
8th

8:30 Registration Opens and Continental Breakfast 

9:30 Opening Remarks
Steve Goldsmith, 
Vice President of Marketing, 
SANOVAS, INC.

9:45 Case Study: Hurdles Jumped to Optimize Sales and Marketing 
Efforts 

 ( Hear how a disjointed CRM was revamped to sync sales and 
marketing efforts and leads

 ( Develop ways to populate the CRM with active users to booster 
sale strategy 

 ( Hear how Behavior targeting and Geo-targeting were used to 
synergize a new linked CRM system

Dan Doublin, 
Senior Product Marketing Manager, 
ACELITY

10:30 Networking Break 

11:00 Achieve Consistent Messaging Through Defined Internal 
Communication Pathways Between Sales and Marketing Teams 

 ( Discuss how marketing and sales responsibilities depend on end 
users’ relationship to the product 

 ( Develop a channel strategy where your customers engage and will 
be the most receptive to your messaging, and identify sales and 
marketing throughout

 ( Provide end users with the information to have a productive 
conversation about your device with their physician, even if 
the physician may have financial benefits to choose a different 
product over yours 

Michael Krachon, 
Vice President of Sales and Marketing, 
ISORAY

11:45 PANEL: Best Practices to Prime Your Sales Counterparts for a New 
Product Launch 

 ( Optimize your brand positioning during product development 
 ( Create a dynamic inbound and outbound marketing mix according 

to audience needs and behaviors
 ( Examine the growing relevance of emerging markets in global 

strategy
 ( Understand the possible barriers that could block or delay the 

project while implementing pre- and post-launch local actions
If you’re interested in joining this panel, please contact Dario Cavaliere 
at (917) 258–5154 or dcavaliere@exlevents.com.

12:45 Networking Luncheon 

1:45 Align Sales and Marketing for Measured Results With Sales 
Enablement

 ( Define a sales enablement strategy around providing easily 
accessible and digestible content via a consolidated portal

 ( Utilize digital sales enablement tools to create marketing 
materials that support sales efforts in a way that amplifies the 
message in a personalized and targeted manner 

 ( Explore Illumina’s experience developing and executing a sales 
enablement strategy and discuss the results they’ve seen

Ashley Bynum, 
Content Systems Manager,
ILLUMINA

2:30 Networking Break 

3:15 Develop and Distribute Relevant Content for Sales Teams to Pass 
Along to Current or Prospective Customers 

 ( Enhance written or video content that is easy for sales teams to 
distribute 

 ( Enable sales teams to utilize content as a talking point and an 
opportunity to follow up with customers 

 ( Discuss opportunities to repurpose existing content in a 
meaningful way 

 ( Take advantage of digital channels that will help with future 
content distribution 

Reena Mishra, 
Director, Product Marketing, 
SI-BONE, INC.

4:00 Tying It Together: Review Key Takeaways From the Marketing and 
Sales Collaboration Day 

 ( Design a plan to open communication between sales and 
marketing teams 

 ( Outline the role that digital technology can play in opening 
communication lines 

 ( Work with senior management to integrate both departments 
more seamlessly

Steve Goldsmith, 
Vice President of Marketing, 
SANOVAS, INC.

4:30 Marketing and Sales Collaboration Day Concludes 
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8:00 Registration Opens and Continental Breakfast 

9:00 Chairperson’s Opening Remarks
Gail Somar
Director of Corporate Marketing, 
BIÇAKCILAR AS

9:15 How Digital Is Enabling Global More Personalized Engagement  
 ( Discuss how to share patient testimonials through a multi-digital 

channel approach 
 ( Consider how care delivery models are changing and creating 

opportunities for new non-traditional device companies to enter 
the marketplace

 ( Evaluate the competitive landscape to see which digital channels 
work to connect with your end user 

Emily Seo,
Market Development Manager,
INTERSECT ENT INC.

10:00 Establish Digital Communication Strategies That Sync Sales and 
Marketing Efforts 

 ( Gain internal buy-in by demonstrating how digital marketing 
generates revenue through analytics 

 ( Improve ROI by repurposing content across customers and media 
when appropriate

 ( Leverage marketing automation platforms to integrate digital 
communications into external communications and physician 
training

Tonia Karpen, 
Senior Manager, Brand and Marketing Communications, 
STRYKER

10:45 Networking Break 

11:15 Utilize Digital Tools to Drive Demand and Develop a Database 
 ( Bridge the gap between marketing and sales with digital platforms 
 ( Create a customer persona to help sales reps better understand 

who their customers are
 ( Utilize digital tools to drive demand and develop a database 
 ( Learn how to best translate marketing content to sales, and how to 

integrate sales’ feedback into future marketing outreach
Nicholas Wanliss, 
Digital Marketing Specialist, ENT,
MEDTRONIC

12:00 The Role of the IoT and Digital Connectivity in Patient Engagement 
 ( Examine the role digital connectivity and the IoT can have in 

patient disease management and support beyond adherence 
 ( Understand and balance technical complexity and simplicity to 

create a unique and positive user experience 
 ( Exploring opportunities for patient and HCP engagement through a  

digital support ecosystem 
If you’re a solution provider interested in this session spot or excited 
to share a new product with our audience of device marketers, please 
contact Jayson Mercado at 212-400-6236 or jmercado@exlevents.com.

