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SHUTTLE SERVICE
There will be a shuttle service provided to and from the Congress venue for delegates staying at the
MINT HOTEL.

MINT = MINT Hotel WGF = Westergasfabriek BVB = Beurs van Berlage

Sunday, 18 September MINT - WGF  15.30 - 19.00 WGF - MINT ~ 20.30 - 21.30
Monday, 19 September MINT - WGF  07.30 - 09.00 WGF - MINT ~ 19.00 - 23.30
Tuesday, 20 September MINT - WGF  07.30 - 09.00 WGF - MINT  17.30 - 19.00
MINT - BVB  19.30 - 20.00 BVB - MINT ~ 00.00 - 01.00
Wednesday, 21 September MINT - WGF  07.30 - 09.00 WGF - MINT  13.30 - 15.00

Buses will leave when full (max. 50 people). Buses will leave approximately every 20 minutes,
depending on traffic and people present for a full bus.

For those staying in other hotels in Amsterdam, the following list of transport options may be of use:

PUBLIC TRANSPORT

Tram 10 - direction Van Hallstraat Taxi Service: TCA +31 (020 777 7777
Bus 21 (Amsterdam Central Station)

Bus 60 (Amsterdam Sloterdijk Station)

Night bus 348 - after 12.00 A.M.

PARKING
Westerpark Parking Garage (€3/hour)Van Bleiswijkstraat 8, 1051 DG Amsterdam. The Westergasfabriek
is a few minutes’ walk from here, on the opposite side of the Haarlemmertrekvaart.

P+R location Sloterdijk Station (€6/day plus free public transport tickets) Piarcoplein 1, 1043 DW Amsterdam.
Bus 60 stops at the Westergasfabriek.
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VISIT THE ESOMAR REGISTRATION DESK IN THE HUB FOR ANY INFORMATION YOU MAY

NEED ABOUT CONGRESS

WORKSHOP REGISTRATION OPENING HOURS: ALL WORKSHOPS HELD AT MINT HOTEL

Sunday, 18 September 08.00 - 09.00

CONGRESS REGISTRATION OPENING HOURS:

Sunday, 18 September 16.00 - 19.00
Monday, 19 September 07.45 -19.00
Tuesday, 20 September 07.45 -18.30
Wednesday, 21 September 07.45-1315

EXHIBITION OPENING HOURS:

Sunday, 18 September 16.00 - 19.00
Monday, 19 September 07.45 -19.00
Tuesday, 20 September 07.45-18.30
Wednesday, 21 September 0745 -13.15

MEMBERS LOUNGE

The members’ lounge offers an exclusive setting for ESOMAR members to relax, access the internet,
enjoy refreshments, network, and take advantage of exclusive members-only benefits.

Access to this lounge is open to current ESOMAR members only. However, members may sign up one

non-member for daily access.

OPENING HOURS:

Monday, 19 September 07.45 -19.00
Tuesday, 20 September 07.45 -18.30
Wednesday, 21 September 0745 -13.15

VISIT THE INTERNET POINTS IN THE HUB

Internet points and WiFi sponsored by IBM

<||I

For more information visit: www.esomar.org
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IMPACT - RESEARCH RELOADED

WELCOME TO AMSTERDAM

On behalf of ESOMAR, | would like to
extend a warm welcome to everyone
attending our 64" annual Congress
and welcome you to the lovely city of
Amsterdam.

In 1948, a group of 29 delegates gathered
together in Amsterdam for what was to
become the first ESOMAR Congress.
Almost 65 years later, we find ourselves
back in the city where it all began; this
time with almost 1000 attendees, but
discussing many of the same issues that
our founding members did - relevance,
encouraging the highest technical and
ethical standards and influencing the
development of business.

The theme of this year’s Congress is
IMPACT - Research Reloaded and it
provides a platform to celebrate market
research and the impact it has on
business and society through the insights
it generates.

Congress will connect the many facets of
our profession - young and experienced

researchers, end —clients, suppliers,
associations and academics. It will
allow for the exchange of best practice
and positive action from the local to the
global level and will, | am sure, allow
for new innovations and ideas that will
impact research and reload us with new
enthusiasm.

A sincere thank you to our programme
committee and speakers for their hard
work, knowledge and commitment to
making this event a success. Additionally,
a thank you must go to our sponsors and
exhibitors for their generous support of
our Congress.

Over the coming days the ESOMAR team
looks forward to engaging with you and
to bringing you knowledge and insight to
help you make an impact in our research
world.

~bde {éma"_-_‘-{

Dieter Korczak
ESOMAR President
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SPECIAL WELCOME

Mayor Eberhard van der Laan
City of Amsterdam

L

Dear ESOMAR Delegates,

It is with great pleasure that | welcome you to
Amsterdam for the ESOMAR Congress 2011 entitled
Impact - Research Reloaded.

Amsterdam has a long and vibrant commercial tradition,
combining many centuries of prosperity with occasional
periods of severe crisis. However, throughout these
times, Amsterdam has always remained a hospitable
city and has in time become internationally renowned
for its freedom of speech, openness and tolerance.
We are very proud that ESOMAR chose Amsterdam
to be its home base so many years ago, and with

over 192 different nationalities and cultures within our
inhabitants, find Amsterdam to be a perfect match to
ESOMAR's global presence.

Amsterdam and the Netherlands have a rich tradition in
observation and translating these observations into art
and artifact. While many of our painters are renowned
throughout the world, it is a lesser-known fact that both
the microscope and the binoculars were also invented
here. In this respect, both your industry and our city
have a lot in common: for if one is not smart or brave
enough to ask precise questions, the future may be
more of a threat than a challenge.

| sincerely hope that this congress will contribute to the
dissemination of new ideas and a broader knowledge of
market research, and that the city of Amsterdam with its
English speaking population, historic architecture, great
museums, wonderful restaurants and warm hospitality
will be a source for your inspiration and pleasure.

Yours faithfully,

Eberhard van der Laan
City of Amsterdam
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PROGRAMME COMMITTEE

ESOMAR would like to thank our Congress 2011 Programme Committee for their
advice, dedication and leadership in selecting and guiding the programme content
for this year's theme - IMPACT Research Reloaded.

Ged Parton

(Committee Chair)

CEO, Global Practices and
Capabilities, Synovate, UK

Sven Arn
Managing Director and Partner
H,T,P, Concept, Germany

Mike Cooke
Director of Global Panel
Management, GfK NOP, UK

Kim Dedeker
Chair of The Americas
Kantar, USA

Suzana Pamplona Miranda
Global Strategic Insight Director
Johnson & Johnson Consumer,
Brazil

Pravin Shekar
Founder, Kreator-in-chief
The Social Catalyst, Krea, India

Tom Wilms

Manager Strategy, Media

& Insights, Royal Grolsch
N.V. an SABMiller Company,
Netherlands
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HIGHLIGHTS

KAIZEN CA 3

| have always been committed to the
Japanese idea of Kaizen. Loosely translated
Kai means change and Zen is ideal state.
The idea is essentially that continuous
incremental improvement drives people,
organisations and businesses forward.
For me it is the ideal to which our industry
should strive; and it is a good short
hand for the body of work reflected in
the annual ESOMAR Congress.

This year the excellent Programme
Committee has reveled in the quality of
submissions. We have papers which add
to the industry knowledge base and those
that stimulate ideas with reference to
related disciplines. And as you'd hope, we
have experimental case studies featuring
neuro techniques, bio response, and
gamification.

The industry desire to keep moving
forward is beautifully illustrated by these
papers. However, these papers are not
empty academic propositions with little
to offer to those looking for practical
guidance. They are all rooted in the real
world. Indeed they are connected by an

underlying theme, namely a demonstration
of impact: our industry’s ability to make
a difference.

The power of the industry to drive decision
making is the motivation for many of us to
be committed to our research and insight
careers. This ability to make a difference
is embraced by our extraordinary group
of keynote speakers from the client side
- Jeff Hunter (General Mills), Joan M.
Lewis (Procter & Gamble), Gilbert Heise
(Volkswagen) and Lorna Walters (Reckitt
Benckiser). And our keynotes, Marc
Lammers, Richard Wiseman and David
McCandless capture the zeitgeist with their
demonstrations of impact through people,
behavioural economics and infographics.

I'm excited by the programme - in all it
will be a vibrant and stimulating event, and
| sincerely hope that you will experience
some development progression in your
knowledge, outlook and understanding!

Ged Parton
Programme Committee Chair
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SOCIAL PROGRAMME

WESTERGASFABRIEK
WELCOME RECEPTION

The Welcome reception for the ESOMAR Congress
2011 will provide an exciting start to what promises

to be an engaging and insightful two and a half days.
Located in the Westergasfabriek - a former gasworks
built in 1883 - the venue has been recognised as an
industrial monument by the city of Amsterdam and is
a popular destination for cultural activities.

Sponsored by SSI

SUNDAY, 18 SEPTEMBER
19.00 - 21.00

BEURS VAN BERLAGE
DINNER PARTY

The Beurs van Berlage, located on the Damrak in the
centre of Amsterdam, was designed by Dutch architect
Hendrik Petrus Berlage - the “Father of Modern Dutch
Architecture.” Constructed between 1896 and 1903,
the building was originally designed as a commodity
exchange. Today, the Beurs van Berlage is often used as
a conference and social event venue, serving as a true
Palazzo Publico with concert halls (home to the Dutch
Philharmonic Orchestra) and space for exhibitions of
architecture and applied arts.

TUESDAY, 20 SEPTEMBER
20.00 - 00.30




THE ESOMAR AWARDS 2011

AWARDING EXCELLENCE!

ESOMAR celebrates excellence in the area of market research with a range of internationally renowned
industry awards which are presented annually at the ESOMAR Congress. Join us this year as we
celebrate the positive impact of research and the value of our profession through its people and their

outstanding contribution.

ESOMAR YOUNG
RESEARCHER OF THE
YEAR AWARD 2011

ESOMAR
REPRESENTATIVES'
AWARDS

ESOMAR EXCELLENCE
AWARD FOR BEST
PAPER 2011

ESOMAR EXCELLENCE
AWARD FOR
STANDARDS OF
PERFORMANCE

ESOMAR RESEARCH
EFFECTIVENESS
AWARD

The ESOMAR Young Researcher of the Year Award recognises the
most outstanding, original and creative research by young researchers
under the age of 30 which addresses today’s most challenging global
issues. The themes for 2011 were: E-Health, Recycling, the Future of
Work. This award is part of the ESOMAR Developing Talent initiative.

ESOMAR is proud to introduce three new awards to be presented
to ESOMAR Representatives who have demonstrated passion,
dedication and an exceptional commitment to ensuring the highest
awareness of the market research industry in their country.

The ESOMAR Excellence Award for Best Paper 2011 is given to the
highest quality paper presented at an ESOMAR event from Congress
2010 to March 2011. The winning paper must demonstrate a concrete
contribution to the industry at large while sustaining ESOMAR best
practices.

The ESOMAR Excellence award for standards of performance

in Market Research (John Downham Award) is presented every
two years and recognises a company or individual who has made
an outstanding contribution to the industry and has stimulated
excellence internationally.

This award highlights best practice in effectiveness from around
the world, placing particular emphasis on how research affects
commercial performance in a measurable way. The prize is awarded
to the company presenting the project that best demonstrates the
payback of the research investment (ROD).



CONGRESS AWARDS 2011

The Congress awards are presented to papers that have been shortlisted by the Programme Committee

for three award categories:

* The Best Case History Award for the paper highlighting the most interesting research application to

assist clients.

* The Best Methodological Paper Award for the most technical and innovative paper that adds value to

the tools available to today’s researchers.

* The Best Paper Overall (The Fernanda Monti Award) recognises the best paper, in any field,

presented at Congress 2011.

The winners of these three Congress awards are shortlisted for the ESOMAR Excellence Award for Best

Paper 2012.

ESOMAR EXCELLENCE AWARD NOMINEES FOR THE

BEST PAPER 2011

CONGRESS 2010

Riding the value shift in market research
Only the paranoid survive
David Bakken, KJT Group, USA

Getting into the real world of the shopper
Using eye tracking in @ multi mode research approach
Ludovic Depoortere & Wim Hamaekers, Rogil
Marketing & Sensory Research, Belgium

Pricing beyond the Homo Oeconomicus
Expensive mistakes and profitable opportunities
in pricing research

Florian Bauer, Vocatus, Germany

ONLINE RESEARCH 2010

Synergising natural and research communities
Towards a perfect synergy between listening

into conversations on ‘natural’ and on ‘research’
communities

Annelies Verhaeghe, Tom De Ruyck & Niels
Schillewaert, InSites Consulting, Belgium, Carel
Vereijken, Danone Research, Netherlands

WM? 2010

A long engagement

Why the debate over engagement metrics misses
the point

Jennifer Taylor, Ehrenberg-Bass Institute, Australia

INNOVATE 2010

Innovation: return to reality

Consumers and designers praise “the real thing".
What about marketeers and research people?
Richard Bordenave, INVIVO - BVA, France

Michel Ten Donkelaar, Kraft Foods, Netherlands

QUALITATIVE 2010

Why some slumdogs feel like millionaires and
some millionaires like slumdogs

The theory of multiple poverty lines

Shobha Prasad, Drshti Strategic Research
Services, India

INSIGHT 2011

Incite to action

Encouraging effective utilisation of shopper
insights in a global context

Stephanie Grootenhuis, Kraft Foods International,
Switzerland

Bernhard Treiber, 4Dshopper, Germany

APAC 2011

The Karmic circle

Helping brick and mortar heritage brands
discover their digital avatars

Prakash Dadlani, Godrej Industries, India
Kalyan Karmakar & Ira Jhangiani, TNS, India
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KEYNOTE SPEAKERS

We are happy to present an outstanding array of keynote speakers. Each of our
speakers will approach the main theme from their personal perspective and will
lead us through the core sessions with their thought - provoking beliefs and ideas.

RICHARD WISEMAN

Chair, in the Public Understanding of Psychology at the University of Hertfordshire

“‘Richard Wiseman is arguably the most interesting experimental
psychologist working today”
Michael Shermer, Columnist - Scientific American.

