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Join us in St. Louis on October 5-7!

“ “I’ve been twice and I think it’s the best 
conference ever. I’m really excited 
about it and I tell everyone. I love how 
relaxed it feels, the substance, the 
richness – I always learn great stuff.
JOE HOPPER, President, Versta Research
Presenting: Finding Stories: How Wells Fargo Built a  
PR Research Platform to Quadruple Its Earned Media
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MARC ALLEY, PRC
Marc Alley, PRC has spent the last 
four years as the head of marketing 
research at 1st Global, a company 
that helps CPAs and advisors improve 
their service. He has been in the 
marketing research industry for more 
than 15 years, recently receiving his 
Professional Researcher Certification 
and has advised companies on a 
number of categories.

MANVIR KALSI
Manvir Kalsi provides contextual 

reporting for Samsung Electronics 
globally and North American 

divisional constituents including 
consumer electronics, information 

technology and telecomm 
divisions. He is currently leading 

all research consumer business 
divisions including home 

entertainment, mobile computing, 
digital imaging, home appliance 

and social media.

SCOTT LAZARCZYK
Before developing and managing 
Samsung North America’s 
innovation process in California, 
Scott Lazarczyk spent two years in 
Korea as a marketing director for 
Procter & Gamble.

ANNIE PETTIT, PH.D.
Annie Pettit, Ph.D. is chief research 
officer of Peanut Labs and vice 
president, research standards at 
Research Now. Pettit specializes in 
data quality, sampling and survey 
design, and social listening. She has 
published numerous refereed and 
industry articles.

JENNIFER GOLBECK, PH.D.
Dr. Jennifer Golbeck’s social media 

research has influenced industry, 
government and the military; she is 

a pioneer in the field of social data 
analytics and a leader in creating 

human-friendly security and privacy 
systems. In addition to her work 

as a professor at the University of 
Maryland, she writes for top online 

news organizations, including Slate and 
The Atlantic, and appears frequently on 

NPR and commercial talk radio.

TOM WUJEC
One of the world’s leading experts 

in innovation, creativity, and 
technology disruption, Wujec 
joined Autodesk in 2006 as a 

fellow, where he currently charts 
long-term strategy, introduces 

disruptive technologies and 
facilitates innovation practices 

internally as well as for leadership 
teams in many industries. 
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 WE HAVE A NEW 
REBELS-ONLY RULE 
FOR KEYNOTES. SEE 
FRESH PERSPECTIVES 
ON BIG DATA, NEW 
TECH, SOCIAL MEDIA 
AND THE CULTURE  
OF INNOVATION.

CREATIVE KEYNOTES

A life lived in fear is a life half lived.
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WHEN WAS THE LAST 
TIME YOU SET ASIDE 
FOUR HOURS TO STUDY 
ONE TOPIC IN-DEPTH? 
HERE’S A CHANCE TO 
DO IT TWICE.

IN-PERSON 
RESEARCH 
TRAINING 
COURSES

In-Depth Training / Maximize your 
investment by taking courses onsite for an 
added fee. Sunday afternoon and Monday 

morning you’ll spend four hours each on 
your choice of two topics for eight study 

hours total before the conference begins. 

Finding the Low Hanging Fruit Through Predictive Analysis
Designing Device-Agnostic Questionnaires
Storytelling That Maximizes Research Application
Applying Behavioral Economics to Market Research Projects: 3 Applications
Quant Toolbox – Conjoint Analysis

Choose two of the following five courses for $499 – a phenomenal bargain!

See course descriptions on the next page.

A DIFFERENT 
APPROACH TO EDUCATION
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AN ENVIRONMENT 
FOR REAL DIALOGUE

A DIFFERENT 
APPROACH TO EDUCATION

Friendship is being the same kind of weird.

New Content /A prerequisite of speaking at CRC is the delivery of new content. Even veteran speakers are 
challenged to deepen their arsenal. Strict Vetting / Each speaker’s proposal is hotly vetted with an insanely 
high standard for quality. Only one in four speakers makes it through. True Experts / Speakers are chosen 
not for the brands they represent, but for the ideas and talent they have to offer. 

Ideal Size / This “right size” conference of ~500 feels 
relaxed and intimate. New! CR-Only Workshop / Uber-

Cool CR-Only Workshops & Solutions Exchange – Tackle 
your biggest business challenges! After Wednesday 

morning’s keynote, corporate researchers will form 20 
CR-only structured workgroups and spend 2 hours 

brainstorming their toughest business challenges. After 
lunch, the 20 workgroup leaders will deliver 90+ minutes 

of rapid-fire solution-sharing and Q&A for all CRs in 
attendance. Many CRs consider this the most valuable 

part of CRC! Beyond the Lecture / Speakers are challenged 
to do more than just lecture. Get ready for interactive 

sessions, cool new resources and meaningful Q&A.
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PRE-CONFERENCE: SUNDAY, OCTOBER 4, 2015
Choose two of the following five courses for $499 – a phenomenal bargain!

