
8:15 Registration and Morning Coffee

9:00 Chairperson’s Opening Remarks

9:15 Collaboration, Strategy, and Planning to Ensure a 
Streamline Marketing and Sales Approach to Launching 
a Product
• Research your customers and ensure how marketing

messages combined with a sales strategy will assure product
knowledge

• Create a demand generation strategy so marketing can assist
with creating a sales funnel

• Map a lead generation strategy and enforce compliant
marketing messages throughout this process

10:00 Develop a Strategic Understanding of What Sales 
reps Find Valuable to Ensure You Focus on What They 
Actually Use
• Provide sales teams with data they can pass along to

physicians
• Help sales reps market themselves
• Speak to your audience using language they appreciate and

via channels they prefer
• Dive into the collaboration between sales and marketing and

the strategic goals
Martin Abrams, Marketing Strategist, INSPIRESLEEP

10:45 Networking Break

11:15 Streamline Marketing and Sales to Ensure Productive 
Customer Outreach
• Understand the buying dynamics of your key customers
• Create a demand generation strategy by creating goals,

assigning accountability, defining lead generation metrics,
and utilizing marketing automation

• Map a lead through the revenue funnel and align metrics and
realize results

Kathy Elliot, Senior Marketing Manager, Ultrasound, 
NEUROLOGICA

12:00 Luncheon

1:00 Implement a Sales and Marketing Platform That Works 
Across Various Divisions
• Develop marketing material you can digitally share with sales 

teams that gives the marketing team complete version control
• Allow sales representatives to share feedback among

themselves so the company appears less siloed to customers
• Learn how to expand a sales platform to new divisions and 

geographic regions
Tom Osypian, Digital Marketing Manager, VOLCANO 
(PHILLIPS)

1:45 How to Build the Sales Force of the Future Today
• Adapt to constant change and thrive.
• Share the attributes, implementation, results, and

lessons learned for the methodology to help evolve sales
organizations today for the organizational needs of tomorrow

Jay Graves, Former Vice President of Sales, ROCHE DIABETES 
CARE 

2:30 Networking Break

3:00 Anticipate Your Customers’ Every Move and Close the 
Deal
• Discuss how to convert content in a practical way
• Create a tracking mechanism that allows you to track the

effectiveness of your content and identify when it leads to a
sale

• Develop content that speaks to your customers’ personas that
helps you anticipate their every move and close the deal

• Learn best practices for content marketing combined with
sales conversion

Erin Waller, Marketing Director, SOMNOMED, INC

3:45 Audience Interactive Session: Tying It Together: 
Review Key Takeaways From the Marketing and Sales 
Collaboration Day
• Interact with other audience members on obstacles they have

dealt with personally and how they have overcome those
obstacles to deliver a successful marketing campaign

• Outline the role digital technology can play in opening
communication lines

• Work with senior management to integrate both departments
better

4:25 Marketing and Sales Collaboration Day Concludes

Monday, August 5, 2019 Marketing and Sales Collaboration Day

By Industry By Level
32% 
Solution provider

27%  
C-Level/President

7%  
VP/Associate Principal

20%  
Director/Executive

29%  
Manager

17%  
Specialist

68% 
medical device
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8:15 Registration and Morning Coffee

9:00 Chairperson’s Opening Remarks
Tony Troncale, Vice President of Global Marketing, K2M INC

9:15 CASE STUDY: Utilize Digital Transformation to Support 
Strategic Brand Objectives
• Explore top challenges regarding digital marketing 

transformation and discuss how to approach solving them
• Understand the importance of aligning digital marketing to a

larger strategic framework
• Identify and leverage digital marketing transformation

resources
• Learn how to best engage with c-suite executives to ensure

success
Tony Troncale, Vice President of Global Marketing, K2M INC

10:00 Session Sponsored by Level Ex

10:45 Networking Break

11:15   Leverage Public Relations Within the Digital Marketing 
Field for Medical Devices
• Review the elements of a Public Relations Strategy within your

Medical Device Organization
• Discuss Public Relations as an effective communications tool
• Review a real-world example of how PR and marketing

increased awareness objectives
Courtney Goodwin, Director of HCP Marketing, NOTAL VISION

12:00 Networking Luncheon

Tuesday, August 6, 2019 Main Conference Day One

Marketing Strategies Customer-Facing Outreach

1:00 Create Email Marketing Automation Success With IT 
Collaboration
• Learn how marketers and IT created an educational partnership

between technical implementation and marketing strategy
• Discover content marketing tactics, data-driven customer

segmentation based on digital behavior and real-world 
activities, automated metrics reporting, and customer adoption 
journeys using email marketing automation tools

Kaya Marascalco, Marketing Operations Manager, MEDTRONIC
John Donnelly, Sr. IT Business Analyst, MEDTRONIC