Prof. Richard Wiseman is based at the University of Hertfordshire and
currently holds Britain’s first Professorship in the Public Understanding
of Psychology. He has gained an international reputation for research
into unusual areas of psychology including luck, deception, and the
science of self-help.

His three books, The Luck Factor, Quirkology, and 59 Seconds, have
all topped the best-seller lists and have been translated into over thirty
languages. He has presented keynote addresses at The Royal Society,
Microsoft, Caltech, and Google. Over 2 million people have taken part
in his mass participation experiments, and his YouTube channel has
received over 11 million views.

He is one of the most frequently quoted psychologists in the British
media, and was recently listed in the Independent on Sunday's top
100 people who make Britain a better place to live.

Professor Wiseman will provide his view of perception and decision
making, focusing on the role of emotion, simplicity and the ‘wow’ factor.
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MARC LAMMERS

Head Coach of the Beijing Olympic Games 2008 Gold Medal-winning Dutch women'’s national field hockey team

“Too often we want to improve our weaknesses, but it might be wiser
to... train our strong sides for 75 percent and our weak sides for 25
percent. Try it and you will notice that everybody is starting to feel
better. That is the point where you start distinguishing yourself from
other people.”

Marc Lammers is an example of a modern-day coach who isn't
afraid to take new approaches to win. He served as the head
coach of the Dutch women's national field hockey team until 2008
and coached the Gold Medal team at the 2008 Beijing Olympics.
As a coach, he prepared ‘his’ ladies’ team for more than 280
international matches.

A rather good hockey player himself, he served as the national coach
of Spain’s hockey team at a relatively young age. During his stay in
Spain he led the Spanish team from 20th to fourth place in the world
ranking list at the 2000 Sydney Olympic Games.

In 2003, under his guidance, the Dutch women's national field hockey
team won the European Championships in Barcelona and finished
second at the 2004 Olympic Games in Athens. Over the next two
years, the Netherlands won the Champions Trophy and the European
Championships, setting the stage for the 2008 Olympic Games. In an
exciting finale, he coached his team to victory in Beijng by defeating
the host China in the finals to win the Gold Medal.

Marc is well-known for his innovations, using a diverse array
of technologies in his modern style of coaching, including video
glasses, analysis software, and heartbeat meters. He even has a
verb named after him: lammering.

“Failing to change means a standstill”

Marc will provide bridges from the sport world to our industry through
examples of successes and failures, self-development, attention to
performance and leadership.

© Roy Beusker
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DAVID MCCANDLESS

A London-based author, data-journalist and information designer

David McCandless works as a data journalist and information designer
across the print, advertising, TV and web spectrums. His design
work has appeared in over forty publications internationally, including
The Guardian, Wired and Die Zeit. His blog and book /nformation Is
Beautiful are dedicated to visualising ideas, issues, knowledge and
data - all with minimal use of text.

David champions the use of infographics and data visualisations to
explore new directions for journalism and design - and to discover
new stories in the sea of data swamping and surrounding us. In an
age of high-speed living and info overload, visualised information
has incredible potential to help us quickly understand, navigate and
find meaning in a complex world.
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KEYNOTE CLIENTS
INTERVIEW

LISTEN TO THE PEOPLE WHO REALLY KNOW

The people who truly understand the value that consumer understanding and insight
work can make to business decision making are the leaders of Insight functions in
the various corporate companies. These leaders are completely aware of the positive
difference that great insight work can deliver to their respective companies.

Gilbert Heise (Volkswagen group), Jeff Hunter (General Mills), Joan M. Lewis (P&G)
and Lorna Walters (Reckitt Benckiser) are blue chip representatives of the client
world. As heads of department for their organisations they are uniquely positioned
to provide a personal perspective on the impact of market research.

In the client keynote session they will share their hard-hitting and important views
on research as a positive force before taking questions from Congress attendees.

Taking their subject as the client view on insight and understanding as a business
decision driver, this will be a keynote session not to be missed.

GILBERT HEISE

Head of Market Research at Volkswagen, Germany

Gilbert Heise has been with Volkswagen since 1996 and is currently
Head of Market Research at Volkswagen, Germany. While at
Volkswagen, Gilbert has served as the head of CRM, Group Customer
Insight and Analysis and Trend Research and Data Analysis. He is
the winner of a German marketing award for brand strategy and has
consulting experience in the areas of online marketing, automotive
marketing and market research for companies such as Mercedes,
Smart and Leica Camera.

He is the author of several books and articles about automotive
marketing and online marketing strategy and was educated at
the University of Géttingen and at the University of Kassel, Univ. of
Maryland.
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JEFF HUNTER

Director, iTECH Consumer Insights at General Mills, USA

Jeffrey Hunter is Director of iTECH, Consumer Insights at General
Mills, Inc. - a consumer package foods company. The iTECH team
mission is to identify, develop and implement strategic research
solutions. Jeffrey Hunter has been with General Mills for twenty-
two years, and has worked on both business unit and corporate
assignments. He holds degrees in Asian languages, marketing
research and quantitative methods from the University of Minnesota.

JOAN M. LEWIS
Global Consumer & Market Knowledge (CMK) Officer at Procter & Gamble (P&G), USA

Joan M. Lewis is the Global Consumer & Market Knowledge (CMK)
Officer at Procter & Gamble (P&G). Joan's organisation makes over five
million consumer contacts in about 100 countries and invests in over
20,000 consumer research studies every year. She's responsible for
overseeing about 1,300 global CMK professionals who are employed
in over 50 countries. Joan joined P&G in 1987 and she has touched
virtually every area of P&G’s global business, including spending
several years in Europe leading P&G's work in several developing
countries. Joan was recognized as one of Ad Age Magazine’s “Top 25
Women to Watch” in 2010.
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LORNA WALTERS

Senior VP Global Director Market Research at Reckitt Benckiser, USA

Lorna Walters joined Reckitt Benckiser as SVP Market Research in
2007. Lorna is responsible for all research covering Reckitt Benckiser
Household, Personal Care, Healthcare and Food brands around the
world. Prior to joining Reckitt Benckiser, Lorna was CEO for Research
International USA. She began her career in market research in the UK
with AGB/Taylor Nelson and BMRB and then moved to the client side,
firstly for Gillette as European Market Research Director and then with
Quaker Oats in Brussels and the USA.
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FULL PROGRAMME

Sunday 18 September
08.00 -09.00 WORKSHOPS REGISTRATION at the Mint Hotel

09.00 -17.00 WORKSHOPS held in parallel

TRANSFERRING AND APPLYING INSIGHTS IMPACTFULLY
QUALITATIVE RESEARCH 3.0: TOWARDS STRATEGIC CONSULTING
SELLING YOUR COMPANY

16.00 -19.00 CONGRESS REGISTRATION in The HUB (Gashouder)
16.00 -19.00 EXHIBITION in The HUB (Gashouder)
19.00 -21.00 WELCOME RECEPTION in The HUB (Gashouder) Sponsored by SSI

Monday 19 September
YACIREY  CONGRESS REGISTRATION in The HUB (Gashouder)
WACIEN  EXHIBITION in The HUB (Gashouder)
_ TRANSFORMATORHUIS

08.30-08.45 Boost Session

08.45-09.20 WELCOME

Ged Parton, Programme Committee Chair

Eberhard van der Laan, Mayor of Amsterdam

Jochum Stienstra, ESOMAR Representative in the Netherlands

PRESIDENT’'S ADDRESS
Dieter Korczak, ESOMAR President

INTRODUCTION TO THE PROGRAMME AND KEYNOTE
Ged Parton, Programme Committee Chair

09.20-10.05 KEYNOTE

Inside the mind: illusions and reality

Richard Wiseman

Chair in the Public Understanding of Psychology, University of Hertfordshire, UK

10.05-10.15 60-second Fast Track
Various companies making 60-second presentations

10.15-10.45
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10.45 -11.40

11.40 -12.40

PARALLEL 1
TRANSFORMATORHUIS

IMPACTFUL BUSINESS
Innovative scenario planning

Session chair:
Ged Parton, Synovate, UK

10.50 A fresh look at our eyes

How innovation scenarios can
harness research insights and further
drive business impact

Germaine Gazano, LVMH Parfums &
Cosmetiques, France

Christophe Rebours, InProcess-Design
Innovation, France

11.10 From a snapshot to a movie
Pushing the boundaries of marketing ROI
Vittorio Raimondi, Foresight Associates,
USA

Ram Krishnamurthy, The Coca-Cola
Company, USA

Patricio Pagani, Infotools, New Zealand

11.30 -11.40 DISCUSSION

IMPACTFUL BUSINESS
Enabling better predictions

Session chair:
Ged Parton, Synovate, UK

11.45 Predicting brand decisions
through emotional engagement
Evaluating creative work: a bioquali
approach (survey research +
neuroscience) required

Cristina Balanzo, TNS, UK

Rafal Ohme, Human Mind & Brain,
Poland

Henk Eising, Heineken International,
Netherland's

12.05 Predictability of movie box
office based on trailer testing

Using neuroscience and bio-sensory
measurements for predictive modeling
Keith Winter and W. Bryan Smith,
EmSense, USA

12.25 -12.40 DISCUSSION

PARALLEL 2
WESTERUNIE

IMPACTFUL RESEARCH
Effective consumer understanding

Session chair:
Tom Wilms, Royal Grolsch N.V.,
a SABMiller Company, Netherlands

10.50 The ‘why’ instead of ‘what’
of consumer behaviour

An evolutionary-based new model
Jan Guus Waldorp and Marie-Anne
Simons, AlMgen Lab, Netherlands
H.B.M. van de Wiel, University of
Groningen, Netherlands

11.10 Reality is cheap

The value of consumer imagination
Nick Gadsby, Lawes Gadsby Semiotics,
UK

11.30 -11.40 DISCUSSION

IMPACTFUL RESEARCH
Harnessing journalism for effective
communication

Session chair:
Tom Wilms, Royal Grolsch N.V.,
a SABMiller Company, Netherlands

11.45 Making insights count

Using journalistic principles to
deliver meaning and impact to eBay's
business

Barbara Langer, eBay, UK

Roger Banks, Incite Marketing
Planning, UK

12.05-12.10 DISCUSSION

INTERACTIVE PRESENTATION

12.10 “As stimulating as black
coffee”

Communications that are hard to
sleep after

Lucy Davison, Keen as a Mustard, UK
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12.40 -14.00

14.00 -17.30

14.00 -14.45

14.45 -15.40

OPEN EXHIBITION IN THE HUB (Gashouder)
TRANSFORMATORHUIS

ONLINE PANEL SAMPLING FORUM

The issue of online panel sample quality has been subject to intense discussion in
recent years. A number of useful initiatives have been created to solve some of the
key issues, but the industry does not have a clear answer to some of the difficult
questions such as respondent authenticity or cross-survey de-duplication that
this area of research has presented. This forum will provide an open discussion
on how the industry can solve the problems around panel sampling and ensure
high quality online research results. A panel of experts will be asked to discuss the
issues and propose directions that can help the various industry initiatives looking

at this area to provide the guidelines that are necessary for continued growth.

Chaired by:

Reg Baker, Market Strategies International, USA

PARALLEL 1
TRANSFORMATORHUIS

EMERGING APPROACHES
Mobile advertising and gamification:
hype or reality?

Session chair:
Mike Cooke, GfK NOP, UK

14.50 Mobile = location = effect
The effect of location of perceived
intrusiveness of mobile ads

Marnix van Gisbergen, De Vos and
Jansen Marketresearch, Netherlands
Khan Vassilis-Javed, NHTV Breda
University, Netherlands

Paul E. Ketelaar, Radboud University
and Katholieke Universiteit, Netherlands
Arief E. Hiihn,, Radboud University,
Netherlands

15.10 Gamification

What it is ... and what it's not

Kyle Findlay and Kirsty Alberts, TNS
Global Brand Equity Centre, South
Africa

15.30 -15.40 DISCUSSION

PARALLEL 2
WESTERUNIE

IMPACTFUL SOCIETY

Identifying attitudes, values and
lifestyles for better fundraising efforts
and brand understanding

Session chair:
Pravin Shekar, The Social Catalyst,
krea, India

14.50 Translating the language of
consumers into global fundraising
efforts

Putting trends to good use

Sotta Long, UNICEF, Switzerland
Nick Chiarelli, lconoculture, UK

15.10 “All humanity is one
undivided and indivisible family”
(Mohandas K. Gandhi)

Emerging markets, emerging cultures,
emerging families: a case study
Catriona Ferris, Unilever, UK

Barbie Clarke, Kids and Youth, UK

15.30 -15.40 DISCUSSION
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15.40 -16.20

16.20 -17.40

17.40 -17.45

17.45 -18.45

18.00-19.30

19.00 -23.00

Break in The HUB (Gashouder)

IMPACTFUL RESEARCH
Appraising surveys and researchers

Session chair:
Kim Dedeker, Kantar, USA

16.25 All fun and games?

Myths and realities of respondent
engagement in online surveys
Theodore Downes-Le Guin, Reg Baker,
Joanne Mechling and Erica Ruyle,
Market Strategies International, USA

16.45 Crowd interpretation

Are participants the researchers of
the future?

Annelies Verhaeghe, Niels Schillewaert
and Joeri van den Bergh, InSites
Consulting, Belgium

Gigi llustre, H.J. Heinz, Netherlands
Peter Claes, Vlaamse Radio-en
Televisieomroep, Belgium

17.05 Too much reality?

The perils of easy access to hearts,
minds and bedrooms

Sangeeta Gupta, Pepsico India
Anjali Puri, TNS APAC, India

17.25 -17.40 DISCUSSION

IMPACTFUL SOCIETY
Enhancing performance through
ethics awareness and customer
empowerment

Session chair:
Pravin Shekar, The Social Catalyst,
krea, India

16.25 “I hadn't really thought about
that!”

