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In Chicago, June 4-6, you along with hundreds of marketing research’s 
best and brightest can gather in a unique collegial environment to see 
and hear nearly 30 hours of competitively selected presentations covering 
MR’s state-of-the-art.

For Corporate Researchers
Learn to integrate and sell the value of marketing 
research both internally and externally.

For Researchers
Specialists across disciplines share techniques to 
manage intelligence, uncover actionable insights 
and communicate research effectively.
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You’ll also gain a competitive edge through support from your fellow 
researchers which begins through hallway meetings and best-in-class 
networking opportunities that can extend for a lifetime.
That’s why ISC is how the best researchers sharpen their game.

For Innovators
These often rapid-fire lectures and demonstrations 
will introduce new possibilities for marketing 
research due, among other factors, to the digital 
revolution.

For Research Executives
Manage creative resources and strategies critical to 
your business success through presentations and 
closed-door discussions. 
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Dan Teeter, Director, Vehicle Connected Services, Nissan

Dan Roam, Author, The Back of the 
Napkin, Blah Blah Blah, and (soon) 
Show & Tell

Some of our Keynote Speakers

Show & Tell
1) Lead with the truth and the heart  
will follow.
When we tell the truth in a presentation, 
three good things happen: we connect 
with our audience, become passionate 
and find self-confidence.
2) Lead with a story and understanding 
will follow.
When we tell a story in a presentation, 
three great things happen: we 
make complex concepts clear, ideas 
unforgettable and include everyone.
3) Lead with the eye and the mind  
will follow.
When we tell a story with pictures in 
a presentation, extraordinary things 
happen: people see exactly what we 
mean, we captivate our audience’s mind 
and banish boredom.

The Connected Car  
is Here – What’s Next?  
The Future of Mobility and 
Market Intelligence
Connected cars have taken off and 
vehicle-centric services like safety and 
security features, infotainment and 
smartphone apps fill radios and GPS 
nav screens. This technology means 
that self-driving cars are just around 
the corner. But what does it mean for 
market intelligence? What new research 
is possible through vehicle connectivity? 
Find out more about the future of mobility 
and how it will impact market intelligence.

MR  
Thought 
Leadership
Meet  
Our Keynote 
Speakers
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Diane Hessan, Chairman, Communispace

Simon Chadwick, Managing Partner, Cambiar

Jerry Haselmayer, CEO, SEEK

Lessons Learned: How to  
Build a Culture That Inspires  
Your People
What was once a small MR startup in the 
suburbs of Boston is now Communispace, 
the pioneer of online communities, with 
more than 500 employees worldwide and 
a long list of “Best Employer” citations. 
Throughout the journey, Founder and 
Chairman Diane Hessan has focused 
relentlessly on building a vibrant culture 
that would help attract, develop and 
inspire talent. In this session, Diane 
will share what she has learned about 
leadership: her big breakthroughs 
and mistakes that are relevant for an 
organization of any size. Learn new 
ideas for building a top-notch team, 
communicating, forging a sense of 
ownership, creating rituals, instilling values 
and having a lot of fun along the way.

Revolution, Boiling Frogs and Big Data
Despite all the hype, many are confused about where 
Big Data leads us as researchers. Meanwhile, the need to 
measure and leverage intimacy, connection and human 
interaction is on the radar like never before. Over the last 
five years, Cambiar has conducted studies to challenge 
assumptions about the future of MR and address the 
perceived barriers that limit us as researchers. Partnered 
with SEEK, they took a deep qualitative dive involving 
33 industry leaders across a variety of modes to explore 
the new Ying and Yang of research: emotion and Big 
Data. In this keynote session Simon Chadwick and Jerry 
Haselmayer will explode myths, define challenges facing 
the industry and offer examples of new and “traditional” 
companies that are addressing these issues successfully 
through innovation. 
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increased. Not only will you be 
exposed to a behind the scenes 
look at techniques and best 
practices from an insights 
perspective – how to inspire 
engagement, increase 
participation, fun/insightful 
methodologies to utilize etc. – but 
also how the positive impact the 
community had on HSN 
customers added measurable 
value to the HSN business.

 � The Zero Moment of Memory: 
How Yahoo Canada Needed 
to Understand if Technology 
Is Helping or Hampering Our 
Memory
Olga Churkina, VP, Research, 
Fresh Intelligence and Nick 
Drew, Research Director,  
Yahoo Canada 

 The nature of human 
memory is changing. 
What we choose to 
remember – if not what 
we’re actually able to 
remember – has changed 

as digital tools allow us to 
delegate more to devices and the 
Web. At the same time, they 
create new gaps and vulnerabili-
ties in our lives: If we take a 
photograph of every moment, do 
we remember it better or worse? 
Yahoo Canada, working with 
Fresh Intelligence, developed a 
research study to uncover and 
explore the effect of technology 
on memory. We will review the 

Corporate Researchers

 � Taking Big Data to the  
Small Screen
Neal Massey, Executive Director, 
Business & Consumer Insights, 
Starz Entertainment

It is critical for researchers 
to bridge the gap for 
management to turn 

large volumes of data into easily 
accessible insights. Discover how 
data visualization and interactive 
dashboards can insert research 
into management decisions to 
transform your business into a 
data-smart enterprise. An 
interactive, collaborative, mobile 
solution adopted by Starz’ 
management and research teams 
resulted in consistent 
understanding of customer 
engagement throughout the 
organization, shorter research 
cycles, better communication 
between managers and 
improved understanding of 
insights.

