
REIMAGINING 
HUMAN 

CONNECTIVITY

February 24-27, New York City  
!

A global conference and news platform  
sharing insights, ideas and trends  

with the world.



THE 2015 THEME:   
“UPWARDLY MOBILE 

THE RISE OF THE 
CONNECTED CLASS”

In 2015, SMW will explore the power and potential of 
human connectivity through the global theme “Upwardly 

Mobile: The Rise of The Connected Class” asking the 
fundamental question:  

!
How can all humans achieve more in a  

connected world?

http://socialmediaweek.org/global-theme/


With the rapid pace at which technology is 
evolving, we need events like Social Media 
Week to bring together the best minds and 
create an engaged, informed community who 
will shape the future. This year's event was 
thought-provoking, exciting and forward-
looking - it was a privilege to be involved."
Nathalie Nahai 
Author and Founder, The Web Psychologist Ltd.



88K
Twitter

100K
Facebook

OUR GLOBAL REACH

25+
Cities

70K
Attendees

5K
Speakers

170K
Subscribers

600M
Total Reach



11K
Twitter

10K
Facebook

WHO WE REACH LOCALLY: 
NEW YORK CITY

10K
Attendees

700
Press Mentions

100K
Social Mentions

60K
Email

82M
Total Reach



Entry Level Professional 
!
!
Experienced Professional 
!
!
Management (below c-level) 
!
!
Founder & Investor 
!
!
Executive (c-level) 
!
!
Student

The SMW audience is made up of senior marketers, founders & 
entrepreneurs, influencers, & digitally connected consumers.

Represented businesses span most industries and range from small and 
medium-sized to the world’s largest and most high profile brands.

OUR AUDIENCE

JOB 
LEVEL

20%

34%

22%

13%

8%

5%

Marketing, Advertising, PR & Comms 
!
!
Media, Publishing & Entertainment 
!
!
Non-Profit 
!
!
Information Technology & Services 
!
!
Fashion/Luxury 
!
!
Other

INDUSTRY 
SECTOR

36%

21%

5%

COMPANY 
SIZE

AGE 
& SEX

5%

3%

28%

31%

20%

16%

21%

3%

8%

1-10

11-50

51-200

201-5,000

5,001-10,000

10,000+

21%

47%

34%

18%

Under 21

21-34

35-44

45-65

59%

41%

Male

Female



THE DATE & LOCATION:  NYC
SMW NYC is February 23-27, 2015.  Official events take place at SMW’s Campus Venue at The 
HighLine Stages Manhattan, with independently hosted events happening throughout the city.   
!
A 50k sqft space, the venue offers three floors, three masterclass rooms, two theaters and an 
expansive networking, co-working and exhibition space on the ground floor.



“Social Media Week is a global phenomenon allowing people to share thoughts, strategies, 
success & failures.  As a speaker I enjoyed the fact that I was in a 'conversation' with 
community and not just talking at the audience. I am looking forward to continuing to be a 
part of the conference and the conversation.” Patrick Starzan:  Vice President of 
Marketing, Funny or Die

OUR SPEAKERS
Each year 5,000 world class thoughts leaders, innovators and business 
practitioners from 40+ countries participate in SMW.

JONAH PERETTI 
Founder, CEO 

BuzzFeed

CHRISTY LUI 
Creative Strategist,  

Facebook

SETH GODIN 
Author & Entrepreneur

ROBIN CHASE 
Founder, Zipcar/

Buzzcar

JOHN BORTHWICK 
CEO, Betaworks

MAUREEN MCGUIRE 
CMO, Bloomberg

MEREDITH KOPIT LEVIEN 
Executive Vice President, 

The NY Times

STEVE CASE 
Chairman & CEO, 

Revolution

LISA SHALETT 
Head of Brand Marketing, 

Goldman Sachs

MARK CRUMPACKER 
CMO, Chipotle Mexican 

Grill

AMY VALE 
Head of Global  

Marketing, Spotify

BONIN BOUGH 
VP of Global Media 

Mondelēz

NEIL BLUMENTHAL 
Co-Founder,  
Warby Parker



EVENT  
PARTNER

ON-STAGE 
CONTENT FORMATS

KEYNOTE:  
SOLO or INTERVIEW 
• An industry thought 

leader provides an 
insights and ideas.

SESSION: 
TALK or PANEL 
• A series of discussions 

on a given topic area 
and a group Q&A.

TRACK:  
SERIES of TALKS 
• Comprising several 

talks over 2 to 3 hours 
on a specific topic.

MASTERCLASS:  
DEMO or EDUCATION 
• An informative and 

technical tutorial with 
hands-on learning.

SPECIAL EVENT:  
PARTY or ACTIVATION 
• A specialized event, 

party or experience 
for attendees.

+ 
Plan event content that pushes 
boundaries, has strong thought 
leadership and shares insights.

+ 
Focus on themes, topics and 
conversations that serve your 

audiences needs.

+ 
Facilitate interactive 

discussions and opinions 
from multiple sides to give 

balanced perspective.

+ 
Consider creative event 
formats that promote 

openness, collaboration & 
inclusivity.
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+ 
Select speakers and 

participants who have 
proven credibility in their 

respective fields.

+ 
Promote cultural, ethnic and 

gender diversity in your events 
and speaker selection.

+ 
Encourage use of multimedia 

presentations and/or 
technology demos from 

speakers.

+ 
Avoid self-serving, self-

promotional or rehashed 
content. Keep it current!



A CEO, entrepreneur, or thought 
leader providing insight on a 
company or topic that was 
disruptive in an industry or 

created a new landscape in the 
social web that has affected 

people on a global scale.