SUNDAY
1:00 PM 
5:00 PM

MONDAY
8:00 AM
12:00 PM

Designing Device Agnostic Questionnaires
GREG TIMPANY, Senior Competitive Intelligence Manager, Global Knowledge 
(Research Rockstar Instructor)
Questionnaires: What types of questions and scales are treated differently by device type? Do 
participants treat Likert scales differently when on a smartphone versus a laptop? How about 
rank order and other scale types? What can we do in questionnaire design to make sure we are 
getting consistent results across device types? A great class for anyone wondering how to make 
sure mobile survey data isn’t skewing the overall data set. Note: This class is designed for market 
researchers with at least five years of experience with questionnaire design.

ON-SITE TRAINING

Storytelling That Maximizes Research Application
DELANEA DAVIS, Business Consultant & Market Research Expert, Solstice 
Strategy Partners LLC (Research Rockstar Instructor)
Market research does not have to be boring. Grab your audience’s attention, and keep it, 
using storytelling techniques. If you have ever wondered why everyone loves TED Talks, take 
this class. Students will learn storytelling techniques that grab an audience’s attention and 
keep it. Students in this class will learn how to use research results to construct and tell a 
story. Starting with lessons in storytelling for executive audiences, and ending with a practice 
exercise, students will find this four hour class both fun and substantial. Class content includes 
storytelling examples, how to construct a story, and how visuals can support storytelling (data 
visualization and infographics techniques). Both quantitative and qualitative research examples 
will be used. Note: This class is designed for market researchers with at least five years of 
experience with research reporting and presentations.

ON-SITE TRAINING

Applying Behavioral Economics to Market Research Projects:  
3 Applications
NAMIKA SAGARA, PH.D., Behavioral Scientist and Consultant, Sagara Consulting 
(Research Rockstar Instructor)
Consider these critical market research questions: How can we encourage survey response 
honesty? How can we optimize pricing research accuracy? How can we get research 
participants to give us more accurate information when self-reporting behavior, especially 
future behavior? The field of Behavioral Economics has key lessons that address these important 
questions. Don’t miss this fun, fast-paced class for a precise look at how BE can be applied to 
market research quality improvements. Note: This class is designed for market researchers with 
at least eight years of experience with quantitative research.

ON-SITE TRAINING

Finding the Low Hanging Fruit Through Predictive Analysis
KATHRYN KOROSTOFF, President, Research Rockstar LLC
How to find your brand’s most attractive customers using predictive analytics. Upon 
completing this class, students will know how predictive analytics can be used to find a brand’s 
most attractive customers. Class content includes logistic regression, Hierarchical Bayes, and 
Latent class modeling. Students will learn how these techniques are used, the implications for 
questionnaire design, and will review examples of related output and reporting. Attendees 
should have a solid foundation in basic statistics prior to taking this class.

ON-SITE TRAINING

Quant Toolbox – Conjoint Analysis
AARON HILL, PRC, Vice President, Client Services, Sawtooth Software
Conjoint analysis is one of the most powerful quantitative tools available, but it can be 
overwhelming to researchers who don’t have experience with it. In this workshop, we’ll 
introduce conjoint analysis using simple examples that will allow you to understand how the 
process works. We’ll show you what conjoint analysis can do for you, teach you how to structure 
your conjoint analysis experiment, and then walk you through how to interpret the results. And 
we’ll do it all with simple Excel spreadsheets and math you learned by third grade! Come join us 
to add conjoint analysis to your quant toolbox.

ON-SITE TRAINING
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BONUS! Keynotes will be introduced with high-energy, new-for-2016 trend reports!

MONDAY, OCTOBER 5, 2015

7:30 AM
7:00 PM

REGISTRATION

8:00 AM
12:00 PM

On-Site Training Classes (See previous page.) ON-SITE TRAINING

11:30 AM 
1:00 PM

CR MEET & GREET

1:00 PM 
2:15 PM

Opening Keynote

How Better Meetings and Wicked Problem 
Solving Propel Research-Based Innovation
TOM WUJEC, Fellow, Autodesk

BONUS! 2016 TRENDS: Return on Imagination will be introduced with a brand new 
report on Extreme Personalization and the Maker Culture Movement.

Author and editor of five books, a fellow at software giant Autodesk, a veteran TED 
speaker and a pioneer in business visualization, Tom Wujec has efficient innovation 
figured out: we must employ wicked problem solving and hold better, more visual 
meetings that engage stakeholders in the data and swap push for pull, talk for make, and 
take for give. But what does that look like and how can you facilitate it? Learn proven 
approaches from Wujec’s award-winning work with Fortune 100 companies to encourage 
exploration, customer engagement, prototyping and innovation testing. Wujec will also 
illustrate simple ways to measure the return of innovation success, revealing immediately 
applicable principles whose brilliance lies in their powerful simplicity.

Sponsored by:

“

“

This will be a great conference. The agenda 
has the perfect mix of push and pull and a 
healthy dose of information overload.
TOM WUJEC, Fellow, Autodesk 
CRC Opening Keynote Speakeringg Stories: 
How Wells Fargo Built a  
PR Research Platform to Quadruple Its Earned Media
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MORE ON MONDAY, OCTOBER 5, 2015
2:25 PM
3:05 PM

AOL on Increasing Your Qual Agility
JANEL FAUCHER, Research Manager, AOL
Learn how AOL was able to integrate agile research techniques — including co-opting a UX 
tool for non-UX testing and reviewing video interviews in-house — while maintaining the 
quality standards on which researchers pride themselves. Through new processes, AOL made 
quick-turn qual results within 24–48 hours a reality. Find out how they effectively deal with large 
amounts of qual data . . . and steal their Interview Progress Tracker Template to get organized for 
continued work with your stakeholders.

