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Our latest impactSHOW 2019 event in 
Las Vegas is a new format that brings 
together the best of entertainment 
with digital marketing thought 
leadership from all around the world. 
This impactSHOW19 report will help 
you discover the best ideas and 
updates shared on stage from various leaders 
who continue to make an impact in their industry. 
The IMA community extends from top Fortune 
500 companies to local SMBs. We are here to 
help “elevate your journey”, both personally 
and professionally, to serve you and learn more 
about your needs, desires, and opportunities to 
collaborate with our community.

Here are our latest initiatives you’ll discover this year.

The New IMA
“Your network is your net worth”

impactSHOW19 Award Winners

Sean 
Conrad
CEO, IMA

Sinan
Kanatsiz

Founder, IMA

A new CRM system will connect 
all of our IMA members and 

contacts under one umbrella, to 
stay better connected at every 

step of your journey 

CRM & Membership 
Expansion 2020 

An interactive learning 
experience, powered by 

LightSpeed VT, our new training 
portal will deliver thought 

leadership content on a variety of 
topics to IMA members anywhere 

in the world.  

IMA Virtual Training

We are working closely with our 
IMA Advisory Board to curate 
a mix of product and service 

discounts from various brands 
for our new IMA membership

New IMA Benefits
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Denise Roberson Jeff Kearl

Jeff Kearl, Founder & CEO of STANCE, initiated 
the impactSHOW morning session by sharing 
his thoughts on the importance of brand. His 
start at STANCE was due to the need for creating 
a sustaining and successful brand out of a 
commodity. To Jeff, “businesses must disrupt and 
differentiate to succeed in today’s market” and to 
do so would require a great company culture, the 
leading sign of brand strength. If people believe they 
have shared values with a company, they will also 
stay loyal to the brand forever. 

STANCE’s mission aims to “Celebrate Originality”, 
visible through key partnerships with athletes and 
entertainers, some who wear & design STANCE 
socks. Jeff noted how all major brands stand for 
something more than the products they sell.

Jeff was later joined by Denise Roberson, President 
and CEO of Jadi Communications, in a fireside chat 
about how “Businesses Without Purpose Will Die”. 
Together they addressed customer experiences, 
and having a real relationship with people (either 
in person or through data-backed action). When 
asked about companies with little to no brand, Jeff 
recalled the importance of defining your company 
values first and and knowing your target audience.

“A ‘brand’ is a container for everything you 
love and believe”

“Ingredients of a brand - The 4P -
Purpose, Principles, People, Product”

The Value, Development & Preservation of Brand

Chad Jordan, Director of Marketing, Digital Services 
at Sport Clips Haircuts, mentioned his love for 
social media, and the power it has for his company. 
Company culture heavily influences employee 
engagement, and Chad sought to build exponential 
connections with his stylists. 
enabling him to share moments 
with them at scale. 

Chad emphasized that for any 
action to improve company 
culture and your employees’ 
experience, be sure to Make 
Them Feel through...

(F)un, (E)thics, (E)ffort, and (L)ife. 

Through this strategy, employees 
have the potential to become 
some of your best influencers.

Make Them Feel

Dr. Jay Calvert spoke heavily on 
personal brand, withstanding 
attacks to his business and The 
Three A’s of Surgery in the Digital 
age.

Availability — Create a culture 
of communication, and be open 
to hearing from people while 
listening actively. Acceptance 
from the beginning.

Affability — Create a culture 
of comfort, since people need 
to like what they see, and they 
need to choose you (an active 
process).

Ability — Create a culture of excellence. You must be 
perceived as the expert. Have surroundings match 
your expertise.

Digital Brand: The Three A’s of Surgery

4



Alexis Dujan, Regional Marketing Director for Latin 
America at Alcon, and Devon Williams, Regional 
Director Business Development at TransPerfect, 
spoke on Global Branding Excellence through their 
work with Alcon, the world’s #1 eye care medical 
devices company, dedicated to delivering better 
patient outcomes to help people see brilliantly. 
They discussed a few challenges for Alcon’s global 
commercial strategy for new daily disposable 
contact lens. 

