
Don't lose sight of your customer needs and 
experiences in a world of increasing digitalisation, 

automation and self-service

Leverage Evolving Technologies & Tap Into Customer Data To Understand Your 
Customers & Design

A One-Day, Cross-Sector Conference & Networking Event, 7th September 2022
Group

Discounts 

Available

BOOK 4 FOR 3Human-Centred Digital Channels & Strategies 
Which Deliver Effortless Customer Experiences

www.humanisingdigitalconference.com +44 (0) 20 3479 2299info@humanisingdigitalconference.com 

Strike The Balance Between Human 
Touchpoints & Tech: How can we bridge the gap 
for engaging, effective experiences which exceed 
customer expectations?

1

Keep Pace With Changing Customer Trends & Needs -  Ensure Accessible Services Which Support Vulnerable Customers & Every Demographic - There Are Many 
Customer Roadmaps: Design Different Journeys To Minimise Frustration & Guide Customers – Decipher Data To Deliver Exceptional Experiences & Build Loyalty

• New, Interactive & Fresh Agenda
• 21 Speakers Share Case Studies & Lessons 
Learnt
• 3 Interactive Panel Discussions: 
1) Understanding Customer Needs & Behaviours
2) Balancing Human & Digital Interaction
3) Tech: Chatbots & AI

Returning To London With 
Enhanced Networking

Nuffield Health

Paul McKeown
Head of Digital Innovation

Aer Lingus

Sebastian Huschner
Product Strategy Lead, 
Customer Loyalty AerClub

DFS

Simon Donovan
Senior Digital Delivery Manager 

Mansfield Building 
Society

Rachel Haworth
Non Executive DirectorP
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Customer-Led Effortless Experiences
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Cambridge University 
Press Assessment

Gavin Lee
Head of Digital Operations 
Strategy, Production

Barclays

James Barley
Design Research Principal

Kimberly-Clark

Jim Edwards
Digital Innovation Lead EMEA

Pearson

Les Hopper
Director, Secondary Product

Depop

Marco Fabbri
Product Designer

The Very Group

Sam Gallimore
Customer Care Product Lead

Bupa

Vikas Gujral
Transformation Digital Strategy 
Director

NHS England

Chandni Umradia
User Researcher 

Lloyds Banking Group

Bhavna Saraf
Managing Director, Product 
Head Digital Bank, 
Commercial Business Transformation

Vodafone

Dr Ifeanyichukwu Franklin 
Nworie
Digital Transformation 
Analytics Manager

Hydro Wind Energy

Dr Mostafa Helmy
Director of Digital Strategy

 
John Lewis Partners

Graeme Matheson
Planning Performance Lead

Boots UK

Jennifer Duffy
Director of IT Customer 
Category &
Rich Corbridge
VP Chief Information Officer

BRAND SPEAKERS, 1 DAY 21

Tech, Chatbots, AI: Leverage cutting-edge but 
customer- focused tech for impactful CX2

Human-Centred Digital Design: Embed 
data-driven decision making into design from day 
one to truly deliver customer-first services

3

Untangling Customer Data: From legacy 
systems to unstructured data, make sense of the 
web of information to meaningfully guide strategies

4

Customer Needs, Behaviours, Expectations: 
Deliver engaging, effective experiences across all 
demographics and remain relevant in spite of 
constantly evolving expectations

5

Empowering All Customers: Inclusive, 
human-centred customer journeys that guarantee 
every customer has an outstanding experience

6

Level Up Your Customer Journeys: Integrate 
new tech and leverage data insights for seamless, 
effortless experiences

7

The Business Case For Digitalisation: Prove 
the business case of human-led digital to design for 
the customer and deliver for the organisation 