The organisational impact of research
ethics: a case study

Agnes Nairn, EM Lyon Business
School, France

Marie-Agnes Beetschen, Unilever, UK

16.45 The Financial Intelligence
FQ-game

A multi-cultural study into financial
literacy and its relationship with
emotional wellbeing

Chris Kersbergen, ING, Netherlands
Jan Kienhuis, Epiphany Research
Based Consultancy, Netherlands

17.05 -17.15 DISCUSSION

ESOMAR Annual General Meeting (AGM) - FOR MEMBERS ONLY

Networking drinks in The HUB (Gashouder)

Fringe Event: researchuncovered.tv
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07.45-18.30

07.45-18.30

08.50 -09.00
09.00-10.40

Tuesday 20 September

CONGRESS REGISTRATION in The HUB (Gashouder)

EXHIBITION in The HUB (Gashouder)

PARALLEL 1
TRANSFORMATORHUIS

Boost Session

IMPACTFUL BUSINESS
Managing innovation, reputation and
ROI with results

Session chair:
Suzana Pamplona Miranda, Johnson &
Johnson Consumer, Brazil

09.05 Design empowered
innovation

How “design thinking” can enrich
marketing and business innovation
David Stocks, Ben Wood and Mark
Whiting, Added Value, France

09.25 Enlightened gardens
Innovation beyond the obvious

Ank van Ophoven, Philips Lighting,
Netherlands

Pamela Pauwels, Philips, Netherlands
Jochum Stienstra, Ferro Explore!,
Netherlands

09.45 Measuring and managing
reputation

Yogesh Chavda, Amway Corporation,
USA

Scott Miller, Synovate, USA

10.05 Believe in better

How a challenging client demanded
ROl on his research. And got it
Danny Russell, British Sky
Broadcasting, UK

Fiona Blades, MESH Planning, UK
Hugh Wilson, Cranfield School of
Management, UK

10.25 -10.40 DISCUSSION

PARALLEL 2
WESTERUNIE

UNCOVERING BEHAVIOURAL
ECONOMICS

Session chair:
Kim Dedeker, Kantar, USA

INTERACTIVE PRESENTATION

09.05 Research in a world of
irrational expectations

How new thinking from behavioural
economics changes the way we look
at and conduct research

Stephen Phillips and Abigail Hill,
Spring Research, UK

THE TALENT CONTEST
ESOMAR Young Researcher of the
Year Award Finals

Session chair:
Gunilla Broadbent, former ESOMAR
President

09.45 Emerging social media
opportunities

Effectiveness of Twitter messaging
for healthcare products

Kim Fass, BuzzBack, USA

10.00 Six people, six lives, one hope
Listening to employees
Preriit K. Souda, TNS Global, India

10.15 Time to board your digital
health express

Using the wisdom of crowds to explore
hotspots of eHealth applications in China
Yan Zhu, BrainJuicer, China

10.30 Q&A

10.35 Award winner presentation
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10.40 -11.20

11.20 -12.20

12.20-12.30

12.30 -14.00
14.00 -18.30

14.00 -15.00

15.00 -15.40

TRANSFORMATORHUIS

KEYNOTE

Failing to change means a standstill

Marc Lammers, Head Coach of the 2008 Olympic Gold Medal
Dutch women'’s national field hockey team, Netherlands

60-second Fast Track

Various companies making 60-second presentations

OPEN EXHIBITION in The HUB (Gashouder)

PARALLEL 1
TRANSFORMATORHUIS

IMPACTFUL BUSINESS
Inspiring journeys into building
knowledge centres and team
synergies

Session chair:
Sven Arn, H,T,P, Concept, Germany

14.05 Research getting a C-suite
seat

Start building (open) knowledge
centers

Philip de Wulf, Psilogy, Belgium
Nord van de Mosselaer,Vodafone
Amsterdam, Netherlands

14.25 Engage, inspire, act

3 step stones towards developing
more impactful products

Tom De Ruyck and Niels Schillewaert,
InSites Consulting, Belgium

Stan Knoops, Gita Coenen and Soraia
Rodrigues, Unilever, Netherlands

14.45 -15.00 DISCUSSION

PARALLEL 2
WESTERUNIE

WHY SHOULD YOU OPEN AN
OFFICE IN...?

Session chair:
Mike Cooke, GfK NOP, UK

Do you plan on expanding your
geographical footprint? Do you need
to be where the market grows? Or do
you simply plan to grow your business
from the virtual walls of your internet
connection?

Discover the answers to these questions
and more at the Pecha Kucha session
on ‘Why should you open an office in...?"

Brazil
John Kearon, BrainJuicer, UK

India
Gayathri Swahar, The Nielsen
Company, India

China
Isabelle Zhu, IPSOS, China

Russia
Elena Koneva, Synovate ComCon,
Russia

Virtual space
Ray Poynter, Vision Critical, UK
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15.40 -16.55

16.55-17.10

PARALLEL 1
TRANSFORMATORHUIS

IMPACTFUL BUSINESS
Achieving ROl through superior
modelling

Session chair:
Suzana Pamplona Miranda, Johnson &
Johnson Consumer, Brazil

15.45 Re-defining marketing
measurement

Impacting the bottom line through
deep understanding of offline and
online interactions

Hilary Perkins, MarketShare, UK
Marcus Missen, NSPCC, UK

16.05 Building profit through
innovation in property development
Matt Elliott, VicUrban Australia

David Laffin, John Marinopoulos,
Strategic Intelligence Group Australia

16.25 From brilliant to actionable

It takes technical brilliance and
constant questioning to achieve the
truly actionable in marketing ROI
Mark Garratt, In4dmation Insights, USA
Rafael Alcaraz, The Hershey Company,
USA

Steve Cohen, In4mation Insights, USA

16.45 -16.55 DISCUSSION

PARALLEL 2
WESTERUNIE

IMPACTFUL RESEARCH
Research appraised: serious issues
and a pinch of fun!

Session chair:
Mike Cooke, GfK NOP, UK

15.45 Market research reloaded

Pieter Paul Verheggen and Wim van
Slooten, MOA, Center for Marketing
Intelligence & Research, Netherlands

16.05 Being strategic, being
accountable

George V. Pappachen, Kantar/WPP,
USA

16.25 -16.35 DISCUSSION

16.35 The Punch & Judy social
media show

How to work within the new ESOMAR
Social Media Guidelines

Graeme Lawrence and Pete Comley,
Join the Dots, UK
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17.10 -18.10

20.00-00.30

TRANSFORMATORHUIS

KEY CLIENTS INTERVIEW

Session chair:
Ged Parton, Synovate, UK

Listen to the people who really know

The people who truly understand the value that consumer understanding and
insight work can make to business decision making are the leaders of Insight
functions in the various corporate companies. These leaders are completely aware
of the positive difference that great insight work can deliver to their respective
companies.

Gilbert Heise (Volkswagen group), Jeff Hunter (General Mills), Joan M. Lewis
(P&G) and Lorna Walters (Reckitt Benckiser) are blue chip representatives

of the client world. As heads of department for their organizations they are
uniquely positioned to provide a personal perspective on the impact of market
research.

In the client keynote session they will share their hard hitting and important views
on research as a positive force before taking questions from Congress attendees.

Taking their subject as the client view on insight and understanding as a business
decision driver this will be a keynote session not to be missed.

Panelists:

Gilbert Heise, Head of Market Research at Volkswagen, Germany

Jeff Hunter, Director, iITECH Consumer Insights at General Mills, USA

Joan M. Lewis, Global Consumer & Market Knowledge Officer at The Procter &
Gamble Company, USA

Lorna Walters, Senior VP Global Director Market Research at Reckitt Benckiser,
USA

ESOMAR Dinner Party at the Beurs van Berlage

During the evening the following ESOMAR awards will be presented:
Representatives’ Excellence Awards

Excellence Award for Best Paper 2011

Excellence Award for Standard of Performance in Market Research -
THE JOHN DOWNHAM AWARD

Transportation details available at the Congress registration desk
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Wednesday 21 September

07.45 -13.45

07.45 -13.45
08.50-09.00
09.00-10.35

10.35-11.15

TRANSFORMATORHUIS

CONGRESS REGISTRATION in The HUB (Gashouder)
EXHIBITION in The HUB (Gashouder)
Boost Session

EMERGING APPROACHES
A festival of new and exciting examples of research with impact (Fast Track)

Session chair:
Sven Arn, H,T,P, Concept, Germany

09.05 Developing second generation mobile research techniques
How mobile research can enhance the enjoyment of media consumption
AdJ Johnson, Ipsos MORI, UK

Rolfe Swinton, Lumi Mobile, UK

09.20 The game experiments

Researching how gaming techniques can be used to improve the quality of
feedback from online research

Jon Puleston, GMI, UK

Deborah Sleep, Engage Research, UK

09.35 Evolving better concepts

How “Survival of the fittest” techniques can be combined with a choice-based
consumer interface to improve the innovation process

Kevin D. Karty and Erin Breland, Affinnova, USA

Michelle Gansle and Gemma Tyson, Mars Food, Netherlands

09.50 What can tobacco addiction teach us about consumer decision
making?

Consumer behavior, hedonic forecast and reward

Alejandro Salgado-Montejo and Enrique Guarin, Feed Back Profile, Colombia
Carlos Velasco and Cristina Blanco, Neurosketch, Colombia

10.05 Behaving economically with the truth

How behavioural economics can help market research to better understand,
identify and predict behaviour

Orlando Wood, Alain Samson and Peter Harrison, BrainJuicer, UK

10.20 DISCUSSION
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11.15-12.15 THE TALENT CONTEST
ESOMAR Research Effectiveness Award finals

Session chair:
Ged Parton, Synovate, UK

11.20 Bringing consumers alive within Unilever R & D

A staged approach for maximal impact

Stan Knoops, Unilever R&D, Belgium

Tom De Ruyck, Anouk Willems, Thomas Troch, Insites Consulting, Belgium

11.35 Building profit through innovation in property development
The confidence to expand into new areas of innovation

Matt Elliott, VicUrban, Australia

David Laffin, John Marinopoulos, Strategic Intelligence Group, Australia

11.50 Simple strategies for effective newspaper advertising
Gain 25% more ROl out of newspaper media advertising

Martin Leeflang, Validators, Netherlands

Erik Grimm, Cebuco, Netherlands

12.05 Q&A

12.10-12.20 PRESENTATION OF THE CONGRESS AWARDS

Chaired by:
Finn Raben, ESOMAR Director General

Presented by:
Dieter Korczak, ESOMAR President

Best case history
Best methodological paper
Best paper overall - the ‘Fernanda Monti Award’

PRESENTATION OF RESEARCH EFFECTIVENESS AWARD

12.20 -13.05 KEYNOTE
David McCandless, London-based author, data-journalist and information
designer, UK

13.05-13.15 CLOSING
Ged Parton, Programme Committee Chair
Dieter Korczak, ESOMAR President
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STUDENT GUIDE

We have a special team of international students, from universities and business
schools, each of them with an interest in marketing and research. The students are
available to guide delegates, facilitate networking opportunities and run messages.
If you're trying to locate a colleague or make a new contact, ask one of the students
for help. They can be recognised by their colourful ‘Student Guide’ t-shirts.

UNIVERSITY STUDENTS NAME

Stockholm School of Economics Jonatan Dahlbeck _"‘ .:
Leon Kozminski University Warsaw Pawel Janiak p
Technical University Ostrava Dagmar Jerabkova

EM-Lyon Business School Karthik Kota

Corvinus University Budapest Peter Nagy

Rotterdam School of Management, Suzanne Nakhla

Erasmus University
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STUDY DIRECTION

MSc in Business and
Economics

Strategic Management and
Marketing

MSc in Marketing and
Business

MSc in Management

MSc in Marketing

MSc in Marketing
Management

LANGUAGES SPOKEN

English, German,
Swedish

English, Spanish, Polish

English, Czech

English, Hindi, Tamil,

Telugu, French

English, Hungarian

English, Dutch

3 WORDS TO BEST
DESCRIBE MARKET
RESEARCH

Creativity, Accuracy,
Diligence

People, Knowledge,
Success

Cool, Creative,
Beneficial

Fundamental, Creative,
Insightful

Insights, Contribution,
Innovation

Insights, Answers,
Relations
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University of Groningen Eduardo Oliveira
Hult International Business School Jacobo Ortiz Hernandez i
University of Zurich Adrian Rauchfleisch g
Luigi Bocconi University of Economic Giovanni Roberto
Studies / Rotterdam School of
Management
University of Tilburg Dessislava Simeonova
Jeleva
L
University of Piraeus Nikolaos Theodoris ﬁ
— T
Berlin School of Economics and Law Dmitriy Vecheruk
University of Amsterdam Olga Yersh

University of Amsterdam Josje Zwinkels
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PhD in Regional and
Urban Development

MSc. in Management

MSc in Communications
Management and
Communications Research

MSc in Marketing
Management / MSc in
Strategic Management

MSc in Marketing
Research

MSc in Business
Administration

MSc in International
Marketing Management

MSc in Communication
Science

MSc in Communication
Science

Portuguese, English,
Spanish

English, Spanish

English, French, German

English, French, Italian

English, German,
Russian, Bulgarian

English, French, Greek

English, German,
Russian

Russian, Belarusian,
English, Polish, Dutch

English, German, Dutch

Observation,
Interpretation,
Connection

Listening, Findings,
Insights

Curious, Future-
oriented, Innovative

Fundamental,
Multi-source,
Multidisciplinary

Diverse, Opportunities,
Meaningful

Interactive, Fascinating,
Amazing

Exciting, Challenging,
Rewarding

Customers, Innovation,
Information

Evidence-based,
Innovation, Success



34 | ESOMAR CONGRESS 2011

SPONSORS AND PARTNERS

We would like to thank our sponsors and all those who have provided their services,
expertise and support to make this year's Congress a success.