Insights Into the Mind of the Omnichannel Consumer
PRABHATH NANISETTY, Vice President, Insights and B2B Product Development, InfoScout
Do you understand the mind of the omnichannel consumer? Conducting research and making 
decisions to delight this new consumer requires an understanding of omnichannel shopping 
behavior, linking attitudinal, behavioral and verified longitudinal purchase data as well as 
understanding shopping behavior across the total retail and non-retail market.

Leveraging Methodologies and Optimizing Your Product:  
How NRG Developed a Connected Home Solution
KAREN HARVIE, Research Manager, NRG Energy
ALLYSON KUPER, Consultant, Bug Insights
Simply measuring customer preferences often results in wasted investment and failure to 
fully optimize a product. Learn new ways to think about optimizing your products and how 
cost can be introduced. This team designed a three-step process (best/worst conjoint study, 
internal education for the product team and design of the choice-based conjoint–CBC, study 
and portfolio optimization) to leverage methodologies, understand the current state and 
identify unmet stakeholder needs. Spoiler alert! The optimization step blends conjoint utility 
with cost in order to determine ideal products given customer preferences and the cost to 
deliver each unique product feature tested. This information is loaded into an online tool to test 
combinations of product features to understand how changes in the product make-up impact 
both preferences and cost.

Sport Market Research’s New MVP: Comparative Data*
RUDY NADILO, President, Dapresy
HAYNES HENDRICKSON, President, Turnkey Intelligence
*This is a paid session. In addition to the requirement that they provide education, these speakers are 
welcome to sell their products/services.
In sports and entertainment, competition for customers’ discretionary budgets is getting fiercer 
by the day. Teams and properties are chomping at the bit to identify research solutions that 
may provide an edge and help to ensure strong ticket and sponsorship sales regardless of how 
their teams perform on the field. With the help of Dapresy, Turnkey Intelligence has unveiled a 
product that helps teams procure next-level game day experience and ticketing insights quickly 
and cost-effectively. Via the Surveyor Network, more than 200 properties now have the ability to 
view data from their customers against competitive set, league and geographic averages. How 
is this a game-changer? Attend this session to find out!

PAID SESSION

3:15 PM
3:50 PM

Digital Analytics 201: Vail Resorts on Why Raw Numbers Don’t Tell the 
Whole Story
LINDSAY OGDEN, Sr. Analyst, Digital Analytics Implementation, Vail Resorts
Want to feel empowered to think critically and to call “caution” when you suspect a conclusion 
could be faulty? This session will inspire analysts and decision makers to learn more about 
rigorous and scientifically-sound analytical thinking. Data only tell us part of the story. When a 
metric is up by a few points, how do we know it’s truly “improved”? Be prepared to think about 
stats, but don’t worry — she did all the math for you already.

Session to be presented by Research Now*
*This is a paid session. In addition to the requirement that they provide education, these speakers are 
welcome to sell their products/services.

PAID SESSION
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Improv Secrets for Storytelling Success
CHIP BREWER, Vice President, Business Development, The Smart Cube, Inc.
Improv comedy has much to offer for the corporate storyteller. Using fun, creative, innovative 
tools, you will learn proven techniques to turn stale data and “yawn-ware” into powerful, 
engaging and memorable stories. One of Brewer’s first teachers was Seth Myers, now of “Late 
Night” fame. The instructor honed the process at ImprovBoston and he’ll share techniques 
with you to:: (a) build confidence, (b) learn how to listen and support others, (c) learn the 
fundamentals of storytelling, (d) know when and how to take risks and, finally, (e) have a huge 
amount of fun while doing all of these things!

The New Research Paradigm: Ideation to Iteration to Validation
BARRY JENNINGS, Director, Commercial Insights, Microsoft
PAUL JANOWITZ, CEO, icanmakeitbetter
Method agnostic but dogmatic in process. Find out how moving from a “project-based” insights 
organization to a “process-based” organization produces results that are better, faster and actually 
less expensive. Learn how using insight communities with an “all of the above” approach delivers 
deeper insights and better respondent engagement. See how to integrate the CMR function 
across the organization by leveraging an integrated approach that bridges the gap from ideation 
to iteration and validation to more quickly deliver better products that can be marketed smarter.

4:00 PM
4:40 PM

Finding Stories: How Wells Fargo Built a PR Research Platform to 
Quadruple Its Earned Media
ROXANNE GRAY, Vice President Market Research Manager, Wells Fargo
JOE HOPPER, President, Versta Research
This session isn’t about finding stories in research. It’s about designing surveys that ensure 
compelling storylines . . . regardless of how the data falls out. Like many researchers, you want 
market research to generate leading-edge insights, the kind that capture intense audience 
interest. This story-building methodology will get you there, from conceptualizing the research 
and constructing stories from data to reporting in the form of headlines, each substantiated 
with a sequence of data. Follow a national survey of 875 LGBT Americans to learn how Wells 
Fargo made this methodology work.

Handling Practical Legal Compliance Challenges: A Privacy Officer Panel
HOWARD FIENBERG, Director of Gov. Affairs, Marketing Research Association
A panel of privacy officers for major marketing research companies will discuss how to handle 
the practical, legal compliance challenges in any research organization or department, building 
respondent privacy into your operations and what threats and opportunities they see coming 
over the horizon as the research and privacy industry evolve.