 � Redefining Community Success 
and ROI: What Does Success 
Look Like for the New, Evolved 
Online Community?
Katy Mallios, Consumer Insights 
& Intelligence Consultant, SPYCH 
Market Analytics and Drew 
Senesac, Customer Insights 
Coordinator, HSN

Traditionally, an online 
customer community is 
deemed successful when 
it lives up to its potential 
as a real-time research 
space. When constructed 

and managed correctly, 
communities are an agile and 
nimble research tool. What 
happens when a customer 
community becomes more than a 
research and insights hub? 
Through a detailed case study, 
learn how SPYCH and HSN’s 
approach to a 3-month online 
customer community proved to 
be a means by which customer 
value and engagement tangibly 

Choose Your Own Adventure // Cut class! Mix and match! You don’t have to stick to the CR track...

Brand Building: A Love Story
Gian Gonzaga, Ph.D., VP, Quantitative Insights,  
and Dan Lazar, President, Chatter Inc.

trapeze artist gives his best 
performance knowing the safety 
net is in place. Several recent 
product innovations at Motorola 
Solutions were realized because 
early-stage research provided 
validation and focus. This 
presentation examines the 
structure of a market research 
program designed to encourage 
innovation, including establishing 
a process for early screening of 
ideas that is recognized across 
business functions and designing 
research that measures the 
value-proposition of ideas.

 � The New Mobile Research: 
Anyone, Anytime, Anywhere
Meredith Kunza, Head of Quality 
Assurance, WhistlerBlackcomb 

 WhistlerBlackcomb 
added mobile research 
to its voice of the 

customer program, including 
capturing feedback from active 
sightseers, hikers and bikers 
using tablets to conduct offline 
mobile surveys on the mountains. 
With an integrated approach, a 
small team can now create 
comprehensive, real-time reports 
in hours, rather than weeks, and 
for every level of the 
organization. The ability to 
capture in-the-moment customer 
experiences has never been 
greater. This interactive 
presentation will highlight ideas 
for starting or expanding your 

research approach, which 
combined brain-imaging 
technology, in-depth qualitative 
mobile research and quantitative 
online research. The results have 
deep implications for publishers 
and marketers, across the range 
of online and offline channels.

 � How to Become a Trusted 
Research Partner
David Santee, President, True 
North Market Insights

Presenting data or 
sharing a report is not 
sufficient to have an 

impact. It’s difficult to convey 
insights and make sure they’re 
acted upon, but if we don’t 
influence strategic decisions, why 
are we here? To increase 
effectiveness and become more 
impactful, learn and practice 
David Santee’s “Get It! Triangle”: 
1) How to establish trust, 2) How 
to convey that you understand 
your data in the context of other 
relevant data, and 3) How to be 
persuasive.

 � Market Research: Safety Net 
for High-Flying Innovation
Giulia Hamacher, Manager 
of Primary Market Research, 
Motorola Solutions 

 Confidence and 
creativity soar when 
backed by a solid market 

research process – just as a 

Business Leadership & 
Intelligence

Technical Skills & 
Techniques

Promoting the 
Value of MR

Analytics &  
Data Synthesis

Demographics & 
Target Markets

Intro to New MR Tools & 
Opportunities

Mobile &  
Online

PRC  
Credit

In addition to the four tracks, these icons represent specific areas of interest. They are designed to help you find the education you need. 
Check the boxes on the left or design your own schedule online.
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mobile research, even on a tight 
budget. Learn how to integrate 
your mobile research into a single 
source of customer insights, and 
how to create compelling, 
real-time reports that drive 
decision-making.

 � Small Team, Big Results:  
How Strategic Partnerships 
Optimize Insights
Kristen Kolb, Insights Strategist, 
Clayton Homes 

 Rely too heavily on 
internal research and you 
can burn out a small 

team; outsource too much and 
you risk wasting money. But you 
don’t need a big research team to 
have big insights goals! By 
seamlessly blending strong 
partnerships with internal efforts, 
lean teams can increase the 
impact of their insights tenfold. 
Learn how a one-woman research 
team transformed her 
organization into a data-driven 
company, doubling the amount 
of research to meet the unique 
needs of six business units and 
over 300 retail locations while 
cutting research costs in half. 
Learn techniques to make your 
research faster and more efficient, 
how to make the most of a tight 
research budget, how to 
coordinate vendors and 
technology for best results, 
consistently provide eye-opening 
insights and prove the value of 
insights to become a trusted, 
strategic advisor.

 � What Got You to the Top, Won’t 
Keep You There: Adapting Your 
Strategy for the Times
Melissa Barrow, Senior Marketing 
Analyst; Chris Roden, Senior 
Manager of Optics and Analytics 
and Rob Sáenz, Business 
Intelligence Analyst, Interstate 
Batteries

A major emphasis for 
Interstate Batteries this 
fiscal year is the identifi-
cation of erosion – or 
decaying revenue and 
eventually lost customers. 