CASE STUDY: Patient Engagement (or DTC Engagement) Within a 
Highly Regulated Industry
• How does a medical device manufacturer market to patients

directly within HIPAA and GDPR environments?
• What are some best practices which technology can help create

personalized 1:1 relationships?
• See examples of DTC email and social media campaigns that

have worked within this framework
Victorria Wytcherley, Senior Manager, Digital Marketing, Digital 
Marketing Lead, PHILIPS

1:45 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

Building a Social Community in a Regulated Environment
• Understand the patient pharmaceutical community based on 

social listening and specific tones
• Control and engage with the social communities through design

and personalization of social media accounts
• Case Study on the Big Foot Bio Medical campaign with social

channels and streamline marketing
Melissa Lee, Director, Community Relations, BIGFOOT 
BIOMEDICAL

2:30 Networking Break
3:00 Enhance Market Share Through Retail Partnerships: Digital and 

Grassroots Marketing Strategies to Grow Sales
• Segment and identify pharmacy needs and opportunities that

align with your own
• Integrate retail marketing with grassroots and digital marketing

outreach
• Apply geographic and demographic targeting to better define

targets and utilize spend
• Track your results for strategy adjustment and overall category

sales growth
David Salmon, Director, Global Digital Marketing Center of 
Excellence, ABOTT PHARMACEUTICALS

Global Marketing of Medical Devices Requires an Overhaul of 
Doing Business and Change in Corporate Culture
• Case Study: Internal branding and global citizenship
• Analysis of political, economic, and cultural differences
• Understand why exporting to another country does not make a

company global
• Use of the middlemen effectively creates sustainable business
Gail Somar, Director of Corporate Marketing and Strategy, 
BICAKCILAR 
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Marketing Strategies Customer-Facing Outreach
3:45 Explore How to Create an Ecosystem that Connects Patients, 

Caregivers and Doctors
• Understand why design thinking is transformation driven by 

customer behavior
• Think beyond the product and create products and services that

respond to customer demands
• Ensure knowledge of the healthcare landscape how your

product fits into this ecosystem

Develop a Marketing Campaign That Improves Engagement and 
Creates a Sense of Goodwill
• Create marketing collateral, both digital and traditional, that

encourages customers to engage one another
• Partner with a charity to demonstrate your company’s

commitment to improving health outcomes

4:30 Close of Main Conference Day One

8:30 Registration and Morning Coffee

9:00 Opening Remarks and Recap of Day One
Tony Troncale, Vice President of Global Marketing, K2M, INC.

9:15 Evaluate What Advertising Channels are Best Fit for 
Promoting Your Content
• Compare and contrast programmatic marketing, remarketing,

and google adwords to better understand their strengths and 
weaknesses

• How to reach our healthcare providers — the channels that are
available and the tactics that are unique

• Review the results Ambu has seen thus far when moving down
the path to developing an engaging digital advertising strategy

Scott Isbell, Content Marketing Manager, AMBU

9:45 The value of driving patient demand for your products
• Thinking outside of the traditional B2B-focused marketing

approach
• Identifying the right channels and tactics to drive patient

engagement
• Examples of successful patient-focused campaigns
• The importance of measurement and identifying the right KPIs
Keith Betz, VP Client Services, BUTLERTILL

10:30 Networking Break

11:00 Develop a Multichannel HCP Sampling and Support 
Program to Complement Smaller Sales Forces
• Innovate on traditional channels like customer support phone

lines with digital channels such as websites and digital lead 
generation to allow customers to reach out via the channels 
they’re most comfortable

• Create an ecommerce site for HCPs to add efficiencies to
targeted HCPs and broaden the reach and support of non-
targeted HCPs

• Provide a universal direct call to action for pull through on
traditional media efforts

Timothy Hale, Director of HCP Marketing, NEURONETICS

11:45 Session Sponsored by Veeva

12:15 Networking Luncheon

1:15 Utilize Social Media As a Market Research Tool and a 
More Targeted Channel for Outreach
• Use social media to monitor customer behavior and guide

targeting
• Test messaging and content to determine what is most likely

to generate website traffic and convert leads, then refine as 
necessary

• Utilize advanced targeting functionality to reach consumers
who match your target, but haven’t heard of you

Paul Devlin, Digital Marketing Manager, AUGMENIX

2:00 Utilize Digital Transformation to Support Strategic Brand 
Objectives
• Explore top challenges regarding digital marketing

transformation and discuss how to approach solving them
• Understand the importance of aligning digital marketing to a

larger strategic framework
• Identify and leverage digital marketing transformation

resources
• Learn how to best engage with c-suite executives to ensure

success
Bobak Salehi, Product Manager, BIOTRONIK

2:45 Tying It Together
During this exercise, we will break the audience up into groups 
to discuss key takeaways from throughout the day. Each group 
will present what they thought the main points from the day 
were which will provide attendees with a comprehensive recap 
of the day.

3:15 Close of the 9th Digital Marketing for Medical Devices

Tuesday, August 6, 2019

Wednesday, August 7, 2019

Main Conference Day One

Main Conference Day Two
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