast & Furious Creative
TuneUp D

® Acquisition and Retention D

® Online Optimization /
Marketing Automation

® Mobile Marketing
® Master Class Series [INEWH
® Web Analytics Association

Base Camp |NEW

POST-CONFERENCE INTENSIVES

WED., OCT. 15
® Credtive Strategies D

® Search Engine Marketing

® Database Marketing

@ Digital Publishing INEWH

® Loyalty & Retention

® Multichannel Morketing-

THURS., OCT. 16

® Creative Strategies D

® Search Engine Marketing

® Database Marketing

® Digital Publishing [INEWH

® |oyalty & Retention

® Multichannel Mcrketing-
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