8

AutoTrader

Nick King
Insight Director

NHS England

Emma Harvey
Head of Innovation Lab

Imperial War 
Museums

Nicholas Hodder
Director of Digital 
Transformation



UNDERSTANDING CUSTOMER NEEDS & 
BEHAVIOURS 

CUSTOMER DATA STRATEGIES

Les Hopper
Director, Secondary Product

Pearson

Registration, Informal Networking & GIC Welcome08.30

Morning Chair’s Opening Remarks09.15

• Know your customer and understand how they engage to implement the 
right channels and touchpoints that provide an optimal experience and 
appropriate support 

• Bridge the gap between varying demand for human interaction versus digital 
channels to generate a hybrid yet cohesive experience that caters to 
everyone’s expectations and needs

• Develop high-quality, painless customer journeys that manage all customer 
types through cost-saving channels that leverage both human and digital 
strategies 

• What are the barriers to achieving this balance and what strategies can be 
put in place to overcome these?

Strike The Balance Between Human 
Touchpoints & The Shift Towards Increased 
Digitisation To Respond to Customer Needs  

09.25

KEEPING THE HUMAN TOUCH NEW

CHAIR’S

REMARKS

• The metaverse, digital wallets, NFTs, driverless cars… harness the latest 
trends in futuristic tech to evaluate what could be incorporated into 
day-to-day business strategies

• Deliver intelligent and agile AI and chatbot services which positively shape the 
customer experience without causing frustration and damaging NPS score

• Remove the knowledge gap and engage customers around technology to 
increase automation adoption and mitigate fear with more customer-focused 
designs and experiences 

• What are the opportunities and challenges associated with different 
emerging technologies and how do they add value to the customer 
experience and save on costs?

• The silver bullet? Achieve low-cost, self-service platforms which have your 
company personality, effectively nudge customers and make it less 
challenging than it is today?

Leverage Cutting-Edge Tech Innovations To 
Establish Impactful Customer Experiences 
That Deliver Efficiency Through 
Customer-Focused AI & Automation Solutions 

09.45

TECH: CHATBOTS & AI PANEL 

DISCUSSION

Vikas Gujral
Transformation & Digital Strategy 
Director 

Bupa

Q&A

• Blank canvas: how can we begin with clear, articulate briefs about what our 
customer goals are to integrate human-centred design in from the very start?

• The devil is in the detail: how can you generate accurate feedback into your 
customer and user base to predict what they need? 

• From security to service and transaction to trust, build customer needs and 
emotions into your design for confidence-boosting interactions where the 
customer gets what they need

• Explore options to make digital offerings as non-threatening and user-friendly as 
possible to provide a safe online alternative when offline channels are not 
available

• Moving goalposts? From beta testing to updates, create a culture of improvement 
where your tech consistently reflects the changing needs of your customers

One Size Does NOT Fit All: Place Your Customer 
At The Centre Of Your Strategies With 
Human-First Digital Design Which Evolve Around 
Changing Customer Needs

10.15

HUMAN-CENTRED DIGITAL DESIGN NEW

Emma Harvey   
Head of Innovation Lab  

NHS England

Morning Refreshment Break With Informal Networking 11.15
Bonus Session; Reserved For Exclusive Conference Partner10.45

• Steps to overcome legacy systems and old data warehousing for customer 
data platforms and ecosystems which make sense for the business today

• You’ve got the data and now what? Strategies to extrapolate meaningful and 
actionable information from unstructured and structured data to generate 
reliable insight and make significant customer differences

• Best-in-class steps to achieve targeted personalisation, tailor offers and 
products and increase loyalty and retention without going beyond what 
customers are comfortable with?

• Data security: how can you protect data from hackers and cyber-attacks and 
minimise risk of attack?

• Putting controls in place to guarantee regulatory compliance at every stage

If You’re Not Guiding Customer Strategies By 
Data, You’re Guiding Them By Guesswork: Making 
The Most Of Customer Data To Design 
Human-Centric Digital Approaches With Impact

11.45

CRITICAL 

INSIGHTS

Dr Ifeanyichukwu Franklin Nworie
Digital Transformation Analytics 
Manager

Vodafone

Why can’t healthcare learn from digital retail concepts? Loyalty is 
personalisation and personalisation is what healthcare systems across the 
world have been trying to achieve and create for decades. Delivering 
healthcare on the high-street has been the Boots mission for more than 170 
years. Now with the MarTech capability Boots has implemented it can start to 
offer customers and patients alike a personalised healthcare journey. The 
team want to share the journey they have been on to enable more high-street 
organisations to follow suit and find ways to help the NHS in 2022.

