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Schedule
Registration__________________________________________8:00 a.m. - 8:30 a.m.

Keynote Address____________________________________8:30 a.m. - 10:00 a.m.
Christopher Barger, Voce
How Digital PlatfoHow Digital Platforms and Social Networks Are Changing Our 
Communications Approach

Break_______________________________________________10:00 a.m. - 10:15 a.m.

Morning Breakout Sessions_______________________10:15 a.m. - 11:30 a.m.
Kim Link, Arch Coal, Inc. 
How Crisis Strategy Strengthens Day-to-Day Reputation 
Management

Danielle HohmeieDanielle Hohmeier, Atomicdust
Assessing Social Media Metric Tools

Luncheon___________________________________________11:30 a.m. - 1:00 p.m.
Tammy Stankey, The Doe Run Company
Engaging Employees to DRIVE Doe Run: A Business Strategy 
Launch Campaign

Break_________________________________________________1:00 p.m. - 1:15 p.m.

AAfternoon Breakout Sessions________________________1:15 p.m. - 2:30 p.m.
Chris Barger, Voce
Social Media Regulation

Barb Meyer, Mercy
The Evolution of a Brand: Mercy’s Experience

Break_________________________________________________2:30 p.m. - 2:45 p.m.

Closing Speaker______________________________________2:45 p.m. - 4:00 p.m.
Don Bruns, The SuDon Bruns, The Survey Institute and Dr. Julie Turner, Lindenwood  
University
The Lindenwood Case Study

Closing Remarks_____________________________________4:00 p.m. - 4:15 p.m. 
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Keynote Address
Christopher Barger, Senior Vice President of Global Programs
Voce 

How Digital Platforms and Social Networks Are Changing 
Our Communications Approach
The eThe evolution of the communications mindset--necessitated by the rise of 
social networking and the digital era--is forcing organizations to adjust 
accordingly. Not only must communicators change their tactics, but also 
their overall communications approach. This may include adopting the 
brand as a publisher model, moving from "informing" to "storytelling,” and 
valuing online interactions on quality, not quantity. We’ll discuss the 
strategies that organizations consider when integrating digital media into 
their otheir overall communications strategy and the techniques and best 
practices to keep in mind when executing a new digital media campaign.  

Christopher arrived at Voce in April 2011 after 
nearly seven years of leading social media programs 
at Fortune 50 companies, and nearly 15 years of 
building corporate communications strategies.

BefoBefore arriving at Voce, Christopher was director of 
global social media at General Motors, building the 
company’s social media program and leading its 
presence across multiple social networks. His work 
to repair GM’s reputation in the social web earned 
him PR News’ “Social Media Leader of the Year” 

award in 2010. Christopher also previously managed social media initiatives 
and corporaand corporate communications for IBM.

Christopher is the author of the recently released book “The Social Media 
Strategist,” and is a contributor to Forbes’ CMO Network through his blog, 
“The Social Media Report.”  



Morning Breakout Session
Kim Link, Director of Corporate Communications 
Arch Coal, Inc.

How Crisis Strategy Strengthens Day-to-Day Reputation 
Management
MoMore than half of American enterprises do not have a strategic crisis plan. 
Yet, a well-developed crisis strategy strengthens day-to-day reputation 
management. Join Kim Link, Arch Coal Inc.’s director of corporate 
communications, to learn how to maximize results by building a precrisis 
communication strategy around your organization’s top risks. Gain 
powerful crisis insights from real-world examples, and walk through five 
proven steps you can adapt to your business today to remove uncertainty 
and taand take control of tomorrow. 
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Kim Link is director of corporate communications for 
St. Louis-based Arch Coal, Inc., one of the top five coal 
producers and marketers in the world with revenues of 
$4 billion. In this capacity, Link has responsibility for 
enterprise-wide communications strategies and 
execution, including media relations, reputation and 
brand management, crisis communications, integrated 
marmarketing communications as well as internal 
communications. She also manages the corporation’s 
political action committee communications and 
membership drives; oversees charitable giving for the 

corporation and the Arch Coal Foundation; and directs numerous 
community outreach efforts, including unique, company-sponsored teacher 
achievement awards and grants programs in four states. Additionally, Link 
curcurrently serves on the communications committees for several associations 
based in Washington, D.C.

Link has more than 20 years of professional experience in the energy and 
manufacturing sector. Prior to joining Arch in 2001, Link worked for Ameren, 
a top 20 investor-owned utility, and Emerson, a global manufacturing 
company. She has served as an adjunct faculty member for Maryville 
University’s College of Arts and Sciences.