Tiptoeing Through Innovation Quicksand: Methods to Die For & 
Methods That Might Kill You
JEFFREY HENNING, PRC, President, Researchscape International
Every new technology is promoted with inflated claims of  “innovation” as providers desperately 
seek a niche that can make their product or service stand out. Early adopters are often 
unwitting guinea pigs to this market evolution. Henning (a repentant former technology 
provider!) will share the results of recent research from the Marketing Research International 
Institute (MRII) and others concerning the adoption rates of emerging technologies. 
Additionally, he will share qualitative findings on practical, real-world lessons with regard to 
what’s working and what’s not working quite as well. Learn from others’ painful experiences so 
that you can determine what emerging methodologies are right for your organization.

4:50 PM 
5:30 PM

Tiny Research, Big Impact: Hallmark on Doing More With Less
KELSY SAULSBURY, Consumer Understanding & Insights Manager,  
Hallmark Cards Inc.
Budget constraints trigger a focus on boiling down to what is absolutely essential and 
important. The lessons of creative downsizing found in the Tiny House trend can inspire us 
to look at both processes and methods, including triangulating multiple tiny sources. It’s 
about getting really rigorous around prioritization and impact in delivering insights. In this 
talk, attendees will see a whole new spin on doing more with less. “Tiny” lets us approach 
downsizing not as a problem to deal with, but as a creative and energizing challenge to solve.

Be fearless.
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4:50 PM 
5:30 PM

Understanding Customer Experience Success and Failure  
Using a 360-View Approach
KRISTOPHER ARCAND, Community Manager, Data Insights Innovation, Forrester Research
Great customer experience is critical in the age of the customer. A multimethodology approach 
will identify key drivers of customer experience (CX) — quality and loyalty. Learn how to use both 
quantitative and qualitative methods to pinpoint key drivers of customer experience satisfaction 
and identify successes and opportunities to get a leg up on the competition. In this case study, 
a financial brand was able to prioritize the factors which were most important to consumers and 
would garner the most attention and public favor if addressed.

Tiptoeing Through Innovation Quicksand Follow-Up: Corporate Researcher Panel
JEFFREY HENNING, PRC, President, Researchscape International
After presenting his research on research results during the 4 pm session, Henning will chair a panel of 
client-side researchers as they share real-world experiences with experiments, pilots, projects gone wrong 
and success stories! No provider will be harmed in the making of this content, but a few technologies 
might be shamed.

Revolutionizing the Building Blocks of Front End Innovation:  
The Applied Anthropological Approach
IRENE STATHAKOS, Director, Market Insights, McCain Foods Canada
JOHANNA FAIGELMAN, President, Human Branding, Inc.
Rather than focusing on the consumer as the expert and uncovering trends, learn to go deeper 
to produce longer-lasting insights. When you’re able to innovate by engaging intuitive human 
behavior, you create new spaces and products that become principal in consumers’ lives. In 
order to impact business strategy and improve the value of market research, we must harness 
consumers’ unarticulated emotions and latent, unmet needs for more intuitive product innovation.

5:30 PM 
8:30 PM

DINNER PARTY IN THE EXPO

TUESDAY, OCTOBER 6, 2015
7:30 AM
7:00 PM

REGISTRATION

7:30 AM
8:20 AM

FULL, HEARTY EGG BREAKFAST

8:30 AM
9:30 AM

Keynote

Point-Counterpoint: What’s the Big Deal With Big Data?
ANNIE PETTIT, PH.D., Chief Research Officer, Peanut Labs 
MARC ALLEY, PRC, Head of Market Research, 1st Global

BONUS! 2016 TRENDS: Retail Tech and the Changing World of How People Will Buy

Many in the C-Suite think Big Data is the silver bullet to solve all of their organization’s informational 
needs. In this candid, debate-like discussion, Annie Pettit and Marc Alley will explore issues that 
corporate researchers face, including the data scientist’s view of the corporate researcher’s role, how 
to overcome common misconceptions about Big Data, what works and doesn’t when applying Big 
Data methodologies within existing insights departments’ accepted processes, how data scientists and 
traditional researchers can collaborate, key MR elements that need to be maintained when using Big 
Data and specific skills CRs might need in order to keep pace.
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9:45 AM
10:30 AM

Applying Customer Delight to Improve the Research Experience
JILL DONAHUE, Senior Manager, Brand Insights, Nestlé Purina North America
STEPHENIE GORDON, PRC, Vice President, Schlesinger Associates
SANDRA BAUMAN, Owner & Principal, Bauman Research & Consulting
MARY AVILES, Qualitative Consultant, Connect 4 Insight
Delighting customers in unexpected ways is the key to inspiring positive word of mouth. Some 
brands are supplanting their traditional loyalty programs with empowered employee models 
designed to deliver customer delight. We decided to put our money where our mouth is by 
investigating the transactional elements of market research from both the participant and the 
insight consultant side. What would delighted participants mean to the industry? Could such an 
approach impact data quality?