• While functional benefits of contact lenses 
are universal (comfort, vision, healthy eyes), 
emotional benefits and category context varies 
by market

• Universal insights exist (freedom from glasses, 
YOLO), but consumers must see themselves in 
executions to really engage deeply

• Language must be simple and clear, especially 
in non-English speaking markets

When exploring the current status of Alcon, they 
found that Alcon’s core positioning was consistent 
across the globe, but with local & creative 
differences owned by regional teams. 

Best Practices based from Alcon case study
• Know where to balance global scale vs. local 

differences.
• Keep language simple.  English creativity does 

not apply in most markets.  And work closely with 
an agency translation expert early and often. 

• Understand which elements of the marketing 
plan can be localized and which will have global 
reach (such as digital).

• Lead with winning ideas first.  Avoid the “not 
invented here” trap.

- Discovery -
Research Methods used: Qualitative, Quantitative, 
Behaviorial Economics

After conducting 1 : 1 ’s in 
consumers’ homes and in 
store, they determined the 
following benefits as most 
important for the vodka 
category:

• Local - caters to deep 
emotional connections

• Made from Tahoe Water
• Extraordinary 3 Vodka 

Blend

- Creativity -
Process Components

• Message Development & 
Testing

• Creative Development
• Storyboard Testing
• Creative Optimization
• In-Market Optimization

They found that Tahoe 
Blue’s video channel drove 
engagement, with 1 million+ 
video completions, 10x 
clickthrough rate vs. industry 
average, and a 75% Video 
Completion Rate.

- Proof -
• Web visits increased 8x rapidly
• Retail sales - based on UNIT VOLUME VELOCITY 

(UVV) - units went up 206% in 4 months 
• Shares doubled from 0.76% to 1.49%.
• Tahoe Blue Vodka went from #20 in Northern 

CA & NV to #13 in the last 12 months 

Source: IRI Average Price at Retail, MULO , TBV market – June 2018, 
June 2019, Forecasted 2019 – Rank is IRI $ Share by brand

Delivering Global Innovation 
with Excellence

Discovery, Creativity, Proof

Baker Street Advertising  Founder & CEO Don 
Donovan & Chief Digital Officer Erik Leist shared 
how they helped Tahoe Blue become the fastest 
growing vodka in Northern California through a 
simple and thorough process.

Don Donovan

Erik Leist
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Cannabis Revolution
Victor Cho, CEO of Evite, moderated this years 
“Cannabis Revolution” panel, which featured 

• Andy Fathollahi, Founder & CEO, The Kanvas Co.
• Yaniv Kotler, Chief of Business Development at 

Honest Globe Inc. 
• Nick Kovacevich, Co-Founder, Chairman, & CEO 

of Kushco Holdings Inc.

Their discussion highlighted how negative outlooks 
on the industry have deeply affected the market, 
but the future remains promising with updated 
regulation and governance around cannabis 
production and manufacturing.

The panel also discussed the growing concern with 
black market transactions and deaths caused by 
vape products which contain CBD, which Yaniv 
recalled the industry term known as VAPEGATE* to 
define the issue. 

Nick linked the issue back to the black market, 
where compounds such as cyanide and Vitamin E 
Acetate were discovered in these VAPEGATE-related 
products. He noted how the best way to combat this 
is to “look exactly into what’s causing this, and to find 
away to protect the system that is supporting it”. 

In the legal market, there were no trace of these 
chemicals present due to the regulation.

With Andy’s role at The Kanvas Co., his work 
is anciliary and his company does not touch 
the product, but he agreed that an increase in 
regulations will build better stability for business, 
with upcoming anticounterfeiting methods to be 
expected. The persistence and support of many 
states & the business leaders is there, and CBD 
will continue to be a growing industry with heavier 
regulation in the near future.

Nick started the session speaking on what regulation 
and legalization of cannabis in certain states 
has done for the industry, which has been mainly 
positive. However, the ongoing stigma around CBD 
has to do with how cannabis is marketed in the 
legal environment.