In this session, Interstate Batteries 
will cover the birth of their 
business and adaptive changes to 
their service model, the market-

ing intelligence team’s research 
approach and trials of getting 
tribal knowledge out of physical 
warehouse distribution centers 
and into a dimensional data 
warehouse in a usable format for 
discovery. The session will 
conclude with a demonstration of 
the data visualization process 
they used so that all players 
would be able to digest research 
insights, regardless of skill level.

 � Narrowing the Choices: 
Getting Consumer Insights 
That Lead to Great Advertising 
Decisions
Deanna Meyler, Ph.D., Partner 
in Charge, Strategic Planning & 
Smartargeting, Bozell 

In this case study, a brand 
wanted to know which 
creative idea would work 

best on a national level. The 
creative team was confident that 
all ideas were excellent, but there 
were only three weeks to gain 
insight – on a small budget. The 
research solution was an online 
multi-method research approach 
of a short survey with follow-up 
chats among a national panel 
sample. The obstacle? 
Respondents loved more than 
one concept and could clearly 
articulate why. Having no clear 
concept winner required a 
deeper understanding of how 
respondents felt. More advanced 
statistical analysis revealed a clear 
winner that thrilled the brand. 
The process revealed best 
practices for similar research 
moving forward. This 
presentation will share the case 
study of where the research 
started, what happened, and how 
subsequent research has been 
impacted from what was learned.

 � Making a Splash: How 
Vitaminwater Dove Deep and 
Found Treasure
Roberto Cymrot, Knowledge 
& Insights Group Director, The 
Coca-Cola Company 

Coca-Cola’s vitaminwater 
team identified an 
opportunity to both grow 

the ingredient-enhanced water 
category and evolve with it. The 
vitaminwater team partnered with 

Brandtrust to conduct emotional 
qualitative research into the 
psychological motivations related 
to consumption of their products 
and the essential equities of their 
brand. The results of the study 
informed their 2014 brand plan 
and helped anchor vitaminwater’s 
long-term growth strategy. In this 
session, learn how to face the 
chaos of an evolving category 
and reestablish your brand as a 
front-runner. Additionally, learn 
the ways in which a deeper, 
emotional understanding of 
consumers can provide the best 
direction for where to invest to 
improve your brand.

 � Marketing of Research: 
Selling Insights Inside the 
Organization
Andrew Ladd, Sr. Manager, 
Strategic Insight, Tribune Co. 

Delivering the final 
existing workflows and 
increased productivity 

expectations have created a 
“deliver and dash” relationship 
between researchers and 
stakeholders. Internally 
marketing our work becomes a 
chief challenge facing today’s 
research professionals. The 
Tribune’s research team has 
worked to develop a unique 
research capability within its core 
insights team – the research 
communications function. Join 
Tribune in understanding the 
impact of this unique research 
capability – and how you can 
improve the impact of your work 
through lessons from their 
implementation to date. 
Specifically, learn how consistent 
communication on key subjects 
facilitates a “research ready” 
mentality within the organization, 
and tools that “socialize” research 
outputs – because it’s more 
important to internalize, than 
receive, research.

Researchers

 � Latinacculturation: Beyond 
Traditional Acculturation
Erwin Chang, Marketing 
Research Manager, Novamex 

 In the traditional 
acculturation model, 
immigrants to this 

country move from low/
unacculturated to mid-
acculturation to high 
acculturation and, at some point, 
probably assimilation. 
Latinacculturation explains a 
different process of acculturation 
found among Hispanics in the 
U.S. It demonstrates that 
Hispanic immigrants embrace a 
very unique U.S.-Latino culture 
that differs from their origins 
before they move towards the 
mainstream culture. In this 
session, learn how taking into 
consideration Latinacculturation 
can make a difference when 
conducting research in the U.S. 
Hispanic market.

 � Social Network Analysis Tools 
and Practical Applications
Barbara Leflein, President  
and Founder, Leflein Associates, 
Inc. and Michael D. Lieberman, 
Founder, Multivariate Solutions

Go behind the scenes at 
some of the nation’s 
largest media and PR 
firms to understand how 
social media research is 
evolving on the front 

lines. By necessity, the young 
executives in media and PR 
industries are developing new 
and exciting ways of listening, 
managing and tracking social 
media conversations for the 
benefit of their brands. Hear their 
stories to learn what’s working 
and what’s missing. Then, learn to 
use social network visualization 
tools to make sense of Big Data 
and present results.
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into the usage of mobile and how 
to maintain engagement with a 
hip target group over the course 
of time

 � What Do Clients and Suppliers 
Really Think About Each 
Other?
Larry Brown, President & 
Founder, Bridgemark Solutions 
and John Geraci, President & 
Founder, Crux Research, Inc.

How do clients really 
choose which research 
suppliers to work with? 
What makes a good 
client from the supplier’s 
standpoint? In conjunc-

tion with Bridgemark Solutions, 
Crux Research recently conduct-
ed an extensive industry poll 
among 290 individuals working 
in the market research field. This 
session will look closely at both 
sides of the industry to shed light 
on what really makes these 
relationships tick in order to help 
facilitate more efficient and 
rewarding relationships. This will 
be a highly interactive session 
where attendees will be encour-

Choose Your Own Adventure // To innovate, see the next page.