Gold Sponsor

ssl
Michel Guidi
The Science of Sampling ‘ Weena 161
3013 CK Rotterdam

Survey Sampling International Netherlands
Phone: +31 (0) 10 850 5300

Fax: +31(0) 10 850 53 01
Bringing together Survey Sampling International and Opinionology,  Email: info.eu@surveysampling.com
SSI (www.surveysampling.com) is the premier global provider of Website: www.surveysampling.com
world-leading sampling, data collection and data analytic solutions for
survey research. SSI reaches respondents in 72 countries via Internet,
telephone, mobile/wireless and mixed access offerings. Value-add
services include questionnaire design consultation, programming and
hosting, data processing and real-time reporting. SSI serves more
than 2,000 clients, including the top 50 research organizations. It has
30 offices serving clients around the world.
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Silver Sponsors

empowering
research
business

nipo
software

NIPO Software is the premier global software partner for the market
research industry. Every day over 15,000 interviewers from all over
the world use a NIPO software product to conduct CATI, CAPI, CAWI,
Switch mode or Pen and Paper interviews. NIPO Software focuses
on making research operations more successful; by increasing
efficiency and by offering tools to create new business opportunities.
That is why over 200 leading market research companies worldwide
rely on NIPO Software to help secure their long-term growth. NIPO
Software’s data collection and data delivery solutions are reliable,
highly adaptable, and efficient, and can be used just as easily locally
as in a complex international setting. NIPO Software has offices in
Amsterdam, Hong Kong and Buenos Aires.

For more information, visit www.niposoftware.com

NIPO Software

Sjoerd Gras

Grote Bickersstraat 74

1013 KS Amsterdam

The Netherlands

Phone: +31 20 5225 989

Fax: +31 20 5225 333

Email: info@niposoftware.com
Website: www.niposoftware.com
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GMI’s (Global Market Insite, Inc.) technology enabled solutions, provide
access to the right people at the right time to deliver the right results,
empowering researchers and marketers worldwide to generate
reliable, consistent and actionable information that enhances their
decision making capability. GMI's global online panels reach millions
of authentic, unique respondents and professional services, including
survey programming, hosting, fielding, data collection and reporting
are available around the clock and around the globe. Founded in
1999 with global headquarters in Bellevue, WA, GMI has operations in
America, Europe and Asia Pacific. For more information, please visit
us online at www.gmi-mr.com or email us at info@gmi-mr.com.

GMI (Global Market Insite, Inc.)
Mr. Dietmar Walter

1 Bedford Avenue

London WCIB 3AU

UKk

Phone: +44 20 7399 7010
Email: info@gmi-mr.com
Website: www.gmi-mr.com

c i t
I n global connections. local insights.

Cint is a global technology company focused on providing innovative
SaaS-based market research solutions. All products are connected
through Cint's exchange platform allowing research buyers and sellers
to come together to form a unique, transparent insight marketplace.

With Cint, you'll reach 6 million respondents in more than 40 countries,
all recruited through 500 different panel owners like publishers, media
outlets, market research agencies and non-profits. Cint is headquartered
in Stockholm, Sweden and has offices in major cities across Europe,
North America and Asia-Pacific.

Cint

Richard Thornton

77 Bastwick Street,

London, EC1V 3PZ

UK

Phone: +44 (0)20 3318 6201
Email: richard.thornton@cint.com
Website: www.cint.com
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Toluna

Toluna is the world's leading online panel and survey technology
provider. We provide online sample and survey technology solutions
to the world's leading market research agencies, media agencies
and corporates, from our 17 offices in Europe, North America and
Asia Pacific.

Unlike other panel providers, Toluna has developed a unique online
community approach to the management of its panels. Through the
use of web 2.0-based technology we created the world's first social
voting community site toluna.com, focusing on maximising panellist
engagement to offer increased survey responsiveness and data
reliability.

Toluna

8 Walpole Court

Ealing Green

London W5 5ED

UKk

Phone: +44 (0) 20 3058 5000
Fax: +44 (0) 20 3058 5005
Email: contact-uk@toluna.com
Website: www.toluna-group.co.uk

s\dvaith

Bridging Opinion Barriers

Advaith is the service provider of data collection solutions to
organizations globally. It consists of 3 specialist companies, they are:

Call Next: Call Next is a data collection company providing
telephonic fieldwork services to leading market research agencies.
Visit us at: www.callnextworld.com

Data Next: Data Next is one of the fastest growing fieldwork
solution providers to companies in India & APAC region. Visit us at:
www.datanextworld.com

Panel Next: Panel Next is the leading service provider of online
sample solutions in India. Visit us at: www.panelnext.com

Advaith Information Services
Mr. Akshay Kanyal

H-171, Sec-63, Noida,

Uttar Pradesh-201301

India

Phone: +9-120-4234037

Phone: +91-9899414662

Email: akshay@advaithinfoserv.com
Website: www.advaithinfoserv.com
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Bronze Sponsors

SK|M expect great answers

SKIM is a dynamic market research agency, located in Rotterdam,
Geneva, London and New York. Combining market-specific expertise
and knowledge of advanced research methodologies, SKIM has
been a sparring partner for multinational companies for over 30
years. We guide our clients around the world in their new product
development, positioning and pricing decisions. Typical SKIM

clients operate in consumer goods, healthcare, consumer health,
telecommunications and financial services. We also serve many
leading international market research agencies with our research
services and software.

SKIM

Margreet Hanemaaijer

Weena 695

3013 AM Rotterdam

The Netherlands

Phone: +3110 282 3535

Fax: +3110 282 3560

Email: m.hanemaaijer@
skimgroup.com

Website: www.skimgroup.com

Proximity Panels unites the best of local online panels.

Proximity Panels combines the consistency of quality and standardized
processes which a single global entity can claim with the leverage of
knowledge on local markets and local habits a local agency can provide.

Proximity Panels: a fast and easy gateway for data collection projects
in more than 40 countries operated by local data collection experts.

Proximity Panels

Ine Dehoperé

Engels Plein 35/0101,

3000 Leuven

Belgium

Phone: +32 16 22 62 14

Fax: +3216 22 62 18

Email: Liesbeth@ivox.be

Website: www.proximitypanels.com
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Opinions Ltd was founded in 1998 with one basic principle: to provide
quality data collection services with personal attention to every aspect
of the research process. Our staff is well versed in every facet of data
collection, whether it's face to face, telephone or our online panel. Our
main objective is to be your strategic partner whenever and wherever
you may need us-- providing consistent, accurate, timely and cost
effective data collection. Our facilities are strategically located to provide
the very best demographic makeup that represents the United States.

Opinions, LTD

Chris Sluder

40 E. Washington St., Chagrin
Falls, OH 44022

United States

Phone: (440) 893-0300

Fax: (440) 893-9333

Email: Chris@opinionsltd.com

Website: www.opinionsitd.com

Official Knowledge Partner

wdarc

With award-winning online services, publishing and conference
divisions, - The World Advertising Research Center is the leading
supplier of information, knowledge, insight and data to the global
marketing, advertising, media and research communities.

For more information, visit www.warc.com

WARC

Colin Rogers

85 Newman Street

London

WIT 3EX

United Kingdom

P:+44 (0) 20 7467 8100
Email: Enquiries@warc.com
Website: www.warc.com
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Sponsor

|IBDO

In co-operation with

MOA

Center for Marketing
Intelligence & Research

Global Media Partner
p&a international

market
research

U.S. Media Partner

QUIRK'S

Marketing Research Review




ESOMAR CONGRESS 2011 | 41

Media Partners

I- esearch &
\Nesults==

DIMM.

Directorio de Investigacion de Mercado y Marketing

Tijdschrift’ voor

Marke ting

Event Partners

O |Focus

ADVANCED EVENT TECHNOLOGY

i
INTERTENT

DEBORRELFABRIEK




ESOMAR CONGRESS NETWORKING SYSTEM
Send messages to attendees using their alias

User: Mike (Msmith)

Send your message to your
preferred CNS access number:
+44 762 4800 162,

User: John (Jdoe)
Ly

+49 157 05 0000 12 or « W Text message
o e g +358 457 355 0043 ! i
To CNS From NS
Message format:
pp <alias> <your message>
ESOMAR CNS forwards the [

message to the right person

Use same format when replying:
pp <alias> <your message>

A *Operator's normal international
—== messaging fees apply
'i' L

WORLD RESEARCH

e =
¥ 1 g
3 o

; B ?5
" CONNEGTED

- Join No

For more information on ESOMAR membership,
visit the Congress information desk or go online at
www.esomar.org/mermbership



ESOMAR CONGRESS 2011 | 43

EXHIBITORS

56

2020 Technology

Steve Henke

2000 Glen Echo Road

Nashville, TN 37215

USA

P: +1.615.777.2020

F: +1.615.324-3786

Email: stevenh@2020research.com
Website: www.2020research.com

20120 Technology, a worldwide leader in Online
Qualitative Research software and services, has
helped our clients conduct 1,000s of projects in
45 countries around the globe. We provide six
software platforms, 24/7 support, free training,
eBooks, webinars and the industry’s largest
project team.

8

3C Etudes

Hichem Guerfali

11, rue de l'Usine. Charguia Il
2035 Tunis Aéroport

Tunisia

P: +216-71-942.001

Email: hg@3cetudes.com
Website: www.3cetudes.com

70

ActiveGroup Ventures, Inc.

David Nelems

3720 DaVinci Ct., Suite 125
Norcross, GA 30092

USA

P: +1 (678) 405-4128

Email: david.nelems@activegroup.net
Website: www.activegroup.net

ActiveGroup's online solutions for market
research are used by clients around the world.
These solutions were developed with one focus
in mind—give researchers the ability to Be
Anywhere, Research Everywhere™. ActiveGroup
has primary offices in Atlanta, London, Beijing,
and Sofia, offers access to more than 1200 focus
group rooms in 45+ countries.

36

Advaith Information Services

Mr. Akshay Kanyal

H-171, Sec-63, Noida

Uttar Pradesh-201301

India

P: +9 120 423 4037 / +91 98 9941 4662
Email: akshay@advaithinfoserv.com
Website: www.advaithinfoserv.com

We are not just any other research data collection
company. As a true partner, we offer a complete
range of data collection services focused on
giving you actionable results through direct
representation, internet and telephone. Advaith
consists of three companies Call Next, Data Next
and Panel Next.
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AIP London Limited

Remi Kumagai

1 Lyric Square

London W6 ONB

UK

P: +44 20 3178 5589

F: +81 3 5464 8051

Email: remi.kumagai@aip-global.com /
aip-sales@aip-global.com
Website: www.aip-global.com

AlP is Asia’s leading experts in online market
research, serving market research companies
worldwide utilizing its quality proprietary online
panels, in-depth local knowledge/insights, and
extensive fieldwork experience. Our active,
rich and diverse panels encompass 12 key Asia
countries.

46

Askia - Software for Surveys
Patrick George

25 rue d'Hauteville, 75010 Paris
France

P: +33 144 836 832

Email: ask@askia.com

Website: www.askia.com

Complementing the range of tools for questionnaire
design, data collection and statistical analysis, the
Askia team is made up of geeks, researchers,
product testers, statisticians, fanatical client
support specialists, usability experts, quantitative
research enthusiasts and some lovable sales guys.

43

Azure Knowledge Corporation

Jay Ruparel

AZURE House, Nr. Gujarat College, Ellisbridge,
Ahmedabad - 380006

India

P: +91 79 6630 9070

F: +9179 6630 8181

Email: contact@azureknowledge.com

Website: www.azureknowledge.com

Azure with 3500 employees across India, China,
Kenya & USA, is a full service market research
firm covering more than 75 countries in 15
international languages. Azure is a preferred
partner to 7 of the top 10 global MR companies
& specializes in executing & managing global
market research studies.

20

www.BlogBorg.net

Mr. Leslie Abell

Emmalaan 33

3581 HP Utrecht

The Netherlands

P: 0031 30 254 7890
Email: Leslie@3view.eu
Website: www.BlogBorg.net

www.BlogBorg.net is an intelligent Social Media
monitoring and Web Care system that actively
monitors blogs, social media and other sources on
the Web. Emphasizing on finding and interpreting
(positive / negative) relevant content. White-label
branding is offered for research firms to adopt
the tool.
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C&C Market Research

Craig Cunningham

1200 South Waldron Rd. #138

Fort Smith, AR 72903

USA

P: 479-785-5637

F: 479-785-5645

Email: craig@ccmarketresearch.com
Website: www.ccmarketresearch.com

C&C data collection facilities provide a large
array of services, including mall intercepts, pre-
recruits, focus groups, sensory tests, Hispanic
interviews, mystery shops, programming and
much more. Please stop by our booth or contact
us at www.ccmarketresearch.com for more
information.

14

Calls & More

Ronald van Eck

Gooimeer 3-00

The Netherlands

P: +31-85-2010000

Email: info@callsandmore.nl
Website: www.callsandmore.nl

Calls&More is a dedicated fieldwork+ company
focused on CATI&CAPI and performing both
consumer and business to business surveys.
We have profound experience in handling small
and large surveys (n=1000+). Our clients are
mostly international market research companies
and governmental institutions.

78

CfMC Research Software
Ed Bayley

180 Piccadilly

London, W1J 9HF

UK

P: +44 (0)207 917 9505
Email: ebayley@cfmc.com
Website: www.cfmc.com

CfMC brings you the latest in data collection
software, including: device-independent surveys,
efficient predictive/power dialing and Navigator, the
all-in-one research management tool for CATI and
Web surveys. Our bureau offers Web & CATI survey
programming, hosting, tabulations and reporting.

25

Cido Research

Sebastian Lohmann

Hansestrasse 69

48165 Muenster

Germany

P: +49 251 20800114

F: +49 251 208007114

Email: Sebastian.lohmann@cidoresearch.com
Website: www.cidoresearch.com

Cido is your global independent partner for
qualitative/quantitative field services. Our facilities
in the US, Canada, Costa Rica, Germany, Hong
Kong, China and India deliver complex projects
smoothly and on time. Large or small, local or
global. Cido Research - We help you understand
the world.
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Cint

Richard Thornton

77 Bastwick Street

London

ECIV 3PZ

UK

P: +44 (0)20 3318 6201

Email: richard.thornton@cint.com
Website: www.cint.com

Cint is a global technology company focused on
providing innovative SaaS-based market research
solutions. All products are connected through
Cint's exchange platform allowing research buyers
and sellers come together to form a transparent
insight marketplace reaching 6 million consumers
worldwide.

13

Civicom, Inc.

Rebecca West

P.O. Box 4689, Greenwich,

CT 06830

USA

P:+1 203 618 1811

F: +1 914 934 5980

Email: rwest@civi.com / amor@civi.com
Website: www.civi.com/marketingresearch

Civicom is a leader in serving the global
marketing research community with advanced
virtual communications solutions, with a strong
industry presence in facilitating virtual IDIs, focus
groups, online forums, mobile phone and video
research technologies. Learn more: www.civi.
com/marketingresearch.

