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Showcasing Revolutionary Speakers and Remarkable Tools

Capture Insights in Real Time

Measure Meaningful Chatter

Breakthrough Methodologies
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Join the Revolution. 
FINaLLY, an event that challenges the traditional and explores the remarkable.  

The producers of The Market Research Event invite you to join us as we discuss, explore 
and debate the latest technologies and the resulting impact they are having on the market 
research industry.  Social media and mobile alone are changing the face of research, the 
opportunities and the obstacles that follow are required learning for career researchers who 
want to keep on top of the trends and remain ahead of the curve.

In a world where technology is growing exponentially, where we are measured by our 
networks and with the demand for innovation being every CEO’s top priority, it’s more difficult 
than ever to separate hype from reality and gather real usable information about what’s 
working and what’s not.

At Technology Driven Market Research, the focus is on presenting ground-breaking tools and 
technologies that are being used NOW and those on the horizon. These technologies are 
enabling “in the moment” research to more clearly understand consumer behavior. The key is 
knowing when and why to use which one. This is not a one-size fits all.

Through real-world experience-based presentations, this event will look at brand-mind 
placement, eye tracking research in a virtual retail environment, social gaming as a research 
device, and social and mobile analysis plus much more. 

Cross-industry leaders will co-present with big brands in a format that promotes open dialogue 
as collectively we examine and explore this new ground. The industry will come together to 
share their stories as together we explore the rapidly changing communications landscape.

Technology Driven Market Research tackles not only the technological advancements in market 
research, but also focuses on the truly innovative, next generation techniques, that are shaping 
the future of business in general. 

It’s an exciting time to be a researcher as these technologies open the door to a whole new 
world of research opportunity.

We look forward to meeting you.

why attend? 
Track the most innovative 
companies in Market Research 
Technology. Learn about the 
bleeding edge technologies 
and tools that are being used to 
understand consumer behavior. 

target markets 
Market Research 
Innovation
Technology
Marketing
Analytics
Consumer Insights
Business Analysis

STay CONNECTED wITh 
yOuR MaRkET RESEaRCh 
TEChNOlOgy COMMuNITy

inin

    Kim Rivielle
Managing Director, 
Marketing & 
Business Strategy 
Division

mobile 
Feedback
Put your learning’s into action by 
participating in our on-site mobile 
surveys. Supported by OnePoint: 
Mobile Surveys Made Easy.

Stacy Levyn 
Conference Producer
 Technology Driven 
Market Research Event 
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8:00
Chairperson’s Opening Remarks and Welcome
Leonard Murphy, CEO, BrandScan 360

8:15

The State of The Industry
Leonard Murphy, CEO, BrandScan 360

Since 2003 the GreenBook Research Industry Trends Study has 
been the premiere monitoring survey of the evolving global 
market research industry. In 2010 the study has transitioned into 
a vehicle to focus on both historical trending and both emerging 
technological innovations and leading innovative firms in the 
market research industry. This presentation will focus on results of 
the most recent study and explore implications for the industry.  
•	 What technologies will have the most impact in market research 

over the next 12 to 24 months?
•	 What companies are considered leaders in Market Research 

innovation by the rest of the industry?
•	 What do these changes mean for the future of the industry?

9:00

AnAlyTIcS SchmAnAlyTIcS: how neuromarketing Will 
change the Future of marketing Analytics 
Joseph Carrabis, Chief Research Scientist & Founder, nEXT 
STaGE EVOLUTIOn

Frank Della Rosa, Managing Director, SYMPHOnETIc InSIGHT  

Marketing is about time and placement in the mind, in the 
brain, it’s about placing your brand so deep in memory and 
understanding, it’s about haloes of trust and social acceptance -- 
what’s called “Brand-Mind Placement” -- which consumers have no 
choice but to think about your brand when they think “purchase”. 
Attendees will learn how to create optimal brand-mind placement 
to position their brand in consumer’s memory and cognition.

9:45

EyE TrAckIng In A VIrTuAl rETAIl EnVIronmEnT: 
understanding Shopper Behavior
Olga Patel, Associate Director, nESTLE

Eye tracking research has been gaining popularity in recent 
years fueled by the benefits of the new emerging technologies. Its 
key advantage is being able to measure objectively individual’s 
engagement with stimuli, while traditional research relies on 
conscious self-reporting. Learn the extent to which different eye 
tracking research can help your organization to truly understand 
your consumers. 