Jennifer Duffy
Director of IT - Customer & Category & 
Rich Corbridge
VP & Chief Information Officer

Boots UK

• From teenagers to pensioners… how can we gain deeper insights into our 
customer bases and build personas which work?

• Is this for them or us? As CX increasingly becomes a differentiator, generate 
customer-first strategies which provide responsive and effective experiences

• From empathy mapping to listening, develop intelligent approaches to 
understand customers instead of relying on feedback surveys

• What level of data personalisation are customers comfortable with when 
receiving targeted communications?

• Solve for the customer rather than waiting for the customer to ask for 
solutions: anticipate future needs and increase customer retention and 
loyalty with strategies that build longevity 

Keep Pace With Evolving Customer Trends 
To Ensure Platforms & Digital Offerings 
Remain Relevant, Increase Satisfaction & 
Positively Impact The Bottom Line

12.25

PANEL 

DISCUSSION

Graeme Matheson 
Planning & Performance Lead

John Lewis & 
Partners

Q&A

Chandni Umradia
User Researcher 

NHS England

Jim Edwards
Digital Innovation Lead EMEA

Kimberly-Clark

DIGITAL RETAIL CASE STUDY
Apply Digital Retail Concepts To Deliver 
Personalized Healthcare On The High 
Street

12.05 BOOTS 
CASE 

STUDY

Sam Gallimore
Customer Care Product Lead 

The Very Group

Nick King
Insight Director

AutoTrader

Cross-Sector Speakers Come Together To Share Insights & Lessons Learnt Throughout The Ongoing, Accelerated Shift Towards Digital, Self-Service 
& Automation To Deliver Data-Driven, Human-First Customer Experiences Which Increase Conversions, Loyalty & Retention21



Bhavna Saraf 
Managing Director, Product Head 
(Digital Bank), Commercial Business 
Transformation 

Lloyds Banking Group 

Lunch & Informal Networking For Speakers, Delegates & Partners12.55

Informal Breakout Discussions13.25

A. Unintended Impacts of Digitalisation 

B. Regulators  C. Vulnerable Customers

D. Personalisation E. Cyber Security

F. Verifying Customer Identity G. Speed To Market

H. Agile Delivery I. UX J. User Upskilling

Afternoon Chair’s Opening Remarks13.55

• Inclusive, human-centred design: how can you ensure that accessibility and a variety 
of needs are built into CX from day one, instead of as an afterthought?

• Convince management to dedicate the resources to start with human-centred design
• From plain language, to digital literacy to vulnerability, how can you distinguish 

differing customer needs from one another for truly inclusive customer propositions?

From Vulnerable Customers To The Wide Digital 
Literacy Scale: Build Accessibility Into Digital 
Offerings & Dedicating Resources To Guarantee 
Every Customer Has An Outstanding Experience

14.05

EMPOWERING ALL CUSTOMERS

Leverage New Tech & User Data To Level Up Your 
Digital Offering While Maintaining Seamless, 
Effortless Customer Journeys Which Enhance 
Experience, Loyalty & NPS

14.25

CUSTOMER JOURNEYS

EMBEDDING ACCESSIBILITY IN DIGITAL PRODUCTS

Hear first-hand insights about the challenges faced by Depop 
during the development of their innovative design and product processes 
that aim to establish an inclusive company culture through accessibility.