Predicting Box Office Success  
by Gathering Emotional Insight of  
the Modern Moviegoer
Rana el Kaliouby, Ph.D., Co-founder and 
Chief Science Officer, Affectiva and  
Jon J. Penn, Founder and President  
of the Media and Entertainment Practice, 
Penn Schoen Berland

 � What’s the Difference Between 
Loyalty and Commitment?
Rob Klein, President, Klein & 
Partners 

 Satisfaction is often a 
poor predictor of future 
behaviors because it is 

transactional. When you under-
stand how people feel about your 
brand, you will have a better 
understanding of what they will do 
in the future. In this session, the 
origins and theory of commitment 
and its use in brand research will 
be discussed. Using real data from 
the healthcare industry, attendees 
will see how understanding a 
person’s level of commitment to a 
brand tells more than simple 
satisfaction can. Additionally, learn 
why people who are attracted to a 
brand sometimes don’t actually 
choose it.

 � Telephonic Survey Research: 
Reviewing the Present and 
Predicting the Future
David Dutwin, Ph.D., Executive 
Vice President and Chief 
Methodologist, Social Science 
Research Solutions (SSRS)

This presentation will 
provide information on  
the relative efficiencies 

and targeting abilities of landlines 
and cell phones, both the 
state-of-the-art today and 
projecting into the near future. It 
will review trends in costs and 
cooperation on both frames. It will 
then focus on a future in which cell 
phones are the only type of 
phones utilized to conduct high 
quality telephonic research and 
detail the methods by which one 
can target cell phones geographi-
cally and review the status and 
future status of targeted cell 
phone lists. Finally, the presenta-
tion will discuss the future 
possibilities of conducting surveys 
on smartphones and via text.

 � Using Multi-Faceted Research 
to Guide the Discovery and 
Understanding of New Target 
Consumers
Christie Hickman, VP, Consumer 
and Market Insights, Outdoor 
Industry Association

The outdoor industry, like 
many others, is faced 
with redefining its 

relevance to an emerging Gen Y 
customer base with unique 
values and expectations. In order 
to understand today’s new 
complex consumer, Outdoor 
Industry Association, the leading 
trade association for the outdoor 
industry, is using a multi-faceted 
research approach to create a 
holistic picture of its changing 
consumers. This presentation will 
focus on obtaining a custom-
er-centric view of your industry/
brand, marrying primary research 
with trends and social media 
listening to dimensionalize your 
knowledge and using insights to 
drive innovation, strategy and 
best business practices.

 � Mobilizing Urban Parents 
Around the World
Niels Schillewaert, Ph.D, 
Managing Partner and Co-
founder, InSites Consulting

 Dorel’s flagship stroller 
brands were cannibaliz-
ing, creating a need to 

reposition the Quinny brand 
towards urban parents. In order 
to discover universal insights and 
translate them into actions for 
future branding and innovations, 
a 3-week global consumer 
consulting board was created 
from the Quinny team and more 
than 120 urban parents from 
cities around the world. This 
immersive session will illustrate 
the six universal insights that 
were the basis for a recently 
launched “Longboard Stroller” 
and the repositioning of the 
brand. The session will also dive 

Researchers

aged to share their own experi-
ences and insights.

 � The Truth Is In Their Stories – 
Lessons Market Researchers 
Can Learn From Journalists
Tom Bernthal, CEO and  
Co-Founder and Gareth 
Schweitzer, President and  
Co-Founder, Kelton 

 How do you strike the 
balance between fact 
and impact, when a good 
research presentation 
requires both? The best 
journalists are particularly 

adept at striking this balance, 
with numerous tools and tricks 
researchers can lean on to 
improve their storytelling 
techniques. Kelton’s founders, 
Tom Bernthal and Gareth 
Schweitzer, made the transition 
from journalism to research, 
bringing some of the 
fundamentals to their new trade. 
This actionable, how-to 
presentation will discuss 
important journalistic techniques 
that can help instantly improve 
storytelling capabilities.

Business Leadership & 
Intelligence

Technical Skills & 
Techniques

Promoting the 
Value of MR

Analytics &  
Data Synthesis

Demographics & 
Target Markets

Intro to New MR Tools & 
Opportunities

Mobile &  
Online

PRC  
Credit

In addition to the four tracks, these icons represent specific areas of interest. They are designed to help you find the education you need. 
Check the boxes on the left or design your own schedule online.
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 � Kids Do the Darndest Things: 
Understanding How to Work 
with Kids and Teens in a 
Qualitative Research Project
Pam Goldfarb Liss, President/Big 
Brain, LitBrains – Igniting Ideas! 

 In this workshop, learn 
creative approaches to 
working with children 

and teens in a variety of qualita-
tive research environments such 
as online, in-person and mobile. 
Multiple case study examples will 
address nuances with each age 
group and how to work more 
efficiently to gain the most 
productive insights. Learn how to 
recruit the best possible kid/teen 
respondents, things to consider 
in kid/teen qualitative research 
events, important cognitive 
differences between age groups, 
the best kid/teen-friendly 
research approaches, projective 
tools and activities tailored for 
kids and teens, ways to best 
analyze and report on kid/teen 
insights, and opportunities to 
partner with parents for even 
better context surrounding 
subject matter.