For Yaniv, once the Farm Bill was passed in 2014, 
it allowed the definition of hemp/marijuana to be 
better and differentiated. A common discrepancy 
between hemp and marijuana, where the biggest 
differnce lies in the politics behind the terms. Hemp 
contains less than 0.3% THC based on dry weight, 
while Marijuana contains 0.3% or more THC. 

Andy
Fathollahi

Yaniv 
Kotler

Nick 
Kovacevich

Victor 
Cho
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“For Cannabis, everything has to be done 
through licensed channels”

“The biggest problem with CBD 
regulation...there’s a ton of snake oil”

“As consumers, we should think about what 
is the safest way to consume, whether for 
food or THC products”

VAPEGATE* - The 2019 incidence of vaping-related 
injuries & deaths caused by irregulated production 
of CBD combined with illicit compounds that are 
sold through the black market. This was followed 
by intense public & political scrutiny towards the 
entire vaping industry, and subsequent restrictions 
or ban of vape products across different States.



Perry 
Evoniuk

Vikas 
Khorana

Timothy 
Hogan

Jay 
Symonds

Jeanniey
Mullen

A.I., Machine Learning 
& Fintech

Jay Symonds, Senior Manager at Amazon, 
moderated the Ai, ML & Fintech Panel, which 
featured: Vikas Khorana, CTO & CSO of Ntooitive 
Digital, Jeanniey Mullen, Chief Innovation & 
Marketing Officer atDailyPay, Inc., Timothy Hogan, 
Photographer, Director & Founder, of CONVYR and 
Perry Evoniuk, CTO of Evite.

The general discussion highlighted how this 
technology is now commoditized in a wide range 
of industries, from large e-commerce platforms to 
creative and operational sectors.

Vikas remarked how voice & visual search 
capabilities are enhanced daily, with large 
corporations using different waves of data 
in resourceful ways. Working primarily in an 
ecommerce industry, Perry expressed his own 
excitement for the viability of Ai & ML systems, as the 
maturity of recommendation engines have started 
to excel to help with customer engagement. 

Timothy noted how the technology promotes the 
elimination of tedious tasks in the eccomerrce & 
photography industry, allowing creators like him to 
automate and go back to storytelling. According to 
Jeanniey, “voice is basically everywhere, we may 
not be prepared for what’s next”. with Ai-ML, power 
transparency to the end user and reducing fraud 
from the start is of the utmost importance.

Live via satellite, TV Personality 
& Cardiothoracic Surgeon Dr. 
Oz was broadcasted across all 
ViewSonic displays that lined 
the room as he shared his 
topic, and his involvement in Ai, where one of the 
biggest obstacles currently is proper management 
of medical data. He also spoke of his work on 
alternative medicine and against fake ads.

“Ai & ML are working to automate processes 
with good intentions. Leaders must be aware 
with how those intentions play out”
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Shawn Herrera, representing 
our title sponsor Pepperdine 
Graziadio Business School, 
introduced Professor of 
Information Systems Charla 
Griffy-Brown to present her 
topic.

Charla observed that “data 
risk” is a multilayered 

issue, with cumulative spending on info security 
products & services estimated to exceed $1 trillion 
between 2017 and 2021.   She noted how new and 
emerging technologies would present significant 
challenges, which require that we not only begin 
to think differently about risk, but that we also 
connect the language of risk to the financials 
of an organization.   Since ‘risk’ and ‘agility’ may 
well define the challenge for creating sustainable 
competitive advantage in the 21st Century, then 
explicitly understanding and reflecting the impact 
of enterprise risk in our reporting will be key to 
making our businesses more agile, less ‘data-
inspired’ and more ‘data-driven.’

Charla suggested the audience consider whether 
their own C-level officers deploy due diligence, 
ownership and effective management of risk in 
the deployment of AI and Information Systems.   
Finally, she prompted the audience to consider 
data rights as human rights and acting with moral 
agency, for the benefit of all stakeholders.