What the Hell Is an Insight?
ROBERT MORAN, Partner, Brunswick Insight
At its best, you sell a product called “insight.” That product has no uniform definition – which has to 
change. Learn an eight segment taxonomy for classifying insights: building blocks, operating principles, 
reconsiderations, questioned myths, adjustments, game changers, outliers and wild cards. It works in 
two dimensions with the Y axis being anticipated versus unanticipated discoveries and the X axis being 
tactical versus strategic impact. In this session, build a real definition of the product you provide clients, 
classify your insights and ensure that you’re actually delivering insights as opposed to just data or 
information or reports.

Session to be presented by Research Now*
*This is a paid session. In addition to the requirement that they provide education, these speakers are 
welcome to sell their products/services.

PAID SESSION

How Behavioral Science Will Turn Marketing Research on its Head
ALEX HUNT, President, Americas, BrainJuicer
The latest learning from behavioral sciences has taught us that humans think a lot less than we 
think we think, demanding the adoption of a new, emotional, social and context-based model 
for understanding and predicting consumer choices and decisions.

10:30 AM
11:15 AM

NETWORKING BREAK

11:15 AM
12:00 PM

How Technology Has Transformed Consumer Journey Research
PAUL DONAGHER, Managing Director, Consumer & Retail, Market Strategies International
Every consumer brings a complex personal puzzle to any brand journey. To put this puzzle 
together so that brands can effectively understand the consumer journey, researchers must 
use a variety of in-the-moment tools and techniques to illuminate each touchpoint, trigger and 
moment of influence. Using real-world case studies, this session will show how important it is to 
be agnostic about the tools and to match the capability to the need. A variety of photo analytics, 
micro-surveys, life-logging, eye-tracking, facial-mapping and other approaches can and should be 
deployed.

How Do You Really Feel? Viewer Attitudes Towards TV Advertising
ASAF DAVIDOV, Senior Manager, Ad Sales Research, Hulu 
BARBARA LEFLEIN, President, Leflein Associates, Inc.
People say that they hate advertising, but the ad-supported TV model persists. Consumers often 
say one thing but behave differently. Reliable measurement of viewer attitudes is necessary 
to develop product strategies and to support ad sales efforts. Learn the methods and results 
of a national online survey of 1500 persons, 13–54 years old, plus an oversample of 150 Hulu 
subscribers. This research explored attitudes towards ads, as well as correlations between ad 
avoidance, viewing behaviors and show preferences. In addition, an ad avoidance segmentation 
was developed to better inform advertising strategies.

Define yourself.
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MORE ON TUESDAY, OCTOBER 6, 2015
11:15 AM
12:00 PM

Sometimes It Takes a Knife: Using Mixed Methods Research to Tackle Tough Problems
KELLI ANDERSON, Market Research Manager, Florida Blue 
NATHAN HOFFMANN, Market Research Consultant, Florida Blue
More than anything, researchers want leaders to use their work and take action. This can be frustrating, 
particularly when the research is about longstanding problems that are well known and continue to rise to 
the top of customer needs. Florida Blue will illustrate how they anticipated this problem, designed a study 
to create a compelling mix of data and customer stories and taught leaders how to think differently with 
an innovative presentation technique (think a knife, apple, and invention kit). Learn how to find inspiration 
from different sources and how to develop a comprehensive approach to this common frustration.

Stop Writing Concepts Like Ads in GQ
STEVE NOLLAU, President & Chief Strategy Officer, Brädo Creative Insight
BOB CUNEO, President & Chief Creative Officer, Brädo Creative Insight
One of the most frustrating yet avoidable issues facing market researchers today is having a great 
strategic idea die because the concept it is being judged by is poorly written. Concepts are not ads, 
but they are often written like them. And when they are written from the client’s perspective, they will 
likely be compelling to the client but probably not so much to the customer. Learn how to write truly 
compelling concepts in this informative yet light-hearted session. This presentation aims to inspire all 
market researchers to never let a poorly written concept make it into a study ever again.

12:00 PM
12:50 PM

LUNCH + CROWDSOURCED RESEARCH REVEALED! (SEE PAGE 18, 2 PAGES AHEAD)

12:50 PM
1:50 PM

Keynote

Samsung’s Innovation Process Journey – A Rubik’s Cube Redux
SCOTT LAZARCZYK, Vice President, Innovation Process & Research, Samsung North America 
MANVIR KALSI, Director, Emerging Business Research, Samsung North America

BONUS! 2016 TRENDS: Understanding 3 Critical Sub-Segments of Millennials

Does your organization have an innovation strategy? How about an innovation process? Innovation in 
the technology sector continues to accelerate with new communication devices, electronics and digital 
software services becoming increasingly complex in an ever-growing ecosystem. The sheer number 
of combinations is spiraling out of control. Samsung returns to one of our favorite 80s toys, the Rubik’s 
Cube, to share lessons on the organizational structure and process clarity needed to lead innovation 
in 2015 and beyond. They examine the number of organizational pieces and functions, the principles 
involved in combining these assets and the paramount role that marketing research can play in solving 
your organization’s Rubik’s cube. Hint: The journey has just begun but you are the first side that needs to 
be solved for; the second step is mixing it all up again!

