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Neuromarketing – Virtual Shopper Behavior – Social Gaming – Crowdsourcing – Geo-Location – Mobile Research –  
Social Analytics – Visualization Analytics – Webcam Interviews – Text Analytics – Emotional Response  

Technologies – Privacy Policies – The Future Of Market Research

Showcasing Revolutionary Speakers and Remarkable Tools
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Join the Revolution. 
FINaLLY, an event that challenges the traditional and explores the remarkable.  

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

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

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

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

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

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

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

We look forward to meeting you.

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

Target Markets 
Market Research 
Innovation
Technology
Marketing
Analytics
Consumer Insights
Business Analysis

STAy CONNECTED WiTh 
yOuR MARkET RESEARCh 
TEChNOlOgy COMMuNiTy

inin

8:00

Chairperson’s opening remarks and WelCome
Leonard Murphy, CEO, BrandScan 360

8:15

The state of The industry
Leonard Murphy, CEO, BrandScan 360

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

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

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

9:00

analyTiCs sChmanalyTiCs: how neuromarketing Will 
Change the Future of marketing analytics 
Joseph Carrabis, Chief Research Scientist & Founder, nEXT 
STaGE EVOLUTIOn

Frank Della Rosa, Managing Director, SYMPHOnETIc InSIGHT  

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

9:45

eye TraCking in a VirTual reTail enVironmenT: 
understanding shopper Behavior
Olga Patel, Associate Director, nESTLE

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

10:30

networking & refreshments Break

11:00

soCial gaming and markeT researCh: how Zynga 
Conducts research 2 Questions at a Time 
Vivek Bhaskaran, President & CEO, SUrVEY anaLYTIcS 
Kevin Keeker, Senior User Researcher, ZYnGa

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

12:15

lunch

online ‘Feeling-based’ dial Testing – 
a revolutionary new Way of understanding the 
emotional drivers of Content appeal
Matt Kleinschmit, Senior Vice President, VISIOn crITIcaL

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

2:00

Crowdsourcing your research for Co-Creation
Kevin Lonnie, President, KL cOMMUnIcaTIOnS

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

    Kim Rivielle
Managing Director, 
Marketing & 
Business Strategy 
Division

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

Stacy Levyn 
Conference Producer
 Technology Driven 
Market Research Event 
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DiScounT oppoRTuniTiES aRE availaBlE
q  I am from a company that is speaking at the event and qualify for 20% 

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

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

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

DaTE: May 2-3, 2011

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

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

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

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

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

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

GRoup DiScounTS: SEnD MoRE. SavE MoRE:
•	If your company is sending 3-4 people, save 15% off the standard rate.
•	If	your	company	is	sending	5-6	people,	save	20%	off	the	standard	rate.
•		If	your	company	is	sending	7	or	more	people,	save	25%	off	the	standard	
*No two discounts can be combined. Please note that early registration
discounts may be a better value than some of the discount opportunities
here, so please register today. For more information on group packages,
please contact Terrence Johnson at 646.895.7423.

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

easy ways 
to register3

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

www.iirusa.com/tdmr888.670.8200
Int 941.951.7885

register@iirusa.com
*include code m2321

ADMiNiSTRATivE DETAilS

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

Conference $2195 $2295 $2395 $2495