10-30 MINUTES

TALKS

+ Enable the speaker to deliver their story to the 
audience, either via a solo presentation or secure an 
interviewer if that is best. No sales pitches. 

+ Include visuals or a presentation to enhance the 
experience, if needed. 

+ If an interviewer is needed, find a top level journalist, 
thought leader, or pair with another contrasting leader 
for a fireside chat. 

+ Confirm in advance what the main call-to-action or 
strongest takeaway in the speakers talk will be for 
attendees. 

+ Provide time for audience Q&A.

Tracks enable an extended dive 
into a given topic area over a 

longer period and also allow for 
increased connection for 

attendees interested in a specific 
subject. They should be 

comprised of several solo talks 
and/or sessions.

2-3 HOURS
+ Kick off the track with a high level speaker or keynote 

to set the tone. 
+ If this talk is being driven by one company, it is OK to 

incorporate presentations discussing the companies 
work, but avoid anything that looks like a pitch. 

+ Contrast presentations with group discussions on 
stage addressing the history of a given subject, the 
present status, and future predictions. 

+ Break up the content with fun videos, technical 
wizardry presentations, or a performance to help 
change the pace and keep people interested. 

+ Allow for a break in the middle and also time for Q&A 
as needed.TRACKS

GUIDELINES:

EVENT FORMAT GUIDELINES

GUIDELINES:



Sessions should bring together 
several key voices on a given 
topic that can sound-off on 

opposing perspectives, provide a 
rousing dialogue, or elevate the 
conversation around a current 

issue to new levels. 

60-90 MINUTES
+ Provide a clear set of takeaways to explain why 

attendees should attend this session. 
+ Give the audience a perspective on who each speaker 

is and their work, either by having them give a short 
presentation or by having the moderator intro them 
briefly. 

+ A strong moderator is key to making sure the 
conversation stays on track. 

+ Use visuals/presentations whenever possible. 
+ Provide time for audience Q&A.

A hands-on collaborative 
learning seminar with project-

based tasks to get up to 45 
students actively involved in the 

experience. Classes target a 
higher skill level audience and 
are first-come, first-served.

60 MINUTES + Masterclasses and workshops are incredibly popular 
with attendees, but they should be led by very skilled 
instructors. 

+ Top topic areas include: marketing techniques, 
coding, UX design, community management, growth 
hacking, brand storytelling, and platform ad-buying. 

+ Make sure to provide strong takeaways and useful 
tips the audience can use instantly. 

+ Consider ways to incorporate immersive learn-by-
doing activities.

GUIDELINES:

EVENT FORMAT GUIDELINES

GUIDELINES:

SESSIONS

MASTERCLASSES  
AND DEMO SESSIONS



What people want 
to talk about is 
not big data but 
getting answers 
to questions. 
Harper Reed 
Former CTO of Obama for America 
speaking at SMW’s Brand New World conference 
in New York City



CASE STUDIES 



SPOTIFY’S FUTURE 
OF SOCIAL MUSIC

NOKIA’S: DESIGNING YOUR DAY 
MASTERCLASS

PERCOLATE’S CONTENT  
MARKETING REVOLUTION 

BUZZFEED’S CONTENT IS KING,  
DISTRIBUTION IS QUEEN 

http://socialmediaweek.org/newyork/events/the-future-of-social-music-presented-by-spotify/
http://socialmediaweek.org/newyork/events/master-class-designing-your-day-using-technology-and-social-media-to-enhance-not-overwhelm-your-day/
http://socialmediaweek.org/newyork/events/the-content-marketing-revolution-hosted-by-percolate/
http://socialmediaweek.org/newyork/events/content-is-king-but-distribution-is-queen-hosted-by-buzzfeed/


TWITTER’S HOW JOURNALISTS  
CAN ROCK VINE AND TWITTER.

HUFFINGTON POST: THE THIRD  
METRIC, REDEFINING SUCCESS

MORNING YOGA: HOSTED BY UNDER  
ARMOUR AND BREATHE REPEAT

7TH CHAMBER: ENGAGE YOUR  
AUDIENCE, FT. NICHOLAS MEGALIS

http://socialmediaweek.org/newyork/events/masterclass-how-journalists-can-rock-twitter-and-vine/
http://socialmediaweek.org/newyork/events/engaging-your-audience-learn-the-tactics-and-social-strategies-from-the-industrys-biggest-influencers/
http://socialmediaweek.org/newyork/events/masterclass-morning-yoga-hosted-by-under-armour-breathe-repeat/
http://socialmediaweek.org/newyork/events/the-third-metric-redefining-success-beyond-money-and-power/


"The evolving social 
landscape will impact how 
people discover, consume 
and share music; and we are 
thrilled to work with Social 
Media Week to host a 
dialogue around this 
globally."   
Josh Karpf 
Global VP, Social Media Marketing, Spotify 



Crowdcentric is a NYC-based creative agency  
with a global network that helps brands engage  

at scale through experiential marketing and content strategy.

Toby Daniels 
EXECUTIVE DIRECTOR 

toby@crowdcentric.net 
!

Benjamin Scheim 
DIRECTOR OF PARTNERSHIPS 

ben@crowdcentric.net

Brian Quinn 
DIRECTOR OF PROGRAMMING  
brianquinn@crowdcentric.net 

!
Eric Kramer 

DIRECTOR OF CLIENT STRATEGY 
eric@crowdcentric.net

Nicole Brown 
DIRECTOR OF MARKETING 
nicole@crowdcentric.net 

!
Tyler Becker 

MANAGER OF MARKETING & COMMS 
tyler@crowdcentric.net

CONTACT
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