 � Brand Building: A Love Story
Gian Gonzaga, Ph.D., VP, 
Quantitative Insights and Dan 
Lazar, President, Chatter Inc.

It is the holy grail of 
branding, but do we 
understand why 
someone loves a brand? 
Defends it? Proselytizes 
on its behalf? More 

importantly, how can we measure 
and research it? In this session, 
former eHarmony researcher 
Gian Gonzaga, Ph.D. will 
demonstrate how academic 
research and methods around 
the psychology of human 
relationships can help strategy 

consultants and corporate 
researchers better study and 
create consumers’ love of a 
brand. He and company 
President Dan Lazar will give a 
sneak peek into Chatter Inc’s 
proprietary research on the 
psychology of love and methods 
that can be used to 
algorithmically match brands with 
their highest potential customers 
– much like dating websites 
match couples.

 � The Roadmap to  
Consumer Passion
Dave Kaplan, VP, Bravo Research, 
NBC Universal and Boaz 
Mourad, Ph.D., Co-CEO, Insight 
Strategy Group

 Bravo Media and Insight 
Strategy Group conduct-
ed a study to understand 
drivers of consumer 
passion – in particular, its 
effect on intent to buy, 

purchases and social advocacy 
for brands. This research 
statistically identified levers that 
advertisers and brands can pull in 
order to propel consumers from 
simply “liking” a brand to “loving” 
it, and from “loving” it to being 
“passionate” about it. Through 
interviews with people connected 
by second and third degrees to a 
passionate person, the study also 
gauged how passion spreads and 
the influence passion has on 
people within their social 
networks. Tangible approaches to 
messaging and engaging with 
consumers were uncovered in 
order to create a marketer’s 
“roadmap to passion.” Learn 
passion’s role in the future of 
entertainment media and how its 
positive marketing effect can be 
measured.

Innovation

 � Emerging Technologies: Webcam 
Interviews and Their Role in the 
Qualitative Research Process
Wally Balden, Managing Director, 
Online Research, Delve (a Focus 
Pointe Global Company); Thor Falk, 
President, Falk Research Associates, 
Inc. and Lorelle Scheibe, Research 
Manager, Innovation Testing, 
Kimberly-Clark 

 Webcam interviews have 
shown the potential to 
provide significant benefits 
vs. in-person. FPG/Delve 
teamed with Kimberly-Clark 
to conduct a research-on-
research project to see how 
they compare. In this session 
learn what steps need to be 

taken to ensure research objectives 
are satisfied with this new 
technology, what research 
applications are most applicable for 
webcam interviews, what in-person 
techniques work best for webcam 
interviews, how to effectively 
“connect” with the respondent via 
webcam, the technical issues that 
must be addressed in order to 
ensure a successful session and how 
to respond to technical issues taking 
place in the respondent’s home 
environment.

 � Your Mom Was Wrong –  
Why You Should Follow a  
Fast Crowd
Sandy McCray, Insights Curator, 
Intengo and Scott Tang, Marketing 
Strategy & Analysis Lead, 
SapientNitro 

 If you are playing it safe with 
your research in 2014, you’re 
being irresponsible and 
possibly dangerous to your 
business. But how can you 
carefully consider both 

traditional research and a growing 
list of innovative methods to choose 
the best one in a timely fashion? In 
this session, we’ll use a client case 
study to demonstrate crowdsourced 
ideation, a method of uncovering a 
wide variety of concepts and ideas 
before you start the concept 
screening/testing process. This will 
be followed by a prediction market 
exercise in which we’ll use the crowd 
to filter out over-stated purchase 
intent and flat-line results to pinpoint 
the most attractive of the list of ideas 
for a specific target audience. 

 � Coding Photos, Videos  
and Other Mobile Media  
for Analysis
Dave Koch, Vice President, 
ADAPT 

Researchers are often left 
with hundreds or even 
thousands of photos, 

videos and recordings with no 
consistent and efficient way to 
analyze them. This presentation 
will tackle formatting issues and 
naming conventions to keep in 
mind when collecting multimedia 
formats. Areas covered will 
include mobile surveying, tips on 
how to set up questions and 
instruct respondents to make sure 
usable media is received, and how 
a combination of technology and 
human coders can efficiently 
reduce multi-media information 
into coded data files that can be 
easily analyzed using standard 
industry analysis tools.