Learn How To Prioritise Issues Within 
Digital Product Design & Make Digital 
Products Truly Inclusive & Accessible 
With Real-Life Examples

14.45

Marco Fabbri 
Product Designer

Depop

DEPOP 
CASE 

STUDY

Afternoon Refreshment Break With Informal Networking 15.35

Bonus Session; Reserved For Exclusive Conference Partner15.05

• Design for the customer, deliver for the organisation: prove the ROI of solid CX 
• Learn to invest in high-quality, self-service technology solutions to supply 

seamless customer journeys that balance cost-saving potential and mitigate 
potential customer frustration 

• Rome wasn’t built in a day! Set and manage expectations around 
speed-to-market on high-quality digital experiences

• Learn to invest in high-quality, self-service technology solutions to supply 
seamless customer journeys that balance cost-saving potential and mitigate 
potential customer frustration 

• Rome wasn’t built in a day! Set and manage expectations around 
speed-to-market on high-quality digital experiences

• How can you assess new channel suitability and build the business case to 
invest in new channels? 

Secure Buy-In Through Cost-Cutting & Innovative 
Digital & Business Transformation Strategies To 
Shape The Future Of Customer Experience 

16.05

THE BUSINESS CASE FOR DIGITALISATION

• How can we ensure we don’t get carried away in the post-pandemic drive towards 
digital?

• What types of interactions should never be digital? How can we design interruptions 
where computers make the human call to redivert customers without fail?

• When digital is the only choice to reduce operational costs, how can we still deliver 
an on-brand, easy experience which drives customer satisfaction?

Bhavna Saraf 
Managing Director, Product Head 
(Digital Bank), Commercial Business 
Transformation 

Lloyds Banking Group 

Afternoon Chair’s Closing Remarks 16.55
Dr Mostafa Helmy
Director of Digital Strategy  

Hydro Wind Energy Official Close Of Conference17.05

INFORMAL 

BREAKOUT 

DISCUSSIONS

Sebastian Huschner
Product Strategy Lead, Customer 
Loyalty AerClub

Aer Lingus

Paul McKeown
Head of Digital Innovation 

Nuffield Health

Les Hopper
Director - Secondary Product  

Pearson        

Gavin Lee
Head of Digital Operations Strategy, 
Production

Cambridge University 
Press Assessment    

• Broken journeys: are your customers just going round and round in circles? 
Flag up pain points in automated journeys to quickly redirect customers or 
intervene with an agent

• WhatsApp, Live Chat, Chatbots… as the number of customer contact 
channels diversifies, how can we best design back-end operations which 
allow for seamless integration? 

• When you launch a new channel in silo, how can you effectively integrate it 
into your channel suite to scale up and embed into day-to-day operations?

Simon Donovan
Senior Digital Delivery Manager 

DFS 

• Different customers, different journeys: how can we better interrogate 
customer goals to truly understand and design effective journeys? 

BALANCING HUMAN & DIGITAL INTERACTION 

Being “Real” In A Digital World: How Can Companies 
Balance Human & Online Interaction In An 
Increasingly Digitalised Environment To Enhance CX, 
Engage With The Customer & Stand Out In A World Of 
Bots? 

16.25

PANEL 

DISCUSSION

Rachel Haworth
Non Executive Director

Mansfield Building 
Society

James Barley
Design Research Principal

Barclays UK

Keeping The Human Touch • Tech: Chatbots & AI • Human-Centred Digital Design • Customer Data Strategies • Understanding Customer Needs & Behaviours • Empowering 
All Customers • Customer Journeys • The Business Case For Digitalisation • Balancing Human & Digital Interaction 



4 EASY WAYS TO REGISTER
Online @ www.humanisingdigitalconference.com
 
Phone +44 (0) 20 3479 2299 

Post this booking form to Global Insight Conferences, 
5-11 Lavington Street, London, SE1 0NZ

Email bookings@humanisingdigitalconference.com

Group Discounts: 4 delegates for the price of 3. Or 
send 3 and get your third place half price! (This 
applies to inhouse practitioners only, not agencies 
and suppliers, and cannot be used in conjunction 
with any other discounts, including earlybird offers).

• Speaker notes available to download one week after the  conference, subject to 
  speaker disclosure.  
• Only one discount can be used per registration.  
• Please note VAT will be charged at 20% and all BACS/invoice registrations are subject 
to a £24.90 booking fee and all credit cards payments are subject to a 4% booking fee.