40

Confirmit

Amy Hess

24 Martin Lane

London EC4R ODR

UK

P: +44 (0) 207 648 8560

F: +44 (0) 207 648 8570
Email: info@confirmit.com
Website: www.confirmit.com

Confirmit is the world’s leading SaaS vendor for
Customer Feedback, Employee Feedback, and
Market Research applications. Confirmit targets
Global 5000 companies and Market Research
agencies worldwide with a wide range of
software products for feedback / data collection,
panel management, data processing, analysis,
and reporting.

47

CRG Global, Inc.

Paul Cunningham

3 Signal Avenue, Ormond Beach, FL 32174
USA

P: +1-386-677-5644

F: 386-677-5534

Email: crgsales@crgglobalinc.com

Website: www.crgglobalinc.com

CRG Global, Inc. is a vertically integrated marketing
research company with unparalleled access to
consumers via our data collection facilities in 28 US
markets and our online panel, that synergize with
our superior research design & testing expertise,
advanced research technologies and our team of
Sensory and Consumer Research professionals.
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Cross-Tab Marketing Services Pvt. Ltd.
Vekas Karwal

Unit No. 201 B, 2™ Floor, Silver Metropolis
Goregaon (East),

Mumbai - 400 063

India

P: +91-22-4068 2822

F: +91-22-4068 2899

Email: sales@cross-tab.com

Website: www.cross-tab.com

Cross-Tab is a global market research outsourcing
organization providing full range of market research
and data analytics solutions to international clients.
From managing end-to-end research operations, to
market research process outsourcing, secondary
research, and paneling services, Cross-Tab is
committed to delivering world-class market
research services with offshore economies.

6

Crowdtech

Rijnsburgstraat 9

Amsterdam

The Netherlands

P:+3120 412 0812

F: +31 20 618 7477

Email: info@crowdtech.com
Website: www.crowdtech.com

Crowdtech is a fast growing technology company
offering superior online research and information
technology at a affordable price. Crowdtech
specialises in online panelcommunity and feedback
technology.

52

DESAN Research Solutions
Karin Rutten

Raadhuisstraat 46

1016DG Amsterdam

The Netherlands

P:+3120 620 1589

F: +3120 638 7299

Email: informatie@desan.nl
Website: www.desan.nl

DESAN Research Solutions is celebrating its 25"
anniversary this year. DESAN is the specialist in
collecting, processing and reporting survey data
for opinion and market research. DESAN carries
out paper, online (CAW)), telephone (CATD), face-
to-face (CAPI) and mixed mode fieldwork in the
Netherlands.

65

EFG Worldwide

Cecile Plunian

liris Sacchet

89, Avenue Aristide Briand
92120 Montrouge

France

P:+ 3314673 3186

F:+ 3314673 3160

Email: cecile.plunian@efgworldwide.com /
iiris.sacchet@efgworldwide.com
Website: www.efgworldwide.com

EFG Worldwide, subsidiary of the Paris based
MV2Group, is totally dedicated in providing
qualitative and quantitative fieldwork worldwide.
International leader in fieldwork providing,

EFG Worldwide is positioned as a one-stop
shop to meet the requests of market research
companies, offering a world-wide coordination
and production of quality fieldwork.



48 | ESOMAR CONGRESS 2011

EXHIBITORS

9

EnjoySurvey

Sergey Nekrasov

Online Market Research Technologies, Ltd.,
Suite 2

23-24 Great James Street

London, WCIN 3ES

UK

Email: sn@enjoysurvey.com

Website: www.enjoysurvey.com

EnjoySurvey provides ready-to-use interactive
market research solutions (SaaS). Design and
conduct your own interactive surveys (including
click-tests, video/audio tests, virtual shopping,
drag&drops, sliders etc.) as fast and easy as plain
html by using script uploader or user interface.

68

E-Tabs

Sam Reid

Unit 2, The Technology Park
Colindeep Lane

Colindale

NW9 6BX

London

UK

P: +44 (0)20 8205 4665
F: +44 (0)20 8205 7375
Email: s.reid@e-tabs.com
Website: www.e-tabs.com

Used by top research companies worldwide,
E-Tabs solutions include the award winning
‘Enterprise’ for fully automated PowerPoint, Word
and Excel reports, the revolutionary automated
table-checker ‘Verify', dynamic online ‘Dashboards’
designed for market research needs and our
experienced ‘Bureau’ service.

80

Expert Research

Demian Piva

Rua General Socrates, 216 / 129
Brazil

P: +55112225 1838

F:+5511 23731838

Email: demian@expertresearch.com.br
Website: www.expertresearch.com.br

We are an expert company that offers quantitative
and qualitative marketing research business.

Our range includes ad hoc projects designed to
work in the context of our client’s business needs
across multiple sectors. We focus in constructive
partnership, quality for client, team and respondents.

51

F+T Group

Marianne Krtiger

Stiihmeyerstrafie 16

Germany

P: +49 (0)234 507 4203

F: +49 (0)234 507 4101

Email: krueger.marianne@ft-group.de
Website: www.ft-group.de

The Trademark F+T Group represents Foerster &
Thelen and its subsidiary companies. We conduct
and coordinate the full range of data collection
services worldwide. Dedicated international
management, 4000 interviewers, located across
2 continents. We provide commitment and deliver
high quality data.



ESOMAR CONGRESS 2011 | 49

23

Factum Group

Jan Herzmann

Office park Nové Butovice / A
Bucharova 1281/2

158 00 Praha 5

Czech Republic

P: +42 07 3140 3699

F: +42 02 33111002

Email: jan.herzmann@factum-group.com
Website: www.factum-group.com

Factum Group offers full service market and opinion
research for both national and multi-country studies
in Central and Eastern Europe. It is a joint venture
of local research agencies from different European
countries with headquarters in Prague. Based on

best partners’ practices and their research solutions,

Factum Group covers many key research sectors.
Factum Group delivers complex and innovative
service to highly demanding research users who
look for expertise in the challenges and variety of
the fast developing CEE region.

72

G3 Translate/Gazelle Global
John Labati

116 East 27th Street

New York

NY 10016

USA

P: +1212 889 5077

F:+1 212 686 5114

Email: info@g3translate.com/
info@gazelleglobal.com
Website: www.g3translate.com/
www.gazelleglobal.com

Gazelle Global Research Services helps companies
execute domestic/international data collection, data
processing and in-language coding; G3 Translate
offers translation solutions in 100 languages
including translation of surveys and focus group
materials, as well as back translation of verbatims.

37

Global Market Research
Patricia Brown

29 Rayleigh Road
London, SW19 3RE

UK

P: +44 (0) 208 543 7898
F: +44 (0) 208 543 7898
Email: info@agmr,com
Website: www.agmr.com

Finding the right international research partner
with the technical and cultural expertise you need
is not simple. While ‘networks” abound, ensuring
comparable high quality is a major factor in

the choice of partner. Global Market Research
(AGMR) formed in 1986 provides precisely this
high level of personal service and experience.

42/49

GMI

Dietmar Walter

1 Bedford Avenue

London WCIB 3AU

UK

P:+44 20 7399 7010
Email: info@gmi-mr.com
Whbsite: www.gmi-mr.com

GMI's (Global Market Insite, Inc.) technology enabled
solutions, provide access to the right people at the
right time to deliver the right results, empowering
researchers and marketers worldwide to generate
reliable, consistent and actionable information that
enhances their decision making capability. GMI's
global online panels reach millions of authentic,
unique respondents and professional services,
including survey programming, hosting, fielding,
data collection and reporting are available around
the clock and around the globe. Founded in 1999
with global headquarters in Bellevue, WA, GMI has
operations in America, Europe and Asia Pacific.
For more information, please visit us online at
www.gmi-mr.com or email us at info@gmi-mr.com.



50 | ESOMAR CONGRESS 2011

EXHIBITORS

32

GMO Japan Market Intelligence
Nicholas Antram

26-1 Sakuragaoka-cho
Shibuya-ku

Tokyo,150-8512

Japan

P: +81 3 5456 3244

F: +81 3 5459 5564

Email: nicholas.antram@gmo-jmi.jp
Website: www.gmo-jmi.jp

GMO Japan Market Intelligence K.K. (GMO-JMD) is
an expert fieldwork provider in Asia, providing both
qualitative and quantitative solutions. We understand
that there is not one solution to all market research
needs. Our company has rich experience in the
region. The services we provide will help you make
the intelligent decisions needed in Asia.

33

Intellex Dynamic Reporting
Jeroen Rietberg

Televisieweg 2

1322 AC

Almere

The Netherlands

P: +31(0)33 467 8980

Email: j.rietberg@intellexweb.com
Website: www.intellexweb.com

Intellex specializes in analysis and reporting
software that removes unnecessary complexity
and time consuming manual effort from your
work process. With a proven capacity to reduce
time spent on production, our software increases
productivity and leaves you time to focus on
value added services.

4

Issues & Answers Network Inc.
Peter McGuinness

5151 Bonney Road, Suite 100
Virginia Beach VA 23462-4384
USA

P: +1(757) 456 1100 x 1548
F:+1(757) 456 0377

Email: peterm@issans.com
Website: www.issans.com

Issues & Answers Network:

* 5 U.S.-Based CATI Centers

* Cell Inclusive Sampling for Optimum Precision

* Web Studies

* Unique Qualitative & Quantitative Methodologies

* 5 On-Staff Moderators

* Reliable, Cost-Efficient Research Partner in the
U.S., Canada and Worldwide

27

IVD

Pepijn van der Krogt, Fernando Muniz Simas
Andres Bello 2777 of.2403

Santiago - Chile

Chile

P: +5 6 2594 7853

Email: pvdkrogt@ivdeurope.com,
fmuniz@dilbrands.com

Website: www.ivdshopper.com

IVD is an immersive, portable, shopper research
tool based on virtual reality environments and
eye-tracking, that evaluates the shopper and all its
shopping variables. IVD is dedicated to generating
eye-opening shopper behavior insights from
innovative market research tools. IVD captures data
directly from shopper behaviour in any decision-
making situation.
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John Wiley & Sons Ltd
Nick Mannion

The Atrium

Southern Gate

Chichester

West Sussex

UK PO19 85Q

UK

P: 01243 770598

F: N/A

Email: nmannion@wiley.com
Website: www.wiley.com/business

Wiley publishes print and electronic products
specializing in all areas of marketing and sales.
We pride ourselves in publishing the latest
thinking and case studies in Market Research.
This year we will have a wide selection of books
on our stand including the hot off the press title,
The Handbook of Market Intelligence

64

Kinesis Survey Technologies
Jill Hughes

8303 Mopac #228B Austin

TX 78759

USA

P: +1 512 372 3980

F:+1512 857 0918

Email: jill@kinesissurvey.com
Website: www.kinesissurvey.com

Kinesis Survey Technologies, LLC is the industry
leader for future-proof market research solutions.
Offering powerful and cutting-edge survey software
and panel management software, Kinesis is
committed to advancing innovation in both web
and mobile research.

112

Knowledge Navigators

Martijn Schuijff

Nootweg 76

The Netherlands

P:+31(0)35 58 28 750

F: +31(0)35 58 26 787

Email: info@knowledge-navigators.com
Website: www.knowledge-navigators.com

Knowledge Navigators offers state of the art software
solutions for the research branche. We provide
our products from selected innovative partners
to customers worldwide. As an international
independent company our objective is to offer our
customers process efficiency and cost reduction.

17

Language Connect

Ben Taylor

2 Newham's Row

London

SE13UZ

UK

P: +44 845 094 5660

F: +44 870 787 7560

Email: info@languageconnect.net
Website: www.languageconnect.net

A global language partner to market research
companies. We provide integrated language support
for all aspects of quant and qual research in 150
languages including translation, in-language coding,
transcription and interpreting. 24-hour customer
service; fast project turnaround times. Offices in
UK, Germany and Australia.



52 | ESOMAR CONGRESS 2011

EXHIBITORS

77

MarketSight LLC

Bill Copeland

2 Canal Park

USA

P: +1 617 582 3800

F: +1 617 812 2560

Email: info@marketsight.com
Website: www.marketsight.com

MarketSight is a leading software provider for
market researchers. The MarketSight® application
is a web-based data analysis platform for building
cross-tabs, running statistical tests, creating
PowerPoint charts, and sharing results in a secure,
interactive environment.

34

MARSC Limited

Nicky Forsyth

7 Jayes Park Courtyard
Ockley, Dorking

Surrey RH5 5RR

UK

P: +44 (0)1306 621 062
F: +44 (0)1306 621 701
Email: sales@marsc.com
Website: www.marsc.com

MARSC provides software for online research.
Its sampling and panel management system,
MARSC.net, is available hosted or installed and
integrates with any survey software, making it
the ideal solution to create and manage your own
online panels. New features in development, visit
us on stand no.34 to find out more.

47

MI Pro

Paul Sesseng
Grenaaveien 1

N-1440 Drobak

Norway

P: +47 64907575
F:+47 64 907576
Email: info@mipro.net
Website: www.mipro.net

MI Pro Research Studio:
Animated surveys without specialist
programming!

1. Design a “normal” questionnaire

2. Select animation method from library - just
one click

3. Preview animated study in browser

That's all!
No double work - No extra programming - No
need for Flash

Visit our stand for a quick demo

18

Mktg, Inc.

Elaine Trimarchi

200 Carleton Avenue

East Islip

NY 11730

US.A

P: 631-277-7000

F: 631-277-7601

Email: Elaine@mktginc.com
Website: www.mktginc.com

Mktg, Inc., has always had a reputation for
quality data collection. We provide state of the art
programming/hosting & telephone interviewing
as well as unigue online sample quality
measurements and standards. With Real ID and
the Grand Mean Standard, we give researchers a
stable sampling frame.
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MOA Center for Information Based Decision
Making & Marketing Research

Anne Brenninkmeijer

Arlandaweg 92 - AMSTERDAM

The Netherlands

P: +31 (0)20 5810 710

F: +31(0)20 475 0285

Email: annebrenninkmeijer@moaweb.nl
Website: www.moaweb.nl

Quiality is not a lucky strike! 33 Dutch Research
Agencies aim for top quality. Who are we? The
Dutch Hallmark Group. The Research Hallmark
Group stands for quality-consciousness in research
and the exchange of expertise. The RKG generates
greater awareness of the new I1SO-Hallmark, as an
aid to recognizing quality.