 � Access Richer Insights Faster 
While Empowering Enterprise-
Wide Collaboration
John Williamson, Founder, 24tru 

Turn qualitative insights 
into searchable data. 
Stakeholders across the 

enterprise are able to discover 
and share relevant research 
insights within mouse clicks, 
putting research at the center of 
the innovation process where it 
can drive competitive advantage. 
Harness the power of video for 
unparalleled richness, gain more 
leverage from your qualitative 
research investment and avoid 
redundant projects due to lack of 
data preservation and access. 
Ignite collaboration around the 
“voice of the consumer” to put 
research where it belongs: in the 
hands of decision-makers.
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market technology over the next 
three years and importance of 
predictive market research 
methodology for the future of the 
industry. Case histories will 
illustrate how several of the largest 
global companies have used 
prediction markets in support of 
everything from prioritizing 
features and new initiatives to 
optimizing concepts, messaging, 
and promotions

 � Visual BI – The Better Way  
to Present Data
Rudy Nadilo, President North 
America, Dapresy and Aaron  
Reid, Ph.D., Founder & Chief 
Behavioral Scientist, Sentient 
Decision Science 

It’s time to ditch 
PowerPoint for research 
reporting. New visual BI 
technology can provide 
visually engaging, 
dynamic reporting 

capabilities in an easy to use, cost 
effective manner. This market 
research information strategy is 
organization friendly, makes data 
more operational and deploys 
data in a visually engaging manner 
via personalized “role based” 
dashboards and infographics. 
There will be visual examples of 
how data can be deployed with 
actual client case studies of how 
tracking research with continual 
weekly, monthly and quarterly data 
collection are enhanced with 
automated reporting.

branding approach called  
“Brand Paradox.”

 � Moment-of-Truth Market 
Research: iBeacons and the 
Possibilities of Mobile
Venkat Rajagopal, Director, 
Business Development and Sriram 
Subramanian, CEO & Co-Founder, 
ZoomRx

 In the summer of 2013, 
Apple announced a key 
new feature in iPhones 
and iPads: iBeacons. The 
basic functionality enabled 
by iBeacons is micro-loca-

tion targeting. Knowing the 
micro-location of a customer 
makes it possible to conduct 
Moment of Truth (MOT) research. 
Researchers can survey customers 
directly at the moment of truth for 
a much lower cost than traditional 
MOT research. This session will 
focus on: 1) Familiarizing research-
ers with the emergence of 
iBeacons, 2) Specific applications 
of iBeacon-technology in retail 
and healthcare market research, 3) 
Best practices for using iBea-
con-technology in regards to 
privacy and security, and 4) A live 
demonstration of iBeacon-technol-
ogy enabled market research.

 � Did You Save Room for 
Raspberry Pi? New  
Research Modes Fueled by the 
Makers Movement
Chris Robson, PRC, Senior 
VP, Research Science, ORC 
International 

Amateur inventors have 
radically altered the 
investment and skills 

needed to fully realize an Internet 
connected hardware device. The 
confluence of smart devices and 
open-source hardware develop-
ment opportunities brings exciting 
new opportunities for researchers 
to move away from questioning 
and surveys towards new modes 
of digital ethnography where we 
watch and measure rather than 

Innovation

ask. Want to build a biometric 
feedback device? Need to count 
who is looking at a shelf display in 
a store? Could you use custom 
audience feedback devices? 
Would you rather measure what 
people are actually doing rather 
than ask questions afterwards? 
Better yet, do you want to do this 
all for $50? The opportunities for 
new research modes are only limit-
ed by your imagination.

 � Tuning in to the Voice of the 
Competitor (VOTC): Going 
Beyond Google
Sean Campbell, CEO, Cascade 
Insights 

 Bring the Voice of the 
Competitor’s (VOTC) 
customers, partners, and 

influencers into your building. 
During this presentation attendees 
will learn: How to use more than 
20 Web-based tools and sites to 
better collect and analyze 
open-source intelligence (OSINT) 
from the Web; how to effectively 
gather and analyze information 
about a competitor’s customers 
and partners; how to vary VOTC 
collection and analysis efforts 
based on the geography or region 
targeted; methods for effectively 
integrating competitor interviews 
into VOTC efforts; ways in which 
VOTC contrasts with VOC 
research, and; lessons that can be 
learned from this comparison.

 � Unleashing the Power  
and Dynamics of Prediction 
Markets
Linda Rebrovick, CEO, Consensus 
Point and Julie Wittes Schlack, 
SVP, Innovation and Design, 
Communispace 

This session will describe 
the value of predictive 
market research in the 
broader trend towards 
engaging gamification 
techniques for consumer 

collaboration. It will begin with the 
global outlook for predictive 

 � Predicting Box Office Success 
by Gathering Emotional Insight 
of the Modern Moviegoer
Rana el Kaliouby, Ph.D., Co-
founder and Chief Science 
Officer, Affectiva and Jon J. 
Penn, Founder and President of 
the Media and Entertainment 
Practice, Penn Schoen Berland

The old adage that your 
TV campaign could just 
drive awareness and 
purchase intent is over; 
campaigns today must 
break through to create 

social and emotional engage-
ment and purchase urgency. 
Penn Schoen Berland (PSB) and 
Affectiva will show a comparison 
of all measures to box office sales 
and will prove that new measure-
ment methods are needed to 
understand the modern movie-
goer and ultimately help movie 
ad companies maximize returns 
from their marketing campaigns. 
In addition, they will illustrate the 
synergistic benefits of testing 
movie ads with both PSB’s survey 
measurement system and Affdex 
automated facial coding through 
case studies that bring the utility 
of this new measurement system 
to life.