2:05 PM
2:50 PM

Better Brand Tracking: Stop Asking and Start Listening
ZACK NIPPERT, President, MotiveQuest
The old brand-health measurement system revolves around the core targets of awareness, preference 
and purchase. Conventional marketers ask questions in the marketplace to determine where the 
market lies on the buying-cycle continuum. But instead of asking consumers if they would recommend 
a product, i.e., NPS, we can actually measure the number of times they organically recommend a brand. 
Learn how clients are gaining a competitive edge by leveraging new data sources.

IQ+EQ: Big Data and Primary Research in the Era of Decision Intelligence
GREG HEIST, Chief Innovation Officer, Gongos, Inc.
It’s rare to see an analytical model informing research or an ad hoc study driving a predictive 
framework. Yet, as data becomes more varied and voluminous inside organizations, so too does 
the pressure to leverage it to drive business outcomes. Likewise, approaches that uncover why 
consumers behave as they do continue to support bottom-line strategies. Without empathic 
knowledge, organizations fail to build their EQ. In this session, learn how primary data can, and 
should, be linked with “hard” data streams to inform smarter decision making.
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Hershey’s Innovative Program for Retail Concept Development
ROBIN ALEX, Sr. Manager, U.S. Shopper Insights, Hershey 
ANDREW ZOOTA, PH.D, Senior Vice President, MarketVision Research
Both retailers and manufacturers use shopper insights to guide their in-store and pre-store 
marketing concept decisions, but what’s lacking is a systematic and comprehensive program 
for measuring important touch points with shoppers. Hershey has worked with major 
retailers to develop concept benchmarks and score cards showing what works and what 
doesn’t and to funnel every new concept decision through a shopper-centric program for 
evaluation. The program evolves with each new concept and has become an important part 
of helping Hershey and their retail partners enhance the shopping experience.

The Evolution of B2B Sales and Marketing in 2015: Tools for  
Front-End B2B Market Research
SEAN CAMPBELL, CEO, Cascade Insights
Depending on which study you read, 50 percent or more of the sales cycle now takes place in 
the marketing funnel. And where the nature of a sale has changed, research needs to change 
as a result. In this session, you’ll gain knowledge about a set of inexpensive (and, in some 
cases, free!) tools and best practices to handle this shift. Understand the marketing funnel that 
proceeds the sales funnel in order to produce complete studies that look at the buyer’s journey 
from end-to-end.

2:50 PM
3:35 PM

NETWORKING BREAK

3:35 PM 
4:20 PM

The Other Side of the House: Corporate Affairs Research vs. Market Research
EDWARD LARGO, Director, Research and Corporate Responsibility, Altria 
WILLIAM STEWART, President & Founder, Povaddo 
In a sense, corporate affairs research moves beyond the consumer and into the realm of the 
general public, including corporate responsibility strategy, stakeholder engagement, corporate 
branding and communications, corporate social programs, public policy and legislative advocacy. 
Companies often bypass the in-house research team for this work. Does this make sense or not? 
This presentation will take participants on a tour of the other side of the house to explore how 
leading companies are using research to guide corporate affairs decisions and business strategy.

Winning at Innovation – Beat the Odds With Gameful Design*
SANDY MCCRAY, Insights Curator, Intengo
*This is a paid session. In addition to the requirement that they provide education, these speakers are 
welcome to sell their products/services.

If you’re using traditional research in the early innovation process, you’re facing a bit of a con. 
Inflated self-perception leads to overstated intentions, so respondents may bluff you into 
pursuing the wrong new products/services. Because people are much better at predicting the 
actual behavior of others, the collective wisdom of crowds will make you an innovation high 
roller even with limited budgets and timelines. Gameful design keeps players highly engaged, 
offering you a winning hand of quant and qual insights for innovation success. Let Intengo 
show you how to beat the odds!

Paid Session

The State of Mobile Market Research: A Panel
JACKIE LORCH, Vice President, Global Knowledge Management, SSI 
DAN WOMACK, PRC, Senior Manager, Insights, Aflac 
PRABHATH NANISETTY, Vice President, Insights and B2B Product Development, InfoScout 
MIRIAM ALEXANDER, Senior Vice President, General Manager, Lieberman Research Worldwide 
SIMA VASA, Founder & Chief Evangelist Officer, Paradigm Sample
Finding respondents to participate in surveys using traditional media became a huge challenge 
for the marketing research industry. Within the last decade, our industry altered its approach by 
seeking and embracing technologies and methodologies that have come to form the core body 
of mobile marketing research. Our esteemed panel will reveal technological breakthroughs in the 
near future that will impact this growing, worldwide marketing research discipline in both the 
quantitative and qualitative realms. Moderated by Dan Womack.

Say yes.
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MORE ON TUESDAY, OCTOBER 6, 2015
3:35 PM 
4:20 PM

Juggling Information to Identify Valuable Insights
LEN FERMAN, Managing Director, Ferman Innovation
The former head of ideation at Bank of America is also a world champion joggler (juggling while 
jogging). In this session, he will teach the entire audience how to juggle (literally!) as they learn to 
apply a new approach to data analysis. Ferman follows the principles of front-end innovation to 
identify new product/service concepts and applies them to the development of key insights in 
three steps: explore, ideate, evaluate. Didn’t think you could learn to juggle? Afraid of new methods? 
Prepare to surprise yourself.