79

Mobiel Centre Marktonderzoek
Ada Bakker - van Beusekom
Markerkant 1401

1314 AP Almere

The Netherlands

P: +31 36 531 4604

F: +31 36 531 2543

Email: ada.bakker@mobielcentre.nl
Website: www.mobielcentre.nl

Mobiel Centre Market Research is the leading,
independent fieldwork specialist of the Netherlands.
Its proven Fieldwork+ formula combines 25 years
of experience and state-of-the-art methods. From
paper based to unique online & offline hybrid data
collection with tablets and smart phones.

61/62

Nebu

Eric van Velzen

Assum 16a

1911 ML Uitgeest,

The Netherlands

P:+31 251 311 413

F: +31 251 316 100

Email: eric.van.velzen@nebu.com
Website: www.nebu.com

Nebu are a leading global supplier of web based data
collection and panel management software. Dub
InterViewer is a multi/mixed mode data collection
system that allows cati, capi and wapi research from
one centralised platform. Dub Knowledge is our
highly extensive panel management system, including
all your requirements for panel management.

59

NETQUEST

Joaquim Bretcha

Building Nexus |

Gran Capitan 2-4, 4th floor
08034 Barcelona

Spain

P: (+34) 93 205 0063

F: (+34) 93 280 07 50

Email: quotations.int@netquest.com
Website: www.netquestpanels.com

Netquest is one of the leading providers of online
panels in all countries of Latin America, Spain and
Portugal. Our panels are recruited “by invitation
only” to ensure representative sampling and
reliable information and managed locally to give
us a deeper understanding of the local markets.
Our international team is based in our offices in
Barcelona and Mexico DF.
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NIPO Software

Sjoerd Gras

Grote Bickersstraat 74

1013 KS Amsterdam

The Netherlands

P: +31 20 5225 989

F:+3120 5225 333

Email: info@niposoftware.com
Website: www.niposoftware.com

NIPO Software is the premier global software
partner for the market research industry. Every
day over 15,000 interviewers from all over the
world use a NIPO software product to conduct
CATI, CAPI, CAWI, Switch mode or Pen and Paper
interviews. NIPO Software focuses on making
research operations more successful. That is why
over 200 leading research companies worldwide
rely on NIPO Software to help secure their long-
term growth.

16

Online Market Intelligence (OMI)
Dr. Alexander Shashkin

Lesnaya 43, Suite 702

127055 Moscow

Russian Federation

P: +7 499 978 5197

F: +7 499 978 5139

Email: rfp@omirussia.ru

Website: www.omirussia.ru/en/

Online Market Intelligence (OMI) is a LOCAL
provider of high quality online fieldwork in Russia,
Ukraine, Belarus, Kazakhstan, and the Baltic
States. With OMI online panels you can access
over 500k+ consumers, 150k+ Patients, 20k+ IT
Professionals, and 10k+ Physicians.

50

Opinions, LTD

Chris Sluder

40 E. Washington St.

Chagrin Falls

OH 44022

USA

P: (440) 893-0300

F: (440) 893-9333

Email: Chris@opinionsltd.com
Website: www.opinionsltd.com

Opinions Ltd. partners with you for all of your
research needs in the US! From qualitative

to quantitative; local, regional or national,
Opinions, Ltd. has the know-how to make your
project come out on top. Specializing in varied
methodologies, our staff backs its service with
years of experience.

67

panelbase.com

Angus Webb

The Mill, Hexham Business Park, Burn Lane
Hexham

NE46 3RU

UK

P: +44 14 3461 1164

Email: rfg@panelbase.com

Website: www.panelbase.com

Panelbase is an online research panel with
170,000+ highly engaged UK adults (aged 16+)
giving opinions on a range of products, services
& topical issues. Panelbase has also developed
a kids panel (children aged 6-15) comprising
30,000+ members and can offer access to over
1.5m panellists worldwide.
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Proximity Panels

Ine Dehoperé

Engels Plein 35/0101,

3000 Leuven

Belgium

P: +32 1622 6214

F:+32 1622 6218

Email: Liesbeth@ivox.be

Website: www.proximitypanels.com

Proximity Panels unites the best of local online
panels.

Proximity Panels combines the consistency of
quality and standardized processes which a
single global entity can claim with the leverage
of knowledge on local markets and local habits a
local agency can provide.

Proximity Panels: a fast and easy gateway for
data collection projects in more than 40 countries
operated by local data collection experts.

26

Qualtrics

Chris Adams

2250 N. University Pkwy STE 48-C
PROVO

UT 84604

USA

P: +1 801 374 6682

F: +1 866 562 9828

Email: chrisa@qualtrics.com
Website: www.qualtrics.com

Qualtrics is a leading provider of survey software
and enterprise feedback management solutions.
Qualtrics serves over 250,000 users in every
industry and expertise. Qualtrics has become the
tool of choice for research experts because of its
intuitive interface and sophisticated features.

71

Quick Test/Heakin

Iris Blaine

1061 East Indiantown Road, Suite 300 Jupiter
Florida 33477

USA

P: +1 800 5231288 / +1 748 0931

F: +1 561 748 3601

Email: info@quicktest.com

Website: www.QuickTest.com

Quick Test/Heakin has been providing services for
almost 50 by utilizing our owned-and-operated
quantitative and qualitative data collection facilities.
Featuring ‘3Q Research Solutions’ offering
economic, powerful & valuable essential research
services, solutions and data collection to support,
enhance and complete your study. REAL PEOPLE.
REAL RESULTS. ww.QuickTest.com

44

Research Now

Adam Camm

Elizabeth House

39 York Road

London

SET7NQ

UK

P: + 44 (0)207 921 2400

F: + 44 (0)20 7921 2401

Email: infoUK@researchnow.com
Website: www.researchnow.com

Research Now is a leading global online sampling
and data collection company providing access to
millions of quality respondents across the globe.
Our consumer, B2B and Social Media panels give
you access the minds of consumers, professionals
and hard-to-reach audiences.
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Research Panel Asia USA, Inc.

Rie Nagai

1500 Rosecrans Ave. Suite 500 - 63
Manhattan Beach

CA 90266

USA

P: +1 818-851-1260

Email: rie_nagai@researchpanelasia.com
Website: www.researchpanelasia.com/

Research Panel Asia (RPA) is a leading provider
of Asian online research panels with proprietary
coverage in China, Japan, and South Korea. With
its 24-hour operation center and highly profiled
panelists, RPA delivers quick and accurate online
data collection service.

75

Rosetta Studio

Dave Homer

171 Main St. S.

Suite 5, Newmarket

Ontario L3Y 39

Canada

P: + 905 868 8742

Email: dave@atpcan.com
Website: www.rosetta-intl.com

Rosetta Studio software automates the process
of creating market research presentations from
tabular data. Drop by our booth to see the latest
version of our software and learn how it can save
you time, and increase quality and profitability.

66/73

SKIM

Margreet Hanemaaijer

Weena 695

3013 AM Rotterdam

The Netherlands

P: +3110 282 3535

F: +3110 282 3560

Email: m.hanemaaijer@skimgroup.com
Website: www.skimgroup.com

Combining market-specific expertise and knowledge
of advanced methodologies, SKIM has been a
sparring partner for multinational companies in
product development, positioning and pricing
decisions for over 30 years. We also serve many
leading research agencies with our research
services and software.

76

Sky Consulting

Yves Keromnes

48 Rue Lafayette

Paris

France

P: +33 14526 0326

F:+33 14246 1405

Email: yveskeromnes@skyconsulting.fr
Website: www.skyconsulting.fr

Sky Consulting is a fast-growing French Market
Research agency specialized in fieldwork.

Our international team brings unique insight and
understanding from their own cultural backgrounds.

Sky Consulting is your one stop for qual and
quant project management across France and
internationally.
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SSi

Michel Guidi

Weena 161

3013 CK Rotterdam

The Netherlands

P: +3110 850 53 00

F:+3110 850 53 01

Email: info.eu@surveysampling.com
Website: www.surveysampling.com

SSlis the premier global provider of sampling
solutions, reaching respondents in 72 countries
via Internet, telephone and mobile. Client services
include questionnaire design, programming and
hosting, and data processing. SSI serves over 2,000
clients worldwide, including the top 50 research
organizations.

69

Stratégir Group

Luc Milbergue - CEO

5 rue Foy

France

P:+ 335 5600 8989

F: +33 5 5600 8988

Email: Imilbergue@strategir.com
Website: www.strategir.com

Do you need expertise in market and consumers?

Stratégir is an independent research group
specialised in FMCG & Retail. Based in Europe and
China, we operate at an international level. Our
USP is to integrate the 2 moments of truth, being
as close as possible to real consumer and shopper
environment.

30

SurveyEveryone (a division of Quickrewards)
Dmitry Beker

2728 Arkansas Drive

USA

P +1 347 462 2558

F: +1 914 437 8098

Email: Dmitry@QuickRewardsinc.com

Website: Quickrewardsinc.com

SurveyEveryone (a division of QuickRewards) is
a global research company with offices in USA
and Latvia. We own panels in Russia, Ukraine, UK
& US. With over 1,000,000 double opted, profiled
members, we can help you with any project at a
competitive price with no setup fees or project
minimums.

53

SurveyWriter

Joe Williams

3717 N Ravenswood Suite 236 Chicago, lllinois
60630

USA

P: +1 773 281 8490

F:+1773 281 8495

Email: jgw@surveywriter.com

Website: www.surveywriter.com

SurveyWriter introduces Splash Surveys, a
SurveyWriter company! Splash Surveys allows
you to create short, powerful surveys optimized
for smart mobile devices and distributed via
email, SMS, and Twitter.

SurveyWriter is an ASP, supplying research
organizations the tools to collect, manage,
analyze and report data.
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Sytel Limited

Ken Brompton

1 Cromwell Court

New St, Aylesbury, HP20 2PB
UK

P: +44 1296 381200

Email: kenb@sytelco.com
Website: www.sytelco.com

Sytel is a world leading developer and supplier of
auto dialers for market research, with many years
experience integrating with CATI software, such as
IBM SPSS, CfMC, Nipo, Nebu, etc. Reach the world
at local call rates, with one central Sytel dialer
driving your campaigns across the globe.

60

Tobii Technology AB

Tobii Technology AB, Box 743,
182 17 Danderyd, Sweden
Sweden

P: +46 (0) 8663 6990

F: +46 (0) 830 1400

Email: sales@tobii.com
Website: www.tobii.com

Tobii Technology is the world's leading vendor of
eye tracking, a technology that makes it possible

to measure consumer behavior. Our products and
services are used in research for pre-testing and
analysis of package design, print advertising, online
and other visual advertising, as well as for studying
real world retail environments. www.tobii.com

21

Tochka Rosta

Roman Shalimov

127220, 1 Kvesisskaya str.
18, trade center bld

Moscow

Russia

P: +7 499 7593320

F: +7 499 7593320

Email: office@tochkarosta.ru
Website: www.tochkarosta.ru

Tochka Rosta is a market research and consumer
testing company from Russia.

Our locations:

* Moscow (Center),

* Sankt-Petersburg (North-Western),
* Rostov-na-Donu (South)

Our services:

* Consumer testing and sensory research

» URA studies

« Customer Satisfaction Studies (web CAT!'s and
CAPI's)

* Advertising Testing

+ B2B Research / Interviews with experts

* Research for the whole Russian market and
also in all of the CIS-Countries
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Toluna

8 Walpole Court

Ealing Green

London W5 5ED

UK

P: +44 (0) 20 3058 5000

F: +44 (0) 20 3058 5005

Email: contact-uk@toluna.com
Website: www.toluna-group.co.uk

Toluna is a leading online research panel and
survey technology provider to the market
research industry. Unlike other panel providers,
Toluna has developed a unique online research
community of 4 million panellists in over 34
countries. Using our online community, research
and marketing professionals can target niche
segments and hard to reach audiences.

24

Transatlantic Translations

Peter Brabazon

35 New Broad Street, London,

EC2M INH

UK

P: 00 44 845 0559754

F: 00 44 207 927 3132

Email: pb@transatlantictranslations.co.uk
Website: www.transatlantictranslations.com

Transatlantic Translations, one of the world’s
leading MR translation providers, offer prospective
customers a number of benefits including 24
hours service, global office locations, no minimum
charges, professional proof reading as standard.
Meet us to see what we can do for you on Stand 24

3

Triggerpoint

Marcel Slavenburg

Weena 723

3013 AM Rotterdam

The Netherlands

P: +3110 282 3510

F: +3110 282 3560

Email: info@triggerpointholland.com
Website: www.triggerpointholland.com

Triggerpoint is a brand new research facility
in Rotterdam, the Netherlands, dedicated to
conducting qualitative research. The facility,
conveniently located next to the main railway
station, consists of two separate suites and a
pleasant reception area - offering all technical
equipment you need.

15

University of Georgia/MRII

Pamela Bracken

1197 S Lumpkin Street Suite

125 Athens

Georgia 30602-3603

USA

P: +1 706 583 0424

F: +1 706 583 0810

Email: pam.bracken@georgiacenter.uga.edu
Website: www.principlesofmarketingresearch.org

The Principles of Marketing Research is an online
certificate program fulfiling the core market research
educational needs of individuals and companies
worldwide. Participate anytime, anywhere!l ESOMAR
is a proud supporter of the Principles program,
presented by the University of Georgia and MRII.
www.principlesofmarketingresearch.org
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uSamp

Kate McFarland

16501 Ventura Blvd.
Suite 250 Encino

CA 91436

USA

P: 818-524-1218

F: 818-524-1219

Email: kate@usamp.com
Website: www.usamp.com

uSamp (uSamp.com) is one of the world's fastest
growing technology and online survey respondent
companies, providing more than 5.7 million global
survey panelists. uSamp offers unprecedented
access to online panelists through its web-based
panel platform, transforming the management and
delivery of online panel for market researchers.