10:30
Networking & Refreshments Break

11:00

SocIAl gAmIng And mArkET rESEArch: how Zynga 
conducts research 2 Questions at a Time 
Vivek Bhaskaran, President & CEO, SUrVEY anaLYTIcS 
Kevin Keeker, Senior User Researcher, ZYnGa

The user populations that Zynga have are not prepared for 45 
minute surveys of the kind that traditional Market Research serves 
up to its respondents. Interactions in the Zynga world tend to 
be much shorter; they are firmly 140 characters, updates and 
“likes”. Customers connect with brands in more digital ways than 
ever before. This opens up a fascinating new set of opportunities 
for researchers. Instead of “respondent level data”, researchers 
at Zynga can conduct “population level analyses”. Zynga and 
Survey Analytics teamed up to adapt existing Maximum Difference 
Scaling approaches to the world of social media gaming.

12:15
Lunch

1:30

online ‘Feeling-based’ dial Testing – 
A revolutionary new Way of understanding the 
Emotional drivers of content Appeal
Matt Kleinschmit, Senior Vice President, VISIOn crITIcaL

Co-Presenter: Major Media Client (check website for presenters)
Content creators and media companies are increasingly looking 
to dig deeper into what emotional levers are driving appeal 
and engagement with video, advertising and promotional spots. 
And while traditional dial testing methods provide a ‘go/no-go’ 
measure, they often don’t include prescriptive diagnostics and 
can be costly and time consuming to execute. This presentation 
will examine how Vision Critical’s proprietary ‘ReactionPlus’ next 
generation online content assessment tool can provide a fast 
and cost effective option for both testing and understanding the 
feelings that are driving interest.
Case studies from 1 -2 marquee media organizations and 
additional VC-conducted research on research will be used to 
show how ReactionPlus compares to traditional dial testing and 
post-viewing assessment methods – with the pros and cons of the 
various methods compared and analyzed. Results will show how 
this innovative tool can be employed to capture second by second 
reaction among broad, nationally representative sample frames, 
with automated reporting that includes real-time playback allowing 
for a consistent and easy method of interpreting the results.   

2:00

crowdsourcing your research for co-creation
Kevin Lonnie, President, KL cOMMUnIcaTIOnS

Co-Presenter: Major Media Client (check website for presenters)
For over a half century, researchers have gotten by with drive by 
interviews. But this one way relationship is inconsistent with our 
new interactive millennium. Consumers are looking for meaningful 

MONDay, May 2: MaIN CONfERENCE Day ONE
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dialogues with their favorite brands/interests and a one way 
discussion isn’t going to cut it. Enter Crowdsourcing; which taps 
into social affinity and the desire for individuals to help create new 
products and services in areas of great personal passion. And this 
is what has both CEOs & CFOs drooling. If done correctly, it’s far 
less expensive and less risky than traditional Market Research.

2:30

geo-location research Through mobile device
Jim Schwab, SVP North America, OnEPOInT MOBILE SUrVEYS

Co-Presenter: Major Media Client (check website for presenters)
What is Geo-location research and how can it provide rich real-
time insights for you and/or your clients? How do you choose the 
right technology solution for your project? How does it fit into your 
total Market Research Plan? We will attempt to clear the confusion 
surrounding this emerging technology and help you become 
experts in the field! 

3:00
Networking & Refreshments Break
Take out your mobile devices! 

3:30

App Based mobile research Panel
Moderator: Chris Hobson, Chief Operating Officer, TXTEaGLE

Lisa Kim, Consumer Insights, Product Innovation Team, 
SaMSUnG ELEcTrOnIcS

Sanja Licina, Senior Director, Talent Intelligence & Consulting, 
carEErBUILdEr

Sean Conry, VP, Business Development, TEcHnEOS SYSTEMS

Mobile research is finally working its way into the Researcher’s 
toolkit and Mobile apps in particular are providing entirely 
new insights through their ability to interact with the amazing 
capabilities available on modern Smartphones. Learn how to 
get closer to people’s experiences wherever and whenever 
they happen through mobile research technologies. Explore 
how mobile research can be used beyond simply collecting 
quantitative survey data, but as a complimentary tool to online 
communities - to gather rich, qualitative data including photos 
and digital diaries on-the-go.  

4:00

SocIAl rESEArch & AnAlySIS: measuring Across media
Jonathan Spier, CEO & Co-Founder, nETBaSE SOLUTIOnS                                                                                                                           

Frank Cotignola, Consumer Insights Manager, CIS Center of 
Excellence, Knowledge Management, KrafT fOOdS                                                                                                                               
Social media is increasingly becoming a strategic data source 
for consumer-focused companies. Every hour, consumers use 
social media to share an incredible volume of ideas, opinions, 
preferences, and sentiments. The challenge is to synthesize this 
chatter into timely insights and use those insights to drive faster, 
better business decisions. In this presentation, we’ll share our best 
practices for incorporating social media analytics into your business 
processes and discuss the key considerations for organizational 
capabilities and technology solutions that build trust in social media.