12:45 Networking Luncheon 

1:45 Utilize Social Media to Connect With Desired Customers 
 ( Understand the role of DTC marketing in the medical device space 

based on patient insights
 ( Review strategies to coexist with other forms of disease education 

from competitors and associations, and understand how this 
influences the content and strategy for disseminating your 
information 

 ( Incorporate a deep understanding of the patient’s journey into your 
content strategy

 ( Define a multichannel approach to engage with patients where 
they would be the most receptive to your content 

Elizabeth Presson, 
Patient Engagement and Digital Strategy Lead, 
OTICON MEDICAL, LLC

2:30 Neuropace Case Study: Digital Epilepsy Insights Campaign
 ( Facilitate constructive discussions between physicians and 

patients around a disease state
 ( Hear how this campaign encouraged patients to visit an epilepsy 

specialist if they have failed two medications
 ( Work with patient influencers to share educational information 

about a disease state
Heidi Glasser,  
Senior Marketing Manager, 
NEUROPACE INC

Aly Cash,  
Associate Product Manager, 
NEUROPACE INC

3:15 Networking Break 

3:45 Narrative Is a Powerful Tool to Engage With Patients and Healthcare 
Professionals

 ( Build compelling content through storytelling using compelling 
patient insights 

 ( Understand how content that resonates with your audience can 
shape the conversation about the implications of a disease

 ( Fill end user knowledge gaps about a disease state awareness 
through patient- or disease-centric messaging

Annemarie Obrien, 
Global Downstream Product Manager, 
BIO-RAD LABORATORIES

4:30 Multifaceted Approach to Global Channel Strategy for Medical 
Device Marketers 

 ( Review how medical device manufacturing is a truly global market, 
but can be dramatically advanced with updated global digital 
engagement strategies 

 ( Hear how to develop a strategic approach to global digital 
marketing from a smaller company perspective

 ( Understand when to move away from traditional marketing and 
into digital engagement

Gail Somar, 
Director of Corporate Marketing, 
BIÇAKCILAR AS

5:15 Main Conference — Day One Concludes

8th
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“IT’S EXCITING TO HEAR WHAT’S THE 
LATEST AND GREATEST FROM BOTH BIG 
COMPANIES AND SMALL.”
 —Chief Marketing Officer, CALLA HEALTH

“IT’S ONE EVENT THAT I HIGHLY 
RECOMMEND TO MY PEERS TO ATTEND 
EVERY YEAR.”
 —Director of Growth Marketing and Branding,  
POTRERO MEDICAL

8:30 Registration Opens and Continental Breakfast 

9:00 Chairperson’s Opening Remarks

9:15 Internal Communications Strategies to Ensure All Teams Are Kept 
on Brand in Their External Communications  

 ( Rethink the traditional internal communications model to reach 
your potential patients

 ( Create a strong, unified workforce engaged in a common mission 
by developing an exemplary internal communication strategy that 
amplifies external communications consistently 

Kristie Burns, 
Chief Marketing Officer and Business Development, 
CALA HEALTH

10:00 Demonstrate ROI on Digital Communication Efforts Across All 
Platforms

 ( Demonstrate how digital marketing generates revenue to gain 
internal approval to invest in newer technologies  

 ( Repurpose content across digital media outlets when appropriate 
to engage with a  target audience in a meaningful way where they 
already are

 ( Integrate digital communications into more traditional 
communication channels 

If you’re a solution provider interested in this session spot or excited 
to share a new product with our audience of device marketers, please 
contact Jayson Mercado at 212-400-6236 or jmercado@exlevents.com.

10:45 Networking Break 

11:15 Gorilla Marketing for Small Device Companies
 ( Develop a Creative Competence in-house for quick response and 

efficiency
 ( Build an app to improve departmental communication and 

efficiency
 ( Pull products through the channel with Direct to Patient Marketing

Basil Beighey, 
Marketing Communications Manager, 
CRYOLIFE, INC.

12:00 Develop Into a Brand That Positively and Genuinely Engages With 
Their End User

 ( Define genuine engagement for your brand and understand the 
impact your product has on the burden of a disease 

 ( Analyze and strategically leverage social KPIs to determine trends 
and optimization opportunities on social media 

 ( Create a plan to lead social media to better understand the 
patient’s journey 

Mary-Jayne Trainor,
Senior Manager, Corporate Social Media, 
INTUITIVE SURGICAL

12:45 Networking Luncheon 

1:45 Leverage LinkedIn and Social Media to Create a Brand Persona  
 ( Identify if social media actually is a fit for your brands, your 

company, and your target customers
 ( Understand some of the more difficult to quantify benefits of 

creating a social brand persona and consider ways to track and 
measure how perception of your brand is growing

 ( Dive into strategies for creating a brand presence on social media 
that impact that perceptions about the company rather than just 
the products 

Omar Khateeb, 
Director of Growth Marketing and Branding, 
POTRERO MEDICAL

2:30 Redefine Your Channel Strategy, Not Just Your Content Strategy
 ( Understand the business case for creating your own platform 

to distribute the content you’ve created as opposed to building 
content for others to distribute and own 

 ( Uncover some of the benefits of a website that focuses on 
providing unique content instead of one focused on features and 
benefits of specific products 

 ( Discuss opportunities for tackling an omnichannel approach based 
on your product and end user

3:15 Chairperson’s Closing Remarks  
Gail Somar, 
Director of Corporate Marketing, 
BIÇAKCILAR AS 

3:30 Main Conference Concludes

8th
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