Visit SampleMarket.com.

22

Vision Critical

Megan Clothier

700-858 Beatty Street

Vancouver, BC

Canada

P: +1 604 629 9238

Email: megan.clothier@visioncritical.com
Website: www.visioncritical.com

Vision Critical is a global research and technology
firm that creates software and services solutions
for over 600 clients, including one third of the
world’s top 100 brands. The company has offices
across North America, Europe and Australia as well
as a Global Partner Program that provides other
research companies and consultants with access
to top-of-the-line technology. Its Sparg™ product is
the most widely adopted community panel platform
on the planet.
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VisionsLive Limited

Andrew Hall

26 York Street

London

WiU 6PZ

UK

P: +44(0)207 788 7821

Email: andrew.hall@visionslive.com
Website: www.visionslive.com

Set up online focus groups and online discussions
in seconds, anywhere in the world and in any
language at a fraction of the cost. Our research
tools and services are designed with social media
culture in mind, and are a better way for you to
get rich insights, fast.

7

VOXCO

Gilles Bernasconi

66, rue Escudier

92100 Boulogne-Billancourt
FRANCE

P:+33 (0)1 7770 0050

F: +33 (O)1 7770 0051

Email: gilles.bernasconi@voxco.com
Website: www.voxco.com

Voxco is a global provider of software solutions
to collect, process and analyze data:

* Acuity4 Social, a next-generation of Social
Media Monitoring and Insights system.

* Voxco Command Center™, the industry-leading
multimode data collection platform for all types
of surveys (CATI, CAPI, CAWI, mobile & IVR).

WWW.VOXCO.com
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5

Worldwide Independent Network (WIN) /
Gallup International Association (GIA)
Sarah Weill

Ringstrasse 7

CH-8603 Schwerzenbach-Ziirich
Switzerland

P: 1514 982 2464

Email: sarah.weill@gallup-international.com
Website: www.gallup-international.com

WIN/GIA is the leading market research and
polling association, with 64 independent members,
a combined revenue of over $600 million and
covering 89% of the world's market. WIN/GIA offers
you the Best of Both Worlds: the highest quality at
the most competitive price. For more information,
please contact sarah.weill@gallup-international.com
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DAY ONE
IMPACTFUL BUSINESS - INNOVATIVE SCENARIO PLANNING

A fresh look at our eyes

How innovation scenarios can harness research insights and further drive business impact
Christophe Rebours, InProcess, France

Germaine Gazano, LVMH Perfumes and Cosmetics, France

Innovation in the competitive mascara market dates from the 1950s. To go beyond incremental innovation
and redefine category boundaries, InProcess capitalized on its anthropocentric approach and its methods
in complexity management to provide LVMH Research with a fresh look at the eye. Using a case-study
of eye make-up innovation for Dior, this presentation explains the key components of a user-centric
approach which skillfully blends research and design. Let's open our eyes to innovation!

From a snapshot to a movie

Pushing the boundaries of marketing ROI

Vittorio Raimondi, Foresight Associates, USA
Patricio Pagani, Infotools, New Zealand

Ram Krishnamurthy, The Coca-Cola Company, USA

The Beverage Brand Barometer, a Coca-Cola consumer tracking study covering over 85 countries,
has become a powerful strategic planning and marketing investment productivity tool. The method is
compared to transforming a snapshot photo (a static understanding of consumers) into a series of frames
(future brand performance over time). Early applications and benefits include the identification of high
return marketing initiatives scalable across regions, as well as the creation of a company-wide language
able to connect business goals to marketing actions.
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IMPACTFUL BUSINESS - ENABLING BETTER PREDICTIONS

Predicting brand decisions through emotional engagement

Evaluating creative work: A bioquali approach (survey research + neuroscience) required
Cristina de Balanzé, TNS, UK

Rafal Ohme, Human Mind & Brain, Poland

Henk Eising, Heineken, Netherlands

The process of integrating traditional pre-testing methods with neuro-scientific methods based on brain
waves (EEG), skin conductance (SC) and eye-tracking (ET) measurements is described in this paper.
This is a first step towards a new methodological approach to pre-testing creative ideas. Study results
are discussed concerning the role of emotions in advertising and the utility of combining biometric and
qualitative measures for predicting brand decisions. This effort has helped Heineken International to
better connect with consumers and make informed brand decisions.

Predictability of movie box office based on trailer testing

Using neuroscience and bio-sensory measurements for predictive modeling
Keith Winter, EmSense, USA

W. Bryan Smith, EmSense, USA

Neuroscience is increasingly being used as a diagnostic tool in helping marketers better understand
consumer reactions to advertising, marketing, packaging, concepts and other marketing-relevant
stimuli. However, little research has yet been conducted to determine the actual market validation of
these measures. To advance this learning, EmSense has conducted the first large scale test on the
value of neuroscience for assessing in-market predictive capability. This study was based upon more
than 8,000 respondent tests, over twelve months.
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ONLINE PANEL SAMPLING FORUM

The issue of online panel sample quality has been subject to intense discussion in recent years. A number
of useful initiatives have been created to solve some of the key issues, but the industry does not have a clear
answer to some of the difficult questions such as respondent authenticity or cross-survey de-duplication
that this area of research has presented. This forum will provide an open discussion on how the industry
can solve the problems around panel sampling and ensure high quality online research results. A panel
of experts will be asked to discuss the issues and propose directions that can help the various industry
initiatives looking at this area to provide the guidelines that are necessary for continued growth.

EMERGING APPROACHES - MOBILE ADVERTISING AND GAMIFICATION:
HYPE OR REALITY?

Mobile = location = effect

The effect of location of perceived intrusiveness of mobile ads

Marnix van Gisbergen, De Vos and Jansen Marketresearch, Netherlands
Khan Vassilis-Javed, NHTV Breda University, Netherlands

Paul E. Ketelaar, Radboud University and Katholieke Universiteit, Netherlands
Arief E. Hiihn, Radboud University, Netherlands

This presentation reports on two studies researching the effect of mobile location-based ads to perceived
intrusiveness of those ads. For the reported studies, shoppers received an ad on a smartphone in a
simulated 3D supermarket (projected in four rear-projection screens). Participants received either a location-
congruent ad (showing a product on a shelf near the consumer), or a location-incongruent ad (the advertised
product was not near the consumer). Results show that consumers perceive less intrusiveness when
receiving location-congruent ads.
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Gamification
The reality of what it is... and what it's not
Kyle Findlay & Kirsty Alberts, TNS Global Brand Equity Centre, South Africa

“Gamification” is sweeping the online and business worlds, but how much is hype vs. reality? The promise
of gamification is that the addition of game-like elements can increase participation and engagement in
any process or experience, whether in the real world or online. Gamification brings behaviour change
methodologies into the digital age by explicitly providing the mechanics to improve user engagement
This presentation will review these claims and investigate what gamification is and what it is not.

IMPACTFUL RESEARCH - APPRAISING SURVEYS AND RESEARCHERS

All fun and games?
Myths and realities of respondent engagement in online surveys
Theo Downes-LeGuin, Reg Baker, Joanne Mechling, Erica Ruyle, Market Strategies International, USA

This presentation describes an experiment in which a single questionnaire was fielded in four different
styles of presentation: text only, decoratively visual, functionally visual, and gamified. Respondents were
randomly assigned to only one presentation version. To understand the effect of presentation style on
the survey experience and data quality, we compare response distributions, respondent behavior (such
as time to complete) and self-reports regarding the survey experience and level of engagement across
the four experimental presentations.

Crowd interpretation

Are participants the researchers of the future?

Annelies Verhaeghe, Niels Schillewaert & Joeri Van den Bergh, InSites Consulting, Belgium
Peter Claeys, Vlaamse Radio-en Televisieomroep (VRT), Belgium

Gigi llustre, H.J. Heinz, Belgium

Research is becoming increasingly a commaodity. We see a trend towards DIY research on the client
side. Researchers are no longer in the business of data collection or analysis only. The researcher of
the future needs to be an insight generator and inspirer. This presentation challenges common premises
via the principle of crowd interpretation where research participants instead of researchers are asked
to analyze and interpret research data with the goal of generating better insights. Two case studies in
cooperation with the VRT and Heinz illustrate findings.
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Too much reality?

The perils of easy access to hearts, minds and bedrooms
Anjali Puri, TNS Asia-Pacific, India

Sangeeta Gupta, Pepsico, India

The prevailing celebration of technology-enabled access to “raw” consumer realities is challenged in this
presentation. While acknowledging the many benefits that video-ethnography and social media bring
(emotional engagement, richness and texture, more impactful storytelling), they have also led to a focus
on the anecdotal story, on data rather than analysis, and on micro-reality at the cost of the macro view.
Furthermore, to remain relevant researchers must reclaim their role as meaning makers and framers of
reality — as interpreters, and not merely cameras.

IMPACTFUL RESEARCH - EFFECTIVE CONSUMER UNDERSTANDING

The ‘why’ instead of ‘what’ of consumer behaviour

An evolutionary-based new model

Jan Guus Waldorp & Marie-Anne Simons, AIMgen Lab, Netherlands
H.B.M. van de Wiel, University of Groningen, Netherlands

Today, with global markets developing, the major challenge for consumer research is to find innovative
models to turn data into fundamental insight in buying motives. This presentation introduces evolutionary
theory as the foundation of a new, global motivational research approach, focusing on the ultimate why
of consumer behaviour. To create actionable insight, a new measuring method and marketing model
based on the evolutionary costly signalling theory will be presented along with results of the scientific
and commercial validation of the model and online visual projective test.

Reality is cheap
The value of consumer imagination
Nick Gadsby, Lawes Gadsby Semiotics, UK

It is becoming apparent that human imagination and the fantasies it makes possible are crucial for
human happiness. It has been believed that imagination is a subjective and idiosyncratic capacity,
however recent research shows this is not the case - the things people hope, fantasise and dream
about are shaped by culture. This presentation shows how semiotics have been used to understand
how and what consumers imagine and fantasise about and how brands and comms can use this
resource to create highly compelling strategy.
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IMPACTFUL RESEARCH - HARNESSING JOURNALISM FOR EFFECTIVE
COMMUNICATION

Making insights count

Using journalistic principles to deliver meaning and impact to eBay's business
Barbara Langer, eBay, UK

Roger Banks, Incite Marketing Planning, UK

A new way of delivering insights - both verbally and in writing - using tools unashamedly borrowed
from the world of journalism, will be introduced in this presentation. The presenters argue that the
application of journalistic principles to the communication of insights can deliver significantly greater
impact to clients’ businesses than current methods of delivery. More effective communication of
insight delivers superior meaning and impact to eBay and other clients.

“As stimulating as black coffee”
Communications that are hard to sleep after
Lucy Davison, Keen As Mustard Marketing Ltd, UK

Recipients of research communications are often left confused and un-inspired. As a result, although
research must be used to drive change within our clients, a lot of researchers” work is wasted. Researchers
need radically different approaches to communication. It gives insights from other methodologies, including
journalism, and suggests five things researchers can do to create communications that have high visibility
and impact. Finally, it gives three case study examples of how researchers have understood the principles
of communication and used them well for clients.

IMPACTFUL SOCIETY - IDENTIFYING ATTITUDES, VALUES AND
LIFESTYLES FOR BETTER FUNDRAISING EFFORTS AND BRAND
UNDERSTANDING

Translating the language of consumers into global fundraising efforts
Nick Chiarelli, Iconoculture, UK
Sotta Long, UNICEF, Switzerland

This presentation describes UNICEF's adoption of a global, cross-category trends framework, and the
organization's on-going usage of trends in idea generation. It reviews how and why UNICEF identified a
need to track consumer trends, as well as highlights some of the ways it has made trends accessible and
actionable for its global offices. The discussion concludes with examples of some real output from these
processes in the form of innovative and compelling fundraising ideas.
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“All humanity is one undivided and indivisible family”

(Mohandas K. Gandhi)

Emerging markets, emerging cultures, emerging families. A case study
Catriona Ferris, Unilever, UK

Barbie Clarke, Family Kids and Youth, UK

Unilever is growing its brands in emerging markets, including Asia, Africa, South America and Eastern
Europe. It is especially interested in the family market where change and transition can challenge
cultural values. Unilever has commissioned a study into emerging markets, the purpose of which is not
just to identify differences in family life, but to analyse and emphasize important cultural diversity that
can add to brand understanding. It also highlights important shared values that are key to understanding
family life and child development in fast growing markets.

IMPACTFUL SOCIETY - ENHANCING PERFORMANCE THROUGH ETHICS
AWARENESS AND CUSTOMER EMPOWERMENT

“I hadn't really thought about that!”

The organisational impact of research ethics. A case study
Agnes Nairn, EM Lyon Business School, France
Marie-Agnes Beetschen, Unilever, UK

Ethical behaviour can have very positive impacts on corporate performance, resulting in higher employee
motivation and involvement, lower staff turnover and a better bottom line. This presentation reviews a
pioneering case study of how Unilever built a global research ethics awareness programme and how it
impacts staff and corporate culture. The presenters aim to stimulate creative discussion on how to approach
ethics proactively at the level of the whole organization. It shows that developing ethical codes and training
employees can actually be fun and have far reaching consequences.

The Financial Intelligence FQ game

A multi-cultural study into financial literacy and its relationship with emotional wellbeing
Chris Kersbergen, ING Insurance and Investment Mgt Europe & Asia, Netherlands

Jan Kienhuis, Epiphany Research Based Consultancy, Netherlands

When it comes to financial management, people live between the emotions of “hope” and “fear”. The Financial
Intelligence “FQ" test is an online study designed to measure financial literacy and emotions, and how this
influences attitude, behaviour and emotional wellbeing. Conducted in 12 countries, it proves that a financial
services company that empowers and educates its customers will help them to both overcome some
of the “fear” and to make better financial decisions for themselves at the same time.