 � Meet Generation World
Chip Walker, Director, Global 
Brand Strategy, BAV Consulting 

New research from BAV 
Consulting conducted in 
the U.S., Brazil and China 

finds that many consumers hold 
views that are the opposite of 
what they tell us. In this session, 
the audience will learn how 
global consumers respond 
consciously and unconsciously 
regarding their personal values 
and to a range of brands, how to 
understand a new global 
consumer with a psyche that is 
complex and conflicted, and how 
brands like Land Rover and Virgin 
have taken advantage of growing 
consumer conflict through a new 

Business Leadership & 
Intelligence

Technical Skills & 
Techniques

Promoting the 
Value of MR

Analytics &  
Data Synthesis

Demographics & 
Target Markets

Intro to New MR Tools & 
Opportunities

Mobile &  
Online

PRC  
Credit

In addition to the four tracks, these icons represent specific areas of interest. They are designed to help you find the education you need. 
Check the boxes on the left or design your own schedule online.
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future, 4) What their biggest 
challenges are today, 5) What 
excites them about their 
day-to-day relationships and  
the future.

 � Long-Term Digital Community 
for Deep Insights
Erin Barber, VP, Online 
Immersion, C+R Research and 
Kerry Hecht, Director (US), Dub

 Learn how to leverage 
digital communities for 
quick and insightful 
research. We’ll look at the 
online community 
through multiple case 

studies (retail, quick serve 
restaurant and consumer 
packaged goods), diving into 
specific activities that include 
mobile, webcam and co-creation. 
We were able to dig into 
consumers’ experiences and 
motivations through several 4-6 
month communities to find out 
what commands attention online 
and in stores, how social media is 
being used by consumers for 
brands and in stores, and what 
consumers – especially 
Millennials – think of brands’ 
ideas and marketing.

 � Expanding Our Capacity 
to Achieve Business Goals 
Through Mindful Awareness
Qua Veda, IT Market Research 
Analyst, Intel Corp.
CLOSED SESSION:  
EXECUTIVES ONLY

In this session, Qua Veda 
will describe how 
employees at Intel began 

to apply mindful awareness 
practices to meet increasing 
demands at work while improv-
ing their wellbeing. The Awake@
Intel program integrates 
intentional awareness with 
intellectual and emotional 
understanding. As employees 
shared their experiences with 
colleagues, the program 
expanded and evolved. Within a 
year, hundreds of engineers, 
knowledge workers and 
managers had completed the 
9-week series of sessions. Qua 
will provide recommendations 

Research Executives

 � How to Think and Lead More 
Productively
John Canfield, President, 
Canfield & Associates 
CLOSED SESSION:  
EXECUTIVES ONLY

This session will introduce 
and practice John 
Canfield’s acclaimed 

Good Thinking curriculum. This is 
an interactive, hands-on working 
session open only to research 
executives. Participants will 
practice new approaches and 
tools in small groups, working on 
issues from participating leaders.
Part 1: Good Thinking  
Curriculum Kick-Off
Introduction to the curriculum, 
presentation, provision of materi-
als and assignments, etc.
Part 2: Executive Think Tanks
Attendees break into groups to 
discuss curriculum, create innova-
tion solutions, as John works with 
each as prudent.
Part 3: Executive Think Tank 
Outcomes
Attendees from the earlier 
sessions regroup to share learner 
outcomes.

 � Executive Leadership and 
Market Research
Ron Raskin, Owner and 
Consultant, Insights in 
Marketing and Rob Stone, 
Ph.D., CEO, Market Strategies 
International
CLOSED SESSION:  
EXECUTIVES ONLY

This executive session will 
highlight the manage-
ment style of two very 
different company 
structures. The two 
speakers will discuss their 

leadership style and what has 
made them and their companies 
the success that they are today. 
Some key topics to touch on will 
be: 1) How they attracted the staff 
that kept them strong while 
staying nimble during growth and 
transition, 2) How they partnered 
and maintained strong client 
relationships, 3) How they see 
their companies changing in the 

and considerations for imple-
menting a mindful awareness 
program in your workplace.

 � Privacy By Design:  
How to Become a Trusted 
Research Partner
Stuart Pardau, Managing  
Partner, Law Offices of Stuart L. 
Pardau & Associates

The maintenance of 
robust privacy/data 
security policies and 

practices is key to becoming a 
trusted research partner. This 
session will emphasize the 
significance of privacy by design 
and the two primary principles 
which underscore it: simplified 
choice and transparency. The 
session will cover the need for 
simple, clear and transparent 
privacy policies and clear 
language for registration and 
respondent engagement. We’ll 
address privacy audits of your 
firm’s practices and regular 
training of your employees, the 
creation and maintenance of 
protective client and vendor 
agreements, connections 
between technology and privacy, 
best practices and industry 
requirements that include MRA’s 
Code of Marketing Research 
Standards and risk management 
strategies, including obtaining 
adequate insurance.