AI, Analytics & Automation 
RISK: The goal isn’t 
to minimize, it’s to 
OPTIMIZE

Digital Transformation 
in Telemedicine



Jesse 
Walker

Rick
Munoz

Heidi
Reinfeld

Yi Leng
Lee

Adriana
Sesana

Human-Centered Design

The Salesforce panel featured bright thought 
leaders from the company to discuss more on their 
subject of “Relationships. By Design”

• Heidi Reinfeld, Experience Design Director
• Rick Munoz, Director Product Design
• Adriana Sesana, Creative Director
• Yi Leng Lee, Innovation Senior Director, Strategy
• Adam Doti, VP Design (introduced panel) 

Joining the Salesforce team was Jesse Walker, VP 
of CRM & Sales Success at EPIC Insurance, with Sean 
Conrad as moderator. They spoke on the impact 
of human-centered design and design thinking 
on products/services, and how Salesforce has 
been a vital tool in connecting different internal, 
consumer, and B2B relationships together.

When addressing the importance of design in a 
business, Adriana mentioned that design brings 
about an increased focus on customer experiences. 
Heidi agreed to that statement, and asking the 
audience to think about how they might use the 
design process, take different inputs, and transform 
their own business.

The panel agreed on designing for the customer 
journey, and to keep in mind questions such as - 
how to better understand how users are adopting 
a product, how to make a transition, and help them 
understand they are supported. 

Christi Olson, Head of 
Evangelism, Microsoft, shared 
her insights on accesibility 
in modern marketing and 
guiding principles to help 
navigate towards human-centered design when 
building digital products.

1. Inclusive Design Components
2. Easy to access navigation
3. Use of appropriate color contrasting and fonts
4. Design for readability
5. Write for readability
6. Include text equivalents for images & graphics
7. Make forms accessible
8. Make URLs, links and buttons descriptive & clear
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“Human-centered design is a mindset to 
solve a variety of problems”

“If you aren’t building 
accesilbity in, you are 
probably building it out”
- Jennny Lay-Flurrie, Microsoft 
Chief Accessiblity Officer

“Design is about forming, connecting 
internal partners and customers, and is 
all about quantifying what one is doing 
in an organization.”

Yi Leng stressed the importances of having a 
customer data backbone to support your decisions, 
and to always design in the larger context. This 
is an extensive process, often requiring different 
departments and backgrounds to work together, 
and according to Rick, these efforts help build the 
right structure behind many customer interactions.

Modern Marketing is 
Accessible Marketing

Relationships. By Design

As a Salesforce Trailblazer & partner, Jesse 
commented on the importance of Salesforce & Pardot 
in the success of his sales strategies for EPIC. He 
recalled the commitment Salesforce has to partner 
and understand their customers, which is “something 
that can be replicated” but unique to every customer.
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Randy Hetrick Neel Grover

User Generated Content, Influencers & Engagement
This session on User Generated Content (UGC) 
started with a fireside chat featuring Neel Grover, 
Founder and CEO of Indi.com, and Randy Hetrick, 
Founder of TRX Training. Together they highlighted 
Randy’s backstory and how UGC escalated his 
offsite traffic, and new format utilizing UGC built his 
business. 

During the initial years of the business, just when 
social media gained more momentum in the 
market, TRX leveraged their platforms and exported 
conversation out of their site. 

Tariq spoke highly of UGC as a powerful tool, 
specifically authentic reviews & testimonials, and 
using them in different places depending on the 
psychological placements of your buyer persona. 
He placed videos ranking the highest in conversion, 
useful at the end of the ad funnel when it comes to 
remarketing where you need to show proof.

Scott Mencken noted how with any form of UGC,  
people just want to connect on an emotional or 
analytical level. Analytical is better seen as written 
UGC or text, while video content displays more of 
the emotional, human element.

A version of the TRX Public Facing Trainer Channel

However, important web traffic and sales 
conversions were going down. Neel highlighted 
how customer UGC video & photo reviews can 
signficantly influence turning customers & 
associates into authentic performance-based 
influencers. Through their partnership with Indi, TRX 
turned their situation around, creating a bridge 
from their social platforms back to their website 
and help democratize their content.

Neel & Randy were then joined by Scott Mencken, 
VP of Marketing at Move Inc. and Tariq Kursheed 
Principal CEO of EraOfEcom.Org, who shared how 
they work with UGC growth and shareability at scale 
for their businesses.