ESOMAR CONGRESS 2011 | 69

DAY TWO

IMPACTFUL BUSINESS - MANAGING INNOVATION, REPUTATION AND ROI
WITH RESULTS

Design empowered innovation
How “design thinking” can enrich marketing and business innovation
David Stocks, Ben Wood & Mark Whiting, Added Value, France

How marketing organisations can innovate better by enriching traditional expertise with tools from the
world of design will be reviewed in this presentation. By focusing on individuals, moments and journeys
in ethnography, insights become deeper. By embracing chaos and play in brainstorms, creative teams
explore beyond the stated problem. By iterating and early prototyping, ideas become real and develop
more rapidly. Design empowered innovation has the capacity to deliver better ideas, realised earlier, with
the relevance to redefine their categories.

Enlightened gardens

Innovation beyond the obvious

Ank van Ophoven, Philips Lighting, Netherlands
Pamela Pauwels, Philips, Netherlands

Jochum Stienstra, Ferro Explore!, Netherlands

Philips Lighting needed insights in garden needs with the potential to make a change in the garden

lights market. It was important for Philips Lighting to completely involve the entire interdisciplinary team
(researchers, technicians, marketers, designers). This presentation reviews the innovative and engaging
process of ‘co-creating’ insights: mating consumer insights to company knowledge. This helped Philips

go beyond the obvious, without the fallacy of ‘thinking inside-out’. The presentation also shows how co-
creation of insights can help a brand come up with high impact concepts.

Measuring and managing reputation
Yogesh Chavda, Amway, USA
Scott Miller, Synovate, USA

A novel approach to leveraging reputation tracking data in business decision making to improve a
leading direct selling company’s global reputation is reviewed in this presentation. It documents how
reputation drivers were isolated, tracked and weighted for resource investment; how improvement
metrics underpin an executive incentive program that is promoting internal behavior changes; and how
simple data characterizations are helping improve data-driven decision-making. It includes examples
from the company’s growing body of evidence that reputation improvement promotes sales growth.
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Believe in better

How a challenging client demanded ROl on his research. And got it.
Danny Russell, British Sky Broadcasting, UK

Fiona Blades, MESH Planning, UK

Hugh Wilson, Cranfield School of Management, UK

This case study charts the intense and creative journey followed since December 2010 when MESH
Planning was awarded British Sky Broadcasting's Brand and Content campaign evaluation tracking.
It includes the rapid development of processes, technology, teams and people but, most importantly,
tackles the issue of delivering insight that impacts on decision-making. Both parties believe passionately
that research must impact on decision-making and deliver a return on investment and wanted to prove
this. However, the journey together has taken us far beyond the numbers.

IMPACTFUL BUSINESS - INSPIRING JOURNEYS INTO BUILDING
KNOWLEDGE CENTRES AND TEAM SYNERGIES

Research getting a C-suite seat

Start building (open) knowledge centers
Philip de Wulf, psilogy, Belgium

Nord van de Mosselaer, Vodafone, Netherlands

This presentation reviews the Life Rhythm Knowledge Center case and demonstrates the approach used
to build a knowledge center for Vodafone. The way research is to become more impactful is by building
knowledge, not through single research projects or methodologies, but by combining various research
projects in a comprehensive program and by engineering not just the insights generation (including co-
creation and crowd sourcing) but also insights dissemination and outreach.

Engage, inspire, act

Three step stones towards developing more impactful products

Tom De Ruyck, InSites Consulting, Belgium

Niels Schillewaert, , InSites Consulting and Vlerick Leuven Ghent Management School, Belgium
Stan Knoops, Gita Coenen, Soraia Rodrigues, Unilever, Netherlands

Great companies understand the importance of consumer and market insights. Enhancing capabilities like
acquiring new techniques and technology for data collection and analysis are important to build insights
and inform product development. Such introspective views could lead us to missing the point: inspiring
people. A two-sided evolution is required. On one side, the insights team needs to upgrade capabilities and
provide the best insights; on the other side the R&D team needs to engage with the consumer world, be
inspired in their daily work and act upon the insights.
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IMPACTFUL BUSINESS - ACHIEVING ROI THROUGH SUPERIOR MODELLING

Re-defining marketing measurement
Impacting the bottom line through deep understanding of offline and online interactions
Hilary Perkins, MarketShare, UK

The presentation describes how superior modelling processes have developed in order to keep pace
with, understand and measure the plethora of consumer touchpoints now used by marketers both
online and offline. Further, it looks at the entire customer journey to understand interactions between
these touchpoints and correctly attribute effects to achieve maximum ROI through optimal forward
plans. The approach is based on a number of case studies conducted globally and across different
industry verticals, while showcasing the results of one study for a Children's Charity.

Building profit through innovation in property development
Matt Elliott, VicUrban, Australia
John Marinopoulos & David Laffin, Strategic Intelligence Group, Australia

This presentation will demonstrate: key stages in the development of dynamic and innovative models
based on consumer, industry and business research and intelligence; market research driving
decisions and strategy, resulting in a significant increase in the design, value and profitability of new
communities and housing developments; guidance provided to decision makers to help them connect
with employees, consumers and government stakeholders whilst supporting corporate strategy; and
connecting business with consumers and key stakeholders to optimise the design of new communities
and housing developments.

From brilliant to actionable

It takes technical brilliance and constant questioning to achieve the truly actionable in marketing ROI
Rafael Alcaraz, Hershey's, USA

Mark Garratt & Steven Cohen, In4mation Insights, USA

This presentation will describe the collaboration between Hershey's and In4dmation Insights to revolutionize
how marketing ROl is modeled and how its results are spread throughout an organization. The development
of new-to-the-world Bayesian statistical methods, coupled with scalable and speedy software run using
parallel processing on the “cloud”, will be addressed. Results have then been placed in a marketing
enterprise-wide simulation model, where the findings have been pressure-tested by senior executives.
The presentation will document how a close relationship between a savvy client and advanced modelers
led to groundbreaking results.
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UNCOVERING BEHAVIOURAL ECONOMICS

Research in a world of irrational expectations
How new thinking from behavioural economics changes the way we look at and conduct research
Stephen Phillips, Abigail Hill, Spring Research, UK

Our industry works hard for the truth and often sees it as our domain, yet sometimes the way we

go about research moves us further from ‘real’ truth. More attention is needed to what Behavioural
Economics findings mean for Market Research, not just what they say about human behaviour but also
how they go about discovering this truth. This presentation demonstrates the Behavioural Economics
reasoning behind human behaviour and assesses if, when and how we can use some of these insights
to change the way market research is conducted.

THE TALENT CONTEST
ESOMAR Young Researcher of the Year Award Finals

Emerging social media opportunities
Effectiveness of Twitter messaging for healthcare products
Kim Fass, BuzzBack, USA

The hypothesis of Kim's study is that sending healthcare product-related messages with targeted language
to consumers via social media is an effective means of increasing purchase interest. She used Twitter
as the social media proxy to her research because it is currently one of the most talked-about social media
sites, and is also one of the easiest and most cost effective types of social media for a company to engage in.

Six people, six lives, one hope
Listening to employees
Preriit K. Souda, TNS Global, India

Preriit's story revolves around a (fictitious) professor who attempts to solve every day professional
problems to improve job satisfaction thereby reducing future attrition (a key concern today.) In order
to visualize the different issues faced across the globe, Preriit created six pen portraits and his paper
centres around how the professor, based on the results, recommends actions for organizations to
tackle these issues.
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Time to board your digital health express
Using the wisdom of crowds to explore hotspots of eHealth applications in China
Yan Zhu, BrainJuicer, China

In developed markets, studies that evaluate the e-infrastructure and implementation of strategy are
already conducted by public health organisations. Thanks to fast economic development, developing
markets are catching up quickly in terms of infrastructure planning and trial programmes, but studies
on these subjects are scarce. Yan's research project hopes to be one of the firsts to draw some
attention to health-related research in developing markets.

WHY SHOULD YOU OPEN AN OFFICE IN...?

Do you plan on expanding your geographical footprint? Do you need to be where the market grows?
Or do you simply plan to grow your business from the virtual walls of your internet connection?

Discover the answers to these questions and more at the Pecha Kucha session on ‘Why should you open
an office in..?"

Brazil
John Kearon, BrainJduicer, UK

India
Gayathri Swahar, The Nielsen Company, India

China
Isabelle Zhu, IPSOS, China

Russia
Elena Koneva, Synovate ComCon, Russia

Virtual space
Ray Poynter, Vision Critical, UK

IMPACTFUL RESEARCH - RESEARCH APPRAISED: SERIOUS ISSUES AND
A PINCH OF FUN!

Market research reloaded.
Pieter Paul Verheggen, Wim van Slooten, MOA Center for Marketing Intelligence & Research, Netherlands

In light of recent developments in the market research sector, MOA ( the market research sector
organisation in the Netherlands) has formed a think tank. This group has investigated developments in ICT
and other non-market research sectors, resulting in a plan for organising and defining the market research
field of activity. This ‘market research reloaded’ concept focuses on the needs of users of marketing and/
or business intelligence and is based on the integration of different data streams in order to ensure optimal
decision-making.
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Being strategic, being accountable
George V. Pappachen, Kantar/WPP, USA

The Punch & Judy social media show
How to work within the new ESOMAR Social Media Guidelines
Pete Comley & Graeme Lawrence, Virtual Surveys, UK

Fancy a break from the conference papers? Come enjoy some fun seaside marionette entertainment. At the
same time, you'll learn all about the new ESOMAR Social Media Research Guidelines.

DAY THREE
EMERGING APPROACHES

A festival of new and exciting examples of research with impact (Fast Track)

Developing second generation mobile research techniques

How mobile research can enhance the enjoyment of media consumption
AdJ Johnson, Ipsos MORI, UK

Rolfe Swinton, Lumi Mobile, UK

A unique mobile research platform that creates flexible and engaging research applications via a toolkit
of real-time question and feedback tools is introduced in this presentation. The ultimate mobile research
objective is to develop a method that supplies clients with insight and increases participants” enjoyment
of the experience. Our results show that it's possible to engage and interact with 200 viewers of a TV
show for over two hours; moreover, over 70% agreed it improved their TV experience. The presentation
addresses new opportunities for the research industry.

The game experiments

Researching how gaming techniques can be used to improve the quality of feedback from online
research

Jon Puleston, GMI, UK

Deborah Sleep, Engage Research, UK

The concept of “gamification” is sweeping across the marketing communication industry, and is being
discussed in marketing departments, advertising agencies and even governments around the globe.
We began exploring the idea of game-play in greater depth last year. We examined the theory behind
game-play, and looked at how it was being used in other fields, with the aim of discovering how we
could integrate this thinking more effectively into our surveys. .This presentation assesses the impact
that gamification could have on market research.
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Evolving better concepts

How “survival of the fittest” techniques can be combined with a choice based consumer interface to
improve the innovation process

Kevin Karty & Erin Breland, Affinnova, Inc, USA

Michelle Gansle & Gemma Tyson, Mars Foods, Netherlands

Monadic concept testing is an essential tool in phase gate processes to weed out risky product launches.
As an optimization tool, however, it suffers from measurement error, poor discrimination, and limited
ability to test multiple variations. By comparison, conjoint methods can test many variations but make
assumptions that pose challenges (e.g. no interaction between concept elements). A newer technology,
real time evolutionary optimization, can test large concept spaces with high discrimination while
accounting for interactions. A case study. demonstrates how the technology works.

What can tobacco addiction teach us about consumer decision making?
Consumer behavior, hedonic forecast and reward

Alejandro Salgado-Montejo, Cristina Blanco, Enrique Guarin, FeedBACK Profile, Colombia
Carlos Velasco, Neurosketch, Colombia

Understanding the impact of tobacco addiction on information processing and motivation sheds
light on how emation, anxiety, reward, and hedonic forecast are involved in consumer behavior.
The presenters seek to relate how changes in reward and hedonic forecast mechanisms in chronic
tobacco use can help understand the way emotion and anxiety intervene in the decision making
process. Physiological and behavioral measures were used to evaluate responses to anti-tobacco
advertising. A model relating sensory processing, uncertainty, reward systems and anxiety with
decision making is presented.

Behaving economically with the truth
How behavioural economics can help research to better understand, identify and predict behaviour
Orlando Wood, Alain Samson & Peter Harrison, BrainJuicer, UK

Traditional economists would have us believe that people are rational, utility-maximising, cost-
minimising and socially isolated individuals with stable preferences. This view also pervades market
research and our practices, but is being challenged by a relatively new field in the social sciences,
known as Behavioural Economics (BE). This paper provides a new framework for understanding BE
and identifies some of the influences on behaviour the research industry regularly overlooks. It shows
how BE has been used to develop a new mass ethnographic approach - The Behavioural Detectives.
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THE TALENT CONTEST
ESOMAR Research Effectiveness Award finals

Bringing consumers alive within Unilever R&D
A staged approach for maximal impact

Type of issue faced by the business: Unilever is working hard on connecting R&D employees to consumers.
The short-term aim is to make R&D people aware of the day-to-day consumer reality. The long-term goal
is to create structural change.

Building profit through innovation in property development
The confidence to expand into new areas of innovation

Type of issue faced by the business: The project shows how connecting VicUrban with consumers and
key stakeholders optomised the design of new housing developments, resulting in significant impact on
VicUrban's business, consumers, and VicUrban'’s profitability.

Simple strategies for effective newspaper advertising
Gain 25% more ROl out of newspaper media advertising

Type of issue faced by the business: Erdee Media Group wanted to know if it was possible to improve ROI
on adverts in their daily newspaper Reformatorisch Dagblad (RD.)
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ESOMAR reserves the right to alter, or cancel, without prior notice, any of the
arrangements relating directly or indirectly to the event for any circumstances
beyond ESOMAR'’s reasonable control.

ESOMAR will not accept liability for any losses and/or damages participants may
suffer on account of an alteration or cancellation. Participants, exhibitors and
accompanying persons are advised to arrange adequate travel and health insurance.
Do not leave any personal belongings such as bags, mobile phones, or laptops
unattended in public spaces.

ESOMAR, Mint Hotel, Beurs van Berlage and Westergasfabriek cannot be held
responsible for anything left in function rooms and public areas. Taking pictures in
any of the sessions or recording the sessions on any device (audio or visual) is not
permitted without prior approval from ESOMAR and is considered an infringement
of ESOMAR's copyright.
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WORLD RESEARCH

ESOMAR is the essential organisation
for encouraging, advancing and elevating
market research worldwide.

www.esomar.org