4:30

Twitter as a research Tool?
Scott Centurino, CEO, crIMSOn HEXaGOn

Colin Moffett, Senior Vice President, Social Impact Strategies, 
WEBEr SHandWIcK dIGITaL cOMMUnIcaTIOnS 

Twitter has become a pervasive platform for consumers expressing 
real-time opinions of all kinds -- with billions of posts per month. 
Studies now show that hundreds of millions of these conversations 
are relevant to brands and businesses. It’s more important 
than ever to be able to distill meaningful quantitative data and 
qualitative insights from this massive flow of online opinion. With 
several real-world case study examples, this presentation will 
explain how researchers can efficiently leverage Twitter to round 
out a traditional mix of research tactics with real-time Twitter 
insights and quickly deliver game-changing research results.

5:00

Agent-Based modeling
Damon Ragusa, President & CEO, THInKVInE

As we continue to experience the “digital evolution,” fragmentation 
is growing within digital media. Social media, blogs, display ads, 
search, etc. are all sub-channels within the overall digital channel, 
and completely new ways of reaching consumers are emerging 
at an alarming rate to disrupt the status quo. Marketers have an 
increasing need to understand and adapt to today’s fragmented 
marketplace while being asked for accountability metrics on 
performance of different tactics.  In this presentation, we will 
discuss how agent-based modeling (a methodology only recently 
applied to understand marketing) is successfully helping some of 
the world’s most respected companies. 

5:30
End of Day One. Cocktails and Conversation

MONDay, May 2: MaIN CONfERENCE Day ONE
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9:00
Chairperson’s Opening Remarks and Welcome
Leonard Murphy, CEO BrandScan 360

9:15

keynote: Avatar 3d comes to the Store Aisle 
Dr. A.K. Pradeep, Chief Executive Officer, nEUrOfOcUS, Inc. 

NeuroFocus has introduced a one-of-a-kind 3D system that 
is based on how the brain perceives and responds to store 
settings. N-Matrix 3D has been designed around findings drawn 
from neuroscience laboratory research studies, coupled with 
NeuroFocus’ own database of many thousands of neurological 
testing projects conducted for clients worldwide.
The closer to reality that the brain perceives a store setting in a 
virtual reality testing environment to be, the more accurate and 
reliable the research results. The brain seeks out details that signal 
‘real’, and N-Matrix 3D technology is specifically designed to 
capture and portray those details. Learn what the brain looks for 
in a store setting, and what ‘best practices’ should be followed to 
provide the most engaging shopping environment.

10:00

The Future of market research in 2015
Merrill Dubrow, President & CEO, M/a/r/c rESEarcH                                                                                                   
During his very engaging and interactive session, Merrill will 
review new competition for the research community, the role of 
social networking, new titles for the research community and what 
to look for in hiring for the future. 
•	 Insight on what the future will bring
•	 Future competition and potential partnership opportunities
•	 The role of big brother and how important it will be

10:45

Panel debate on Social media: Scientific Technology or 
Business Practice?
Moderator: Guy Powell, President, dEMand rOMI, Inc.

Warren Sukernek, Senior Director of Social Media Services, 
aLTErIan

Jeff Esposito, Public Relations Manager, VISTaPrInT 
David Dalka, Business Strategy Expert
Dana Stanley, VP Industry Sales, IcHarTS

Tom Anderson, Founder & Managing Partner, andErSOn 
anaLYTIcS

Social media is the next wave of media technology. Just as the 
Internet became the new media 10 years ago, so too, now will 
social media deliver a new media channel (or channels) for 
marketers to drive revenue, profit, brand and share. 
But, with technology and platforms constantly changing, is social 
media really about finding the right technology? One clear pattern 
is that business organizations are often resistant to new technology 
being integrated into business process successfully. We’ll explore 
both sides of the emerging business & technology issues.  

11:30
 Networking & Refreshments Break

12:00

Text Analytics 
David Howlett, Senior Director—Consumer Insights and Strategy, 
J.d. POWEr & aSSOcIaTES

Today, the velocity of marketing and the consumer is moving at 
light speed. Traditional market research approaches can quantify 
and inform you of what happened in the past, but are limiting at 
generating the real insights and “aha’s” that drive new innovations 
and new sources of growth for businesses. Insights are not derived 
by validating how many people shared the same “insight” or 
“opinion” but are culled from the edges.  
Learn how new technologies like text analytics and natural 
language processing are aiding marketers to uncover the nuggets 
that drive new innovations and growth. In this session we will 
cover case studies of how “edge” cases drove new insights which 
informed new innovations and marketing approaches that yielded 
rapid growth.