   Bank Transfer  
Bank transfer details will be provided in your invoice. 
(UK  VAT is chargeable for all attending companies, regardless of country of origin.  

     All bank transfer charges must be carried by the company sending payment).

   Cheque   Enclosed
Please make cheques payable to Global Insight Conferences Ltd

    Invoice   PO Number:
Please include your PO Number if applicable, otherwise this may delay your booking.

PAYMENT OPTIONS: Please choose one of the payment options below:

   Credit Card/Debit Card

 Visa      Mastercard      Maestro     
Card No.

Exact name on card 

Valid From     Expiry Date  

Security Code  
Signature Date

1
2

3

4

REGISTRATION FORM

ATTENDEE DETAILS:
 

Forename (Mr/Ms/Mrs/Miss/Dr)

Surname

Job Title

Company Name

Tel

Email

Fax

Address

Postcode    Country

Brochure Code: 

How did you hear about the conference?

(Brochure code, email, advert etc)

Accounts Department:

Contact Name 

Tel   Email

Head of Department Contact Name

Head of Department Email

Booking Contact Name

Booking Contact Tel 

Booking Contact Email

Please complete in capitals. Photocopy for multiple bookings.

*
 

Card Billing Address (if different to above)

 AmEx      

Inhouse/Brand £619 + VAT

Agency/Supplier/All Other 
Companies £999 + VAT

A One-Day, Cross-Sector Conference & Networking Event, Central London
7th September 2022