4:30 PM
5:15 PM

Taco Bell’s Authentic Consumer Journey for Stakeholders
DANIELLE BLUGRIND, President (Formerly Director, Consumer Insights at Taco Bell), Insightography 
LYLE SWART, Principal (Formerly, Director, Consumer Insights at Taco Bell), Outside-In Brands
Learn how to design a secondary and primary research foundation that customizes your learning 
and how to bring it to life with an event that’s entertaining, interactive and informative. For many 
companies, consumer trends and generational marketing have become synonymous with an annual 
30,000 foot presentation, but what if you could create an interactive, multimedia conversation to 
give stakeholders the experience of being a Boomer, Xer, Millennial, or Gen We? Taco Bell’s company-
wide event helped to create empathy for each generation’s shared experiences, values and present 
life-context . . . and how they relate to their brand. 

What’s Right With CX?
MARYELLEN DEMARCO, PRC, Senior CX Consultant, Avtex Solutions
MaryEllen DeMarco got inspired by the values represented by CX and did some qualitative research 
to examine the relationships between marketing researchers and their CX departments. Do you 
want to work with your corporation’s CX department more collaboratively? This presentation will be 
educational — what is CX? — and reflective — what do market research and CX professionals think are 
its strengths, weaknesses and opportunities for collaboration? October 6 is CX Day, so let’s figure out 
how to make collaboration happen!

The Wonderful Company: Using New Methodologies to Drive Impact
BARBARA GIAIMO, Market Research Manager, The Wonderful Company
During this presentation, Giaimo will share her experience of putting a stake in the ground against a 
well-known and “safe” methodology. Find out how she convinced stakeholders to accept something 
brand new. She will also provide recommendations to client-side researchers for working with new 
providers on a fast timeline to internally sell a new methodology.

How United Way Got Past Known Insights to Learn to Talk Like a Millennial
KRISTIN THOMSEN, Manager, Market Research, United Way Worldwide
JEN DROLET, Managing Partner, iModerate
What’s the value of bucking convention and immersing yourself in an audience over time? For 
United Way, it’s the difference between talking with Millennials and talking past them. From lending 
a hand to a friend with cystic fibrosis to volunteering for breast cancer causes in memory of a loved 
one, discover the bonds that inspire Millennials to forge intimate relationships with organizations 
and to advocate for a cause. Additionally, hear about the steps United Way and their provider took, 
including pre-study strategies, to ensure a successful partnership.

6:00 PM
9:00 PM

ANHEUSER-BUSCH BREWERY TOUR AND DINNER PARTY
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CR-ONLY DAY: WEDNESDAY, OCTOBER 7, 2015
7:30 AM
7:00 PM

REGISTRATION

7:30 AM
8:20 AM

BREAKFAST

8:30 AM
9:30 AM

Closing Keynote

Are They Spurious Correlations?  
Evaluating Insights From Social Media
DR. JENNIFER GOLBECK, Director, Human-Computer Interaction Lab,  
University of Maryland

BONUS! 2016 TRENDS: Preparing for the Mysterious World of Gen Z Centennials

Back by popular demand! Computer scientist Dr. Jennifer Golbeck is one of the top-rated keynote 
speakers in MRA history (it’s true—we checked). We’re bringing her back to help us avoid the 
Big Data trough of disillusionment (or to get out of it, for those who are already there). As was 
introduced in her first keynote with us at ISC, new algorithms can uncover all kinds of detail from 
people’s social media and other Big Data profiles. But the results shift over time, predictions don’t 
always make logical sense and the results can feel unreliable or irrelevant. This time, Dr. Golbeck will 
discuss the types of insights computer science can find and will delve into 1) which parts of them 
are meaningful in other contexts, 2) which outputs to trust, and 3) exactly how these algorithms 
can be applied for unique and useful research results.

10:00 AM
12:00 PM

CR-Only Team Workshops & Solution Exchange –  
Tackling Your Biggest Business Challenges
After Wednesday morning’s keynote, corporate researchers will form 20 CR-only structured 
workgroups and spend 2 hours brainstorming their toughest business challenges.
After lunch, the 20 workgroup leaders will deliver 90+ minutes of rapid-fire solution-sharing and 
Q&As for all CRs in attendance.
Many CRs consider this the most valuable part of CRC. We can’t wait to see what you come up with!
Wednesday’s private workshops are an opportunity for peer-to-peer benchmarking and collaboration 
for corporate researchers only. However, we’ll share all results in an anonymized written report to all who 
attend CRC, including providers! 
Before the conference, you and other corporate researchers will receive a link to a brief survey to identify 
your top three business challenges. On Wednesday, you will join a team with similar challenges to find 
solutions as a group. An established process and guidance through leadership at each table will help to 
maximize the value of the experience for all participants.

12:00 PM 
1:00 PM

CR-ONLY LUNCH

1:00 PM 
3:00 PM

CR-ONLY SHARED LEARNING SESSION

Providers: Please join us for our closing keynote, Jennifer Golbeck!
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YOU ALWAYS  
LEARN MORE  

ON THE  
PLAYGROUND 

ANYWAY

To feel understood is powerful. To 
share problems, cathartic. That’s why 
all networking events are included 
in the cost of registration. We know 
conversations with other researchers 
are what make CRC special, and our 
agenda gives you plenty of opportunity 
to have both formal, structured 
roundtable discussions and casual 
conversations over food and drink. 