Randy 
Hetrick

Scott
Mencken

Tariq
Kursheed

Neel
Grover

“People are ad-fatigued . . . UGC & 
IGC, are able to combat that.”

Authentic UGC video & photo reviews 
have shown to increase conversion up to 
80%
Source: Invesp Conversion Rate Optimization 
Company



Cody Kearns, CEO of iComeUp 
Marketing, shared where he 
began for his company, where 
he researched in the ability to 
build a true organic following, 
specifically on Instagram, and 
connecting people with their 
target niche. Despite constant 
changes to platform algorithms, he helps brands 
expand their following, dand ensure the prevalence 
of social media for creators.

Journey of Growing an Agency

The Perseverance & Mindset of Business Leaders

Marty O’Connor, President 
& CEO of MOCA, was 
interviewed by Mike 
Matuz, CEO of FMA Agency 
3.0, and and shared his 
story as well as a teaser 
to his documentary, After 
a tragic accident left him 
unable to walk, Marty 
shared his insights on 
turning your adversity 
into your advantage. Now 
as part of developing his 

personal brand, he shares his story with the release 
of his documentary, Relentless, listed as one of the 
top 7 documentary shorts in the world.

Brandon Dawson, Co-Founder & CEO of Cardone 
Ventures, shared his humble beginnings working 
with tractors as a walnut farmer, where he 
discovered that for price elasticity, price is only an 
issue in the absence of value. Throughout his career, 
he learned how his relationships 
and persistence help him 
understand the power of scale 
and grow his business. His other 
key ideas include:

1. The higher you believe, the 
higher you achieve 

2. The more effective you are at 
pursuing, the higher you will 
pursue 

3. Leadership - lead yourself and 
lead your team 

Jedidiah Collins, Director of 
Financial Education at Brighton 
Jones, shared his backstory as 
a pro-NFL player and where 
making “every inch count” 
continues to be a driving force 
in his life. One question he 
was asked at the start of his 
football journey was “what is 
the difference of the college 
& professional level”. The irony he found was how 
small the difference really was, “just an inch”.  

To Jedidiah, stealing inches was more important 
than just a game - an inch to a yard, yard to a field, 
field to a touchdown, touchdown to win a, and a win 
to the Super Bowl. He noted how working every inch 
can help you move forward in your goals, better 
handle new relationships, and manage your daily 
routines.

Rene Rodriguez, CEO of 
Volentum, asked the audience 
to think what it is about the 
human brain that makes you 
listen to an idea.  His sequence 
is based on:
- Claiming the frame of 
reference (based off emotion)
- The Message / Your 
thoughts
- Tie Down (to answer “what it 
means to you” and funneling 
emotion into action)
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“Better known will always be best”

“If you are not maintaining 
a competitive edge, you are 
losing it to someone else”

Mike 
Matuz

Marty 
O’Connor

Relentless From Rookie to Veteran

From Walnuts to Wall Street – Scaling 
and Growing your business

Amplifii Your Influence



The Future of Executive Education & Business Challenges
Brad Lea, Founder of 
LightSpeed VT, shared his 
backstory on the origins of 
his company, and how his 
technology has enabled 
companies to become better 
educators and learners 
with the right platform. 
His partnership has been 
invaluable in developing the 
IMA’s VT program. He noted 
how the future of education 
is in interactive content - 
such as interactive landing 

pages, which change the value proposition based 
off use case. Through the LightSpeed VT platform, 
interactive video also allows adaptive content to 
appear per individual. 

Brad also shared his own four ingredients to train 
a team effectively: Good content, Repetition, 
Practice,  Accountability

Business Leaders from the International Executive 
Council (IEC) gathered for a panel discussion, 
moderated by Kevin Maloney, Co-Founder of the 
IEC, and discussed how they overcame their own 
personal and business challenges, and the role of 
culture and vision for 2020. 

Kamin Samuel, Author, Business Coach and Former 
Navy Pilot, mentioned how the coaching is a “high-
touch” industry, and vouched for word-of-mouth 
interactions and helping leaders.  One challenge 
she faces is helping to see what’s possible in their 
lives.