1:15
Lunch

2:30

The Truth, the Whole Truth, and nothing but the Truth:  
The remarkable candor of Webcam and 
Smartphone-Based Ethnographies
John Williamson, CEO & Founder, QUaLVU 
Charlie Rader, Digital Insights Tools Leader, PrOcTOr & 
GaMBLE

Consumers will be surprisingly forthcoming, uninhibited and 
direct with researchers if they’re given the right questions, the 
right tools, and the right situation. Qualvu has pioneered the use 
of video-based interviews to revolutionize the way qualitative 
research is conducted. This has allowed businesses of all sizes to 
access qualitative research in a global and cost-efficient manner. 
Companies have been able to go directly into consumers’ homes 
and work to uncover exceptionally honest reactions as participants 
share their thoughts away from social pressures, time constraints, 
and other factors that may influence their opinions – all through 
asynchronous video-based customer feedback. Join us and 
learn how new technologies have made it possible to learn from 
consumers at critical moments of truth, increasing the level of 
accuracy of the data collected throughout the research process. 

TuESDay, May 3: MaIN CONfERENCE Day TwO

Speak, Sponsor, Exhibit And network…
don’t miss your opportunity To get Involved! 
For more information on sponsorship and exhibit opportunities, 
contact Jon Saxe, Business Development Manager today: 

email: jsaxe@iirusa.com | phone: 646.895.7467
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3:00

The App is Where It’s At: The Power of untethering 
online communities 
Greg Heist, Vice President, Research Innovation & Technology, 
GOnGOS rESEarcH

Joyce Salisbury, Senior Manager, Global Market Research – 
New Methods, GEnEraL MOTOrS

Technology has given rise to two disruptive innovations that are 
too powerful to ignore. Combining research communities with 
smartphone technology enables communities to become vivid 
reflections of consumers’ lives, and creates a gateway to connect 
with a new generation of consumers. Gongos Research and 
General Motors will demonstrate how app-based technology 
untethers consumers from their computers and immerses them 
more deeply into the research process.
•	 How smartphone apps create a seamless online and mobile 

research experience
•	 Why app-based platforms allow research to keep pace with 

advanced smartphone capabilities
•	 Learn how to put new research approaches into play through 

smartphone apps

3:30

Evolutionary Algorithm Identifies Preferred Shelf Sets
Kelley Peters, Sr. Director Integrated Insights & Strategy, POST 
fOOdS

Mike Klein, Segment Insights Mgr, Sales Analytics & Insights, 
POST fOOdS

John Fair, VP. Client Management, affInOVa

Qualitative and quantitative research shows that ready-to-eat 
cereal shoppers are less than satisfied with current cereal shelf 
configurations. And while current blocking systems provide 
a modicum of structure and organization, shoppers are still 
struggling to understand and adopt organizational cues.
Without recognizing or addressing the dissatisfaction with current 
shelf configurations, retailers are missing opportunities to more 
appropriately position product against higher order shopper 
need states. Post Foods, a leader in the category, is interested in 
creating a better shopper experience and set out to conduct a 
first ever, innovative shelf-set study where more than fifty thousand 
shelving alternatives would be part of the consideration set.

4:00
Networking & Refreshments Break
Take out your mobile devices! 

4:30

EThIcS PAnEl: PrIVAcy PolIcIES: What can you do? 
What should you do?
Robert Moran, STraTEGYOnE

David Bernstein, CustomResearch Manager, SaM’S cLUB

John Dick, Founder & CEO, cIVIcScIEncE Inc.

There are many layers of privacy and ethics in market research. 
Hear from a group of industry professionals on how to address 
the issues that are top of mind for businesses and corporations 
everywhere. Can respondent anonymity and privacy be 
maintained while still gathering reliable, quantitative attitudinal 
data from deeply-profiled and validated respondents? 

5:00

Are you Scared of change?
Dr. William MacElroy, Chairman, 
SOcraTIc TEcHnOLOGIES, Inc.

In terms of technology adoption, research departments and 
agencies tend to be very late adopters. Only 14% of those 
employed in the industry say that their research organizations 
actively embrace change and technological innovation. Why 
do we resist technology?  What are the barriers to change 
(both internal and external)? And what are the characteristics of 
organizations that race to the “bleeding edge” of each new wave 
of innovation? Are technophiles generally more successful, or does 
slow-and-steady win the race? This session will present new data 
and perceptual models of the industry’s motivations, orientation to 
risk and change-management processes. 