Link holds a bachelor of science degree in mass communication from 
Southeast Missouri State University and earned a master of arts degree in 
communication from Saint Louis University. She is a graduate of the CORO 
Women in Leadership program, a member of the Public Relations Society of 
America and was recently named a recipient of Southeast Salutes for 
outstanding St. Louis alumni.



Morning Breakout Session
Danielle Hohmeier, Online Marketing Manager
Atomicdust

Assessing Social Media Metric Tools
WWe all spend a lot of time, energy and resources developing social media 
and digital marketing strategies, but how do we know if they are paying 
off? 

With social media and digital marketing reports, of course. 

UnfoUnfortunately, to someone just starting out, logging in to Google Analytics 
or downloading the latest Facebook Insights spreadsheet can be 
overwhelming. How do we sort through all this data to find the really 
important metrics? And how do we translate those numbers into actual 
meaningful insight?

This pThis presentation will showcase some of Danielle’s favorite reports from 
free tools like Google Analytics, Facebook Insights, Google Keyword Tools, 
Twitter Counter and more. It’s perfect for marketing managers and business 
owners who need to evaluate their strategies, but aren’t ready to commit to 
buying an expensive analytics tool. 

As the online marketing manager at Atomicdust, 
Danielle Hohmeier develops focused and effective 
social media and content marketing strategies for 
clients. This includes identifying the audiences, 
appropriate channels and key content categories, and 
finding SEO and SEM opportunities. 

In her four In her four years with the firm, she has helped them 
develop a dedicated social and content marketing 

consulting program, and led Atomicdust to being named a Top 10 Social 
Savvy Agency by Agency Post in February 2013. Her personal social media 
efforts have been recognized by the Riverfront Times (local) and MTV 
Networks (national). 

Danielle eaDanielle earned her bachelor of journalism from the University of Missouri 
- Columbia, with an emphasis in convergence journalism - which taught 
her the value of storytelling on different platforms. Danielle is a board 
member of the Social Media Club St. Louis and the Lindbergh Schools 
Foundation, and is an active alumna of Delta Gamma Fraternity. 
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Luncheon Speaker
Tammy Stankey, Senior Communications Liaison
The Doe Run Company

Engaging Employees to DRIVE Doe Run: A Business 
Strategy Launch Campaign
With a number With a number of business changes that would affect the company’s future, 
Doe Run embarked upon a new mission, vision and values. To effectively 
communicate to its 24/7 work force, most of whom didn’t have access to 
computers, Doe Run developed a strategic communication plan with 
measurable results. The campaign won a 2013 IABC Gold Quill Award. 

In this pIn this presentation, Tammy will talk about developing the communication 
plan and its implementation, as well as the measurable outcomes the 
campaign had on employee awareness of the new business strategy and 
understanding of how each person’s job fits into the company’s plan. 

With more than 20 years of experience in public 
relations, corporate communications, issues 
management and advertising, Tammy Stankey 
oversees all internal and external communications 
efforts for The Doe Run Company, one of the largest 
lead mining and metal production companies in the 
Western Hemisphere. Under her leadership, Doe Run 
has phas produced four award-winning annual 
sustainability reports following the internationally 
accepted Global Reporting Initiative guidelines, and 

won two national communications awards for Doe Run’s business strategy 
launch in the internal communications campaigns category: a 2013 IABC 
Gold Quill Award of Merit and a 2013 Public Relations Society of America 
Award of Excellence. The same campaign also won a TAM Best in Class 
AAward from the Business Marketing Association. Other awards include a 
2006 IABC Silver Quill Award of Excellence for Issues Management and 
Crisis Communications. 

Previously a vice president with Standing Partnership, Tammy supervised a 
variety of accounts, and successfully managed client appearances on Oprah, 
Sixty Minutes II and CNN. 

Tammy has received certification in the GRI Certified Sustainability 
Reporting Course administered by ISOS Group and BrownFlynn. She is a 
member of the IABC, the PRSA, the public affairs and marketing committee 
of the Advanced Lead-Acid Battery Consortium, and the marketing 
committee for the Battery Council International. She also frequently advises 
the International Lead Association on communications issues. 
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Afternoon Breakout Session
Christopher Barger, Senior Vice President of Global Programs
Voce

Social Media Regulation
The The regulatory environment governing organizational social media activity 
and interaction can be confusing or daunting for anyone trying to build or 
expand a digital/social program for their company, agency or organization. 

We’ll walk through the regulations and guidance from government 
organizations like the FTC, SEC, FDA and others, pointing out common 
pitfalls and potential problems before your organization makes an 
unintentional mistake.