When asked what’s going to happen in the next 
5 years,  Kevin Hume shared how in his industry, 
people must be fluid, where “It’s all about execution, 
which is around change management & how you 
do that, incremental gains & also mistakes made 
along the way”. Matt spoke on why becoming 
more socially responsible goes hand and hand 
with internet marketing, which drives their decision 
on  investments. For both Kamin and Kendra, they 
agreed on how mentorship and “embracing the 
change from the top down” is an important element 
to growth within an organization.

Kevin 
Maloney

Kevin 
Hume

Kamin 
Samuel

Kendra 
Rommel

Matt
Nicosia
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“The best way to get what you is to help 
others get what they want” 
- Zig Ziglar

“No matter the industry, change and 
disuruption from large commerce sites is 
inevitable”

“Every person in an organization needs to 
be guided, taken care of, and coached”

When asked on their what tools & strategies they’ve 
adapted throughout their career, Kevin Hume, VP of 
Supply Chain Technology at Tompkins International, 
noted how companies like Amazon are changing 
the industry landscape. According to Hume, 
Tompkins leverages the different digital strategies 
in robotics and control systems to address labor 
issues and help entrepreneurs and established 
brands keep up with that disruption.

For Matt Nicosia, CEO of Vivakor, he shared a his 
thoughts behind a company he’s invested in, which 
shifted his attention towards what the speed and 
KPIs are for an influencer to become a decision 
maker.  According to Kendra Rommel, Senior 
Account Executive, Civic Financial Services, private 
lending is an “interesting sector”,  where finding the 
right people and processes to create the credibility 
that we need and deserve is difficult.



Bruno Serato, Chef & Founder of Caterina’s Club, 
shared his mission behind his foundation. He 
noted that in just one night in America, 45 million 
people become food insecure. He combats this 
number everyday as he feeds, houses, and provides 
employment opportunities to struggling youth in 
Orange County with his programs.

Fascinated with the concept of VR at a young age, 
he had a breakthrough to commercialize his ideas 
when he started Oculus. Palmer mentioned that, 
majority of people will eventually spend time in VR 
environments sometime within the century, when 
VR can “simulate every human sense to the quality 
that the human body can experience”. 

For his work in the defense sector, Palmer 
mentioned that as a country, we have the ability 
to better national security and lower defense 
spending. With Anduril’s products - which include 
drones and sensor towers - he aids surveillance 
of highly sensitive areas for the government and 
corporations, and expressed how you “need the 
ability to go from detection to action in single-digit 
seconds” at these locations.

Palmer Luckey, founder of Anduril Industries & 
Oculus VR, joined Sinan Kanatsiz in a fashionable 
Hawaiian theme interview & Q/A, complete with a 
set of hammocks. Together they talked about how 
Palmer’s impact in the VR & defense industires, 
due to his dedication on providing more efficient 
& less expensive products to consumers and tools 
to improve national and international defense.

Community & Global Impact

Ken Berrick, Founder of Seneca Family 
of Agencies, shared his background 
behind the adoption system at Seneca, 
and ensuring kids have the support 
they need to thrive. 

Dr. Frank LaFerla, Dean of UCI School of Biological 
Sciences, shared a brief presentation on his work 
at UCI, and his discoveries behind climate change 

and Alzheimers. He prompted 
the audience to be mindful of 
their actions from the Mind, 
which affect the Body, and 
have lasting effects on the 
World.

Sinan Kanatsiz Palmer Luckey
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“I want to win the war against hunger,
by feeding kids pasta”

“VR is going to replace & augment 
everything. There will be no industry it 
will not touch.”

“Be prepared to NOT do the things 
you like once your company becomes 
successful.”

“The biggest innovations 
of the 21st century will 
be at the intersection of 
biology & technology” 
- Steve Jobs

Sinan 
Kanatsiz

Bruno 
Serato

Palmer closed his segment with Q&A, providing 
sound advice for entrepreneurs, and to “figure out 
what you are bad at right away, and hire people to 
do those things as soon as possible when starting 
a company”.

Mind. Body. World

IMPACT Charities
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