5:30
End of Conference
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DiScounT oppoRTuniTiES aRE availaBlE
q  I am from a company that is speaking at the event and qualify for 20% 

off the standard rate.
q  I am from a company that is sponsoring the event and qualify for 25% 

off the standard rate.
q  I am a government, Non-Profit or Academic Professional and qualify for 

30% off the standard rate.
*All discounts are off the Standard price unless otherwise noted. No two 
discounts can be combined.
Please note that early registration discounts may be a better value than 
some of the discount opportunities, so please register today. 

DaTE: May 2-3, 2011

vEnuE: 
 The Allerton Hotel Chicago
701 N. Michigan Ave
Chicago, IL 60611

A block of rooms at a discounted rate will be held at the Allerton Hotel 
Chicago. Please contact the hotel at 877-701-8111 to make room 
reservations at the IIR negotiated rate. Guests calling to make reservations 
must reference the group code ‘IIR Technology’ to receive the group rate. 
Rooms are limited and available on a first-come, first-served basis. The cut-
off date to guarantee the negotiated group rate is April 11, 2011.

The IIR web seminar program is built on the credibility and equity of our 
established conference brands.  A great way to connect with key prospects 
and showcase thought leadership, IIR web seminars deliver targeted 
audiences of pre-qualified leads.  Access to IIR’s proprietary database 
includes decision making professionals across industries, disciplines and 
departments.  
For more information on sponsoring a web seminar, contact Jesse Tucker at 
jtucker@iirusa.com.

 Any disabled individual desiring an auxiliary aid for   
this conference should notify IIR at least two weeks   
prior to the conference.

conFEREncE DRESS coDE: Casual and comfortable attire is 
suggested. We recommend bringing a sweater, as the conference room 
may be cool.
Due to unforeseen circumstances, the program may change & IIR reserves 
the right to alter the venue and / or speakers.
(2009 IIR Holdings, Ltd. plus Informa BV 2009)
Incorrect Mailing Information? Fax to (419) 781-6036

paYMEnTS: Payments may be made by check, Visa, MasterCard, 
Discover, Diners Club or American Express. Please make all checks 
payable to the “Institute for International Research, Inc.” and write the 
name of the delegate(s) on the face of the check, as well as our reference 
code: M2321. If payment has not been received prior to registration the 
morning of the conference a credit card hold will be required.

GRoup DiScounTS: SEnD MoRE. SavE MoRE:
•	If your company is sending 3-4 people, save 15% off the standard rate.
•	If your company is sending 5-6 people, save 20% off the standard rate.
•	 If your company is sending 7 or more people, save 25% off the standard 

rate.
*No two discounts can be combined. Please note that early registration
discounts may be a better value than some of the discount opportunities
here, so please register today. For more information on group packages,
please contact Terrence Johnson at 646.895.7423.

cancEllaTion policY:  If you need to make any changes or have 
any questions, please feel free to contact us via email at register@iirusa.com. 
Cancellations must be in writing and must be received by IIR prior to 
10 business days before the start of the event. Upon receipt of a timely 
cancellation notice, IIR will issue a credit voucher for the full amount of your 
payment, which may be applied towards registration fees at any future 
IIR event held within 12 months after issuance (the “Expiration Date”). All 
credit vouchers shall automatically expire on the Expiration Date and shall 
thereupon become void. In lieu of issuance of a credit voucher, at your 
request, IIR will issue a refund less a $795 processing fee per registration. 
Registrants are advised that no credit vouchers or refunds will be issued 
for cancellations received less than ten business days prior to start of the 
event, including cancellations due to weather or other causes beyond the 
Registrant’s control. IIR therefore recommends that registrants allow for 
unexpected delays in making travel plans. Substitutions are welcome at 
any time. If for any reason IIR decides to cancel this conference, IIR accepts 
no responsibility for covering airfare, hotel or other costs incurred by 
registrants, including delegates, sponsors, speakers and guests.

easy ways 
to register3

Tiered pricing is valid through expiration date. New Pricing takes effect at specific dates indicated. All fees must be paid in full by expiration date or your price will increase to the next level tier.

www.iirusa.com/
tdmr

888.670.8200
Int 941.951.7885

register@iirusa.com
*include code m2321

aDMINISTRaTIvE DETaIlS

Register By Friday, January 28th Friday, February 25th Friday, March 25th Standard & Onsite

Conference $2195 $2295 $2395 $2495
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