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WHEN?
June 15–16, 2015
WHERE?
Conrad Hotel New York
WHAT?
ROI: Measuring the Marketing Investment

PROGRAMMATIC: Measuring the Digits

CROSS-PLATFORM: Measuring Media Impact to Drive Sales Growth

SOCIAL/WOM: Measuring Connections

MOBILE: Measuring on the Move

CREATIVE: Measuring Hearts and Minds

SHOPPER: Measuring Path-to-Purchase Touch Points

The single most important conference for understanding 
and moving media measurement forward.