 � Implementing an Early Warning 
System to Monitor Trends 
Beyond the ACA
Rick Britton, Senior Market 
Research Consultant and Douglas 
Dunham, Market Research 
Consultant, Health Care Service 
Corporation

 With the health insurance 
industry in a state of 
disruption from Affordable 
Care Act (ACA), what other 
environmental changes 
could affect the landscape 

of health insurance in the next 3-5 
years and beyond? The HCSC 
trends management program is 
designed to be an early warning 
system for trends that are or soon 
could be affecting consumers, 
employers, providers or brokers. 
With this system, Blue Cross and 
Blue Shield plans can align strategic 
initiatives to stay ahead of the 
market and competitive curve. The 
objectives of this session are to 
discuss why understanding 
evolving, imminent and longer term 
trends are important for health 
insurance carriers; exploring how to 
identify, prioritize and understand 
long range trends that can affect the 
industry; presenting ways of 
integrating trend knowledge in a 
strategic manner; and identifying 
ways to disseminate relevant trend 
insights to key internal stakeholders.

Choose Your Own Adventure // Corporate researchers work to 
integrate MR into decision making processes. Should you?

Taking Big Data  
to the Small Screen
Neal Massey, Executive Director, 
Business & Consumer Insights,  
Starz Entertainment

Choose Your Own Adventure // Want to visit the C-suite? A few executive sessions are open to everyone.
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Networking Opportunities at ISC

Expo Reception
Wednesday, June 4, 5:15-6:15 PM
One of the main reasons market researchers come to ISC is to check out the latest MR products in person 
and to meet their champions face-to-face. Grab a light bite and bond over cocktails while perusing cutting-
edge product, service and technology solutions.
Designated Expo hours are also offered between education sessions to allow you plenty of time to visit  
with exhibitors.

Opening Night Reception
Wednesday, June 4, 6:30-8:30 PM
The Chairman’s Party has become an attendee favorite! Cocktails, a dinner buffet and live jazz and blues set 
the stage for a fun and festive atmosphere. This is the perfect venue to catch up with old colleagues and 
make new friends.
One ticket included with Conference registration. Guest tickets available for $250 each and include the  
Expo Reception.

Colleague Connections
The Colleague Connections program is designed for first time conference attendees. As part of the 
Connections program, you will be paired up with a veteran member and or industry leader who will help 
you make new business acquaintances and get the most out of your conference experience. Whether 
you simply want someone new to meet and talk with or want to connect around a specific interest, the 
Connections Program will help you achieve your goal. 

ISC.MARKETINGRESEARCH.ORG/MRA @MRAmrx #ISC2014
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Can you imagine being able to say you saw Chris Farley perform Matt Foley, 
Motivational Speaker on stage before it ever hit SNL? Or that you saw Tina 
Fey, Stephen Colbert or Mike Myers before they were famous? With its ever 
increasing roster of comedy superstars, The Second City is where up-and-coming 
comedians cut their teeth…and where you will be on Thursday night!

Prepare to laugh until you cry over original scenes, songs and hilarious  
improv in two acts, written and performed by six of the nation’s best comedians. 
The entertainment, full service bar and dinner buffet are for ISC attendees and 
their guests exclusively. Transportation will be provided to and from the theatre. 

One ticket included with Conference registration. Guest tickets available for  
$150 each.

A full belly laugh is a good icebreaker.

Evening at The Second City
Thursday, June 5, 6:30-10 PM

2014 MRA INSIGHTS & STRATEGIES CONFERENCE • JUNE 4-6, 2014 • CHICAGO
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Whether you’re actively shopping for services and technology or just browsing 
for inspiration, there is no substitute for face time and at ISC you’ll get plenty of 
it. Visit with MR industry exhibitors in the Expo, meet new people and relax in the 
Vista Lounge and get an in-depth product demonstration in a Genius Lab. With 
so many industry professionals in one place and ample opportunity to share and 
learn, ISC will be the most valuable conference you attend all year.

Hey, don’t I know you from Twitter?

MR Industry Lounge, Expo  
& Genius Labs

ISC.MARKETINGRESEARCH.ORG/MRA @MRAmrx #ISC2014
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Register for ISC Today!

Conference Pricing
Your registration includes: Breaks, breakfasts and lunch • Expo Reception • Opening Night  
Reception • Evening at The Second City • All education sessions • Entry to the Expo • Access to the Genius 
Labs • Free Conference App • Colleague Connections networking program • Attendee roster
Save 10% by registering three or more attendees from your organization! Register them all at the same 
time to take advantage of reduced registration fees while building the knowledge of your team.

Early Bird – By April 25 Standard
Member $1,249 $1,549

Non-member $1,599* $1,899*

*The non-member rate includes a complimentary one-year MRA membership.

Hyatt Regency McCormick Place
The Hyatt Regency McCormick Place is a dramatic 33-story hotel located in Chicago’s South Loop 
immediately off I-55 and connected to the McCormick Place Convention Center via an enclosed “Grand 
Concourse” pedestrian walkway to the South Building, North Building, and Lakeside Center. Close to Soldier 
Field, US Cellular Field, Chicago Loop, Magnificent Mile, Navy Pier, world-class shopping, theaters, museum 
campus, attractions and nightlife.
Secure MRA’s special rate at the Hyatt Regency McCormick Place of $259 by calling 312.567.1234  
by May 13, or visit isc.marketingresearch.org/hotel.

REGISTER TODAY AT ISC.MARKETINGRESEARCH.ORG/MRA
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Don’t miss the chance to speak with our Exhibitors, Genius Lab Hosts and Sponsors
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REGISTER TODAY AT ISC.MARKETINGRESEARCH.ORG/MRA
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