Group Discounts! Book 4 For 3 @ www.humanisingdigitalconference.com 

TERMS & CONDITIONS
Payment Procedure:  Payment is due on submission of your booking please note that VAT will be charged at 20% and all BACS/invoice registrations are subject to a £24.90 booking fee and all credit cards payments are subject to a 4% booking 
fee. All orders placed on our online booking pages, by email, on the brochure’s booking form or over the telephone will all be followed up with an official booking confirmation email. All such orders are legally-binding and carry a 100% liability 
immediately after receipt of order. Full payment is a requirement of entry into the event and you will be asked to guarantee your payment with a credit card to enter the conference rooms if you have not paid before the date of the conference. 
Should you fail to pay an invoice or do not attend the conference, you still remain liable for the sums due. Global Insight Conferences Ltd reserves the right to decline any booking and make any alteration to the speaker panel, programme, date 
and venue. Global Insight Conferences accepts no liability for the content of presentations or papers. UK VAT is still chargeable on foreign companies attending conferences in the UK and must be paid at the prevailing rate on UK events. All 
bank and transfer fees must be covered by the company attending the conference. Please note that all calls are recorded for training and monitoring purposes. Cancellation Process: Cancellations received in writing on or after 40 working 
days before the conference date cannot be refunded and full payment is still due, although a replacement delegate will always be welcome. This is due to the way in which we are charged by our suppliers as during this final month, the costs 
have already been incurred by the organisers. Refunds will not be available for postponements or cancellations or virtualisation and payment is still due and we reserve the right to make the event virtual or live depending on the circumstances 
at the time. Refunds will not be available for postponements, cancellations, virtualisation or a change to a live conference from virtual and payment is still due. All bookings shall be automatically transferred and refunds cannot be given for such 
changes. Cancellations received in writing at least 40 working days before the conference date will receive a full refund, minus an administration charge of £149 +VAT per ticket. If payment has not yet been made and cancellations are received 
in writing at least 40 working days before the conference date, the £149 +VAT per ticket administration charge is still due. By booking onto the conference, you warrant that you are authorised by your organisation to commit to the booking and 
pay all agreed costs. Global Insight Conferences Ltd cannot reimburse any travel, accommodation or other expenses under any circumstances. Global Insight Conferences Ltd will assume no liability in the event that this conference is cancelled, 
rescheduled, virtualised or postponed due to a fortuitous event, Act of God, unforeseen occurrence, a Force Majeure event, other major disruption or any other event that renders performance of this conference inadvisable, impracticable, 
illegal or impossible. For purposes of this clause a Force Majeure event shall include, but shall not be limited to: civil disorder; pandemics, endemics, disaster; an Act of God; war or apparent act of war; government restrictions and/or 
regulations; terrorism or apparent act of terrorism; disturbance and/ riots; strike, fire, curtailment, suspension and/ or restriction on transportation facilities/means of transportation; or any other emergency. Global Insight Conferences Ltd 
reserves the right to alter the venue for the conference due to a Force Majeure event or other major disruption or if Global Insight Conferences Ltd, deems it necessary to do so. If Global Insight Conferences Ltd postpones an event, the fee will 
be credited towards the rescheduled date or another conference and all outstanding invoices must still be paid in full. If GIC cancels an event, the fee will be credited towards another industry-related event within the next 12 months. This credit 
will be available for up to 12 months from the original conference date. Refunds will not be available for postponements or cancellations or virtualisation and payment is still due. If you wish to cancel a ticket on an event that has been 
postponed, the cancellation terms outlined above still stand, but in relation to the original date. Please note all exhibitors, sponsors and event partners should refer to their signed contract for more information on their terms and conditions. 
Date & Venue: 7th September 2022, Central London. Please note that accommodation and transport fees are not included in the registration fee. Global Insight Conferences Ltd cannot reimburse any travel, accommodation or other 
expenses under any circumstances. Special Dietary, Access Or Speciality Requirements: We make every effort to ensure that all delegates are able to participate fully, but please do let us know if you have any access, dietary (other than 
vegetarian) or any other particular requirements. Speaker & Programme Changes: Sometimes speakers are unable to attend for personal or business reasons and whilst we make every effort to find a direct replacement, occasionally this is 
not possible within the timeframes we are given. GIC reserves the right to alter or modify the advertised speakers and/or topics if necessary. Any substitutions or alterations will be regularly updated at www.humanisingdigitalconference.com. 
Data Protection: The delegate names, organisations and occasionally job titles will be shared with other attendees of the event for the purpose of facilitating networking only. Should you not wish your information to be shared in this way, 
please email: database@globalinsightconferences.com or write to Data Protection Officer, Global Insight Conferences, 5-11 Lavington Street, London, SE1 0NZ. When you register for the conference, GIC will provide you with information relating 
to your booking and other GIC related products or services via email, direct mail, fax or telephone. Should you wish to discontinue this service at any time please write to the Marketing Director at the address above or please email 
database@globalinsightconferences.com. Admittance: We reserve the right to eject you without any prior notice or refund if your behaviour is disruptive, offensive, dangerous or illegal. Distribution of unauthorised materials and audio/visual 
recordings are not allowed without prior consent. GIC is not liable for damage to or loss of personal belongings at the conference venue and accepts no liability for the content of the papers and presentations given. Please note that 
photographs, video and audio footage, which may include speakers and delegates, may be taken at the event and used in future marketing material.
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Can You Help Companies Enhance 
Their Digital Customer 

Experiences?

For more information on how 
to get involved, please call 

+44 (0)20 3479 2299 or email 
partner@humanisingdigitalconference.com

Book An Exhibition Stand 
+ 2 Delegate For Only 

£2,999 

SAVE 1,000

Organised By:

Programme Alterations: Conferences are organised many months in advance of the conference itself 
and sometimes we may need to make substitutions, alterations or cancellations of the speakers and/or 
topics. Whilst we make every effort to find a direct replacement if a speaker cancels, sometimes this is 
not always possible within the timeframes we are given. Any substitutions or alterations will be 
regularly updated on the conference website.

Exhibition Stand £3,999 + VAT

HUMANISING DIGITAL

07.09.2022 | humanisingdigitalconference.com

Customer-Led Effortless Experiences

HUMANISING DIGITAL

07.09.2022 | humanisingdigitalconference.com

Customer-Led Effortless Experiences