CR MEET & GREET
Monday, October 5, 2015, 11:30 AM to 1:00 PM

This is the first (but not the last!) chance for corporate researchers to 
gather behind closed doors. Bring your business cards! 

NETWORKING IN THE EXPO (2)
Tuesday, October 6, 2015 10:30 AM to 11:15 AM

Tuesday, October 6, 2015 2:50 PM to 3:35 PM

Share your problems. You’ll get solutions. Education continues through 
CRC’s 50+ exhibitors who offer a wealth of experience through their work 

with others – which may just benefit you! These brainiacs could serve 
as your trusted partners, offering products and services to optimize the 

development of marketing research insights and strategies. 

ANHEUSER-BUSCH BREWERY 
TOUR AND DINNER PARTY

Tuesday, October 6, 2015 6:00 PM to 9:00 PM

We’re bringing all our new friends to Anheuser-
Busch’s iconic brewery, a popular St. Louis 

destination for obvious reasons.

BREAKFASTS (2)
Tuesday, October 6, 2015 :20 AM to 8:20 AM

Wednesday, October 7, 2015 7:20 AM to 8:20 AM

Free bacon, and more! We’re not fruit-and-bagels 
people. It’ll be the full spread, if you don’t sleep in. 

DINNER PARTY IN THE EXPO
Monday, October 5, 2015, 11:30 AM to 1:00 PM

We’re taking the party where all the fun is 
anyway. Imagine the best giant dinner party 
you’ve ever attended. Add 50+ exhibitors 
bearing gifts.

CR-Only Lunch
Tuesday, October 6, 2015 6:00 PM to 9:00 PM

A relaxing break or a working lunch – your 
team decides.
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EVEN MORE REALLY 
COOL STUFF 

BONUS FEATURES

Be in Jeremy Gutsche’s next best 
seller! / NYT Best Selling author 
Jeremy Gutsche will be inviting 
every corporate researcher 
attending CRC to take part in an 
interview, leading to a special 
lunch-time report and a mini 
book about our critical themes, 
opportunities and best practices. 
The telephone interview will be 
quick, but closely related to your 
experience, so please be sure to 
take part!

Future Lab / Experience drones, 
oculus rift, and even consumer 
research in Virtual Reality. Trend 
Hunter’s team will be onsite to 
show you a sneak preview of 
their virtual inspiration cloud 
where you can find your next 
idea through a series of inter-
related virtual rooms. Free Trend 
Reports / Connect with a Trend 
Hunter and they will offer you 
one of 50 different premium 
research reports, free. Explore the 
latest in Millennials, marketing 
strategy, retail technology, flavor 
innovation, or the category of 
your choice!

2016 Trend Reports / You’ll be 
among the first in the world 
to preview 2016 trend content 
based on insights from Trend 
Hunter’s 100,000,000 person 
focus group via four fast-paced, 
TED-style talks prior to each 
keynote session: 

1.  Extreme Personalization and 
the Maker Culture Movement 

2.  Retail Tech and the  
Changing World of How 
People Will Buy

3.  The 3 Critical Sub-Segments  
of Millennials

4.  Preparing for the Mysterious 
World of Gen Z Centennials

“Let’s go invent tomorrow.” – Steve Jobs
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DON’T MISS THE CHANCE TO 
SPEAK WITH OUR PARTNERS

EXHIBITORS  
& SPONSORS
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Pricing
Early
ENDS SEPTEMBER 10

Standard
AFTER SEPTEMBER 10

$1399 Member $1699 Member

$1599 Non-Member $1899 Non-Member

REGISTER AT CRC.MARKETINGRESEARCH.ORG

REGISTER FOR CRC!
Questions? Call 202-800-2545.

Everyone / Keynotes and sessions, hot breakfast Tuesday and Wednesday morning, lunch on Tuesday, all 
Expo breaks, Dinner Party in the Expo, and Anheuser-Busch Brewery Tour and Dinner Party. 
Conference ends for non-CRs after the Wednesday morning keynote.*
Corporate Researchers / Monday: CR-only Meet & Greet. Wednesday: CR-only workshop, lunch, and 
shared learning session.

Renaissance St. Louis Grand Hotel / Discover this premier newly-renovated hotel in downtown St. Louis, 
situated in the heart of the city center. The Renaissance St. Louis Grand, a classic luxury hotel near the 
Ballpark Village, blends unique amenities with classic style. 

Conference rate is $179 / Call 314.621.9600 and indicate you are with MRA. Reservation deadline is 
September 11, 2015

PRICING & HOTEL INFO

Corporate researchers, sometimes abbreviated as “CRs”, are researchers whose clients are internal. For example, if you work for FedEx, the 
government or a nonprofit, you are likely a corporate researcher. If you work for Nielsen or Ipsos, you are likely not a corporate researcher.
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“

“

We’ve had several people from Wells Fargo go to it over the years 
and I’ve heard great things about it, so I’m glad it’s my turn!
ROXANNE GRAY, Vice President Market Research Manager, Wells Fargo
Presenting: Finding Stories: How Wells Fargo Built a PR Research Platform to 
Quadruple Its Earned Media

MARKETING RESEARCH ASSOCIATION
1156 15TH STREET NW, SUITE 302 
 WASHINGTON, DC 20005

REGISTER TODAY AT CRC.MARKETINGRESEARCH.ORG

2015 • ST. LOUIS