Christopher arrived at Voce in April 2011 after 
nearly seven years of leading social media programs 
at Fortune 50 companies, and nearly 15 years of 
building corporate communications strategies.

BefoBefore arriving at Voce, Christopher was director of 
global social media at General Motors, building the 
company’s social media program and leading its 
presence across multiple social networks. His work 
to repair GM’s reputation in the social web earned 
him PR News’ “Social Media Leader of the Year” 

award in 2010. Christopher also previously managed social media initiatives 
and corporaand corporate communications for IBM.

Christopher is the author of the recently released book “The Social Media 
Strategist,” and is a contributor to Forbes’ CMO Network through his blog, 
“The Social Media Report.”  
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Afternoon Breakout Session
Barb Meyer, Vice President of Marketing and Communications
Mercy

The Evolution of a Brand: Mercy’s Experience
Along with other industries and oAlong with other industries and organizations, health care is in the midst of 
rethinking the concept of brand. A clear, consistent brand is critical in a 
environment fueled by mergers, hospital-physician partnerships, health 
care reform and consumerism. In 2011, Mercy launched a multi-year 
strategy to introduce a new brand identity – and reshape a new brand 
experience – across its 32 hospitals, hundreds of physician clinics and other 
health services located in four states. Today, Mercy is unified under one 
name and focused on pname and focused on providing a consistent, exceptional experience 
through every patient encounter. The steps Mercy has taken to rebrand, 
and the lessons learned, will be shared during this presentation.

Barb Meyer, vice president of marketing and 
communications for Mercy, leads strategic 
communications and media relations for Mercy’s 
four-state service area. She also serves as the 
executive leader for marketing and communications in 
Mercy’s east Missouri region, overseeing all facets of 
internal and external communications, public relations, 
adadvertising and marketing. Barb established the 
corporate communications function at Mercy in 1991. 

She is an accredited business communicator with the International 
Association of Business Communicators.
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Closing Speakers
Dr. Julie Turner, Assistant Professor of Nonprofit Administration
Lindenwood University

Don Bruns, President and Founder
The Survey Institute         

The LindenThe Lindenwood Case Study: How Lindenwood University 
used Communications and Advanced Analytics to Impact 
Its Customer Base
DDr. Julie Turner, associate professor and chair of nonprofit administration at 
Lindenwood University, and Don Bruns, president and founder of The 
Survey Institute, share their experience of using the power of information 
derived from high-end analytics and a strong communication campaign to 
positively impact the university's Nonprofit Administration Program. 

LeaLearn through their real-life experience how focusing on the right issues 
can have tremendous organizational impact.  In addition, learn the 
following key themes for any communicator dealing with research or 
numbers in general: 
 
1. How reliance on traditional statistical reporting can leave your
communication effocommunication efforts lacking and quite possibly stating the 
incorrect message
 
2. The difference between research that tells us "what" vs. research that 
tells us "why"
 
3. Understanding why communication based on traditional research is
becoming less and less effectibecoming less and less effective at communicating your core 
message
 
4. How to be better equipped with the right questions around
research to ensure your future communication efforts positively 
affect your audience
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Don Bruns, president and founder of The Survey 
Institute, is extremely dedicated to helping 
organizations convert data into meaningful 
information for driving business strategy.  
Passionate about educating senior level 
managers not to wait for financial indicators of 
customer dissatisfaction, Bruns encourages them 
to identito identify and monitor key drivers on an 
on-going basis through advanced statistical 
methods.

Bruns thrives in environments where creative solutions are needed to meet 
the client’s goals and objectives. He’s a firm believer that one-size does NOT 
fit all in terms of employee or consumer research. 
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Dr. Julie Turner is an assistant professor of 
nonprofit administration in the School of Human 
Services at Lindenwood University. Dr. Turner 
earned her doctorate of philosophy in education 
at the University of Missouri-St. Louis, her master 
of arts in adult and continuing education at 
Michigan State University, and her bachelor of 
ararts in sociology and religion at Hope College in 
Holland, Michigan. Dr. Turner has nearly 20 years 
of experience in education and nonprofit 
leadership, having served as a K-12 teacher and 

administrator, and serving in a variety of leadership capacities through 
organizations such as Big Brothers & Big Sisters of Greater St. Louis, 
Children’s Advocacy Services of Greater St. Louis, Today and Tomorrow 
Educational Foundation, and Educational Foundation, and Washington University in St. Louis. Dr. Turner 
has supported nonprofit organizations through volunteer efforts and 
provides consultative services in strategic planning, grant writing and 
program evaluation, and, as a consequence, brings to her students a great 
deal of experiential and field-based learning opportunities.  


