


Every year companies spend millions to support the compilation of data, and that doesn’t even 
include human capital costs. But to what end? Do companies really make the best use of cus-
tomer data to reach, influence and service their customers? Or are they failing to capitalise on 
their data assets? Do you need to make your data work harder and smarter?

Research Conferences is delighted to present a new event which will address the important 
new discipline emerging in how companies can better integrate multiple data flows, particu-
larly their market research data, in order to improve customer intelligence, predictive analytics 
and optimise a CRM strategy. The event brings together the major stakeholders from key sec-
tors to develop and share best-practice approaches, techniques and strategies. 

Marc Brenner
Editor, Research magazine

Data matters
Harnessing the power of data  
to achieve competitive edge

One-day conference

Welcome Conference Programme
14:05	� Making technology decisions: What do we want from the IT systems that 

support this brave new world? 
	 l �Considering ways to combine data
	 l �Bringing together attitudinal and behavioural data
	 l �The methods and techniques to bring together data
	 l �Implementation and user requirements
	 l �Data models and formats
	 l �Organisational challenges and barriers to acceptance

14:30	�� Aligning data mining and market research within your customer  
intelligence strategy 

	 l �Best-practice insight – what is it and how do you guarantee it?
	 l �Strengths and weaknesses of customer vs market research
	 l �Data fusion – integrating multiple data streams
	 l �Building an insight strategy and plan

14:55 	 Q&A

15:10 	 Coffee break

15:30	 Keynote ADDRESS:  
	 ‘Silly things you can’t afford to do anymore’
	� There is a great conundrum in research. It illuminates many things, but far too rarely 

predicts what people actually do. Tests do, but they often flatly contradict the research. 
Drayton demonstrates some examples and allows you to test your judgement. He also 
looks at research approaches – especially online – that are changing everything.

16:20	� Panel debate: How should agency and client work together to ensure the 
confluence of market research and data mining?

	 l �What are the responsibilities of the agency?  
What are the responsibilities of the client? 

	 l �To what extent do agencies have the capacity or expertise to support this strategy?
	 l �How agency and client can facilitate the integration of market intelligence  

and databases 
	 l �Cultivating the adoption of metrics, research and data mining in the  

corporate structure. 

16:50	 Closing remarks from the chair

17:00	 Drinks reception - courtesy of  

James Wilkinson, 
Managing Director,  
PCA Group

Tim Macer, 
Managing Director, 
Meaning Ltd 

Drayton Bird, Chairman & 
Creative Director, Drayton 
Bird Associates and Founder 
& Dean of Faculty, European 
Academy of Direct & 
Interactive Marketing

Nigel Grimes,  
Douglas Hunter,  
James Wilkinson,  
Martin Hayward,
Drayton Bird

John McConnell, 
Director,  
Analytical People 

Programme highlights include:

l ��New approaches to the confluence of market research and data mining

l ��Standardisation of approaches and strategies 

l ��Case studies illustrating best practice in data integration 

l ��Practical examples of how to develop effective, predictive models that will 
impact directly on brand and profit 

l ��Bringing together customer behaviour analysis and customer attitude analysis

l ��Optimisation of customer analysis and CRM 

l ��Technology choices and technology decisions 

l ��Clarifying how agency and client can collaborate effectively 

l ��Neural networks and other advanced techniques

Who should attend? 
Anyone who is involved in

l ��Market research l ��Customer insight l ��Market intelligence 

l ��Data analysis l ��Marketing l ��Data strategy l ��CRM l ��IT 

For booking information visit www.research-live.com/conferences For sponsorship opportunities email jennifer.sproul@mrs.org.uk

Nigel Grimes,  
Former Customer Insight 
Director, Centrica, Air Miles 
and RBS Insurance

Douglas Hunter,  
Former Director Consumer 
& Market Insights – EMEA  
& India, Motorola 

Martin Hayward,  
Director of Strategy & 
Futures, dunnhumby 

Mike Page, Managing 
Director, Cognicient

David Smith,  
Director, DVL Smith Ltd

analytical-people

09:15	 Registration and refreshments

09:45	O pening remarks from the chair

10:00 	 “How the seven frames can help us become the client’s wide-angle lens”
	 l �This paper argues that ultimately it is market researchers’ ability to integrate different 

sources of evidence into a compelling corporate story that will help enhance the 
quality of business decision-making. This depends on the market researchers’ ability to 
look at data from a number of different technical, creative, and business perspectives.

	 l �The paper argues that there are seven ‘frames’ a market researcher who wants to make 
a difference to the growth and development of their client’s business must apply in 
looking at different combinations of data.

	 l �The paper provides the context for the following sessions at the conference where 
the  focus is on the companion skills needed to develop tight techniques that help us 
integrate information.

	 l �The paper argues that market research does not have to be a difficult to define 
‘black art’ of variable quality, but a skill that can, through careful professional skills 
development, become disciplined and focussed even though researchers are working 
with many different information sources.

10:25	� Deriving maximum customer insight through the integration of  
behavioural and attitudinal data

	 l �Joined-up insight finally becomes possible
	 l �How shopper data is transforming insight speed and granularity
	 l �Towards a 500-million household panel
	 l �Overlaying attitudes onto passively recorded behaviours
	 l �Towards the Holy Grail: Household level media exposure

10:50	 Q&A

11:00	�N etworking break

11:30	 Advanced analytics in an increasingly complex world  
	 l �The changing role of insight and the insight manager
	 l �Approaching your customers in a different manner
	 l �Helping to drive growth and develop a more meaningful dialogue

11:55	� Deploying advanced neural networks in market analysis and data mining 
	 l �What are neural networks?
	 l �Using neural networks to squeeze more meaning out of the data you’ve got
	 l �Demonstrating how neural networks learn through training and can provide a powerful 

customer predictor tool
	 l �Using neural networks to improve customer targeting and determine the most effective 

communication channels

12:20	� Q&A

12:30	N etworking lunch

13:40 	� Customer base management for dynamic markets  
	 l �What capabilities are required to successfully manage large, highly volatile  

groups of customers?
	 l �Why the technology isn’t the major problem – and what is
	 l �The interface with market research in these challenging times
	 l �How to tune the machine to deliver – cash-generating processes
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Sponsored by

Organisers 

Research Conferences, organised in association with  
MRS, take place throughout the year and offer a series  
of leading-edge one-day conferences, seminars, workshops 
and the Annual Conference, which takes place in London 
during March.

Attendees of Research Conferences include agency heads, 
market research managers, young researchers, 
planners, marketing directors, advertising agency 
executives, brand consultants and academics.
www.research-live.com/conferences

With members in more than 70 countries, MRS is the 
world’s largest association serving all those with 
professional equity in provision or use of market, social 
and opinion research, and in business intelligence, market 
analysis, customer insight and consultancy. All individual 
members and company partner organisations must comply 
with the MRS Code of Conduct.
www.mrs.org.uk

Sponsorship oppportunities

Become involved as a sponsor at a Research Conference 
and get access and exposure to a highly targeted audience 
and the biggest brands. Your presence at these events puts 
you and your organisation into immediate contact with a 
captive audience of potential customers. 

For more information and tailor-made sponsorship 
packages, contact Jennifer Sproul on +44 (0)20 7566 1842  
or email jennifer.sproul@mrs.org.uk

Sponsor

Cognicient are the world’s first integrative research agency, 
helping clients to get more out of the research data they 
already have.

Cognicient’s recently launched FusionPoint. The software 
allows clients to build a warehouse of all their research 
data in a way that enables them to reference it in a 
systematic way but also, more importantly, to mine it 
to discover patterns, trends and insights locked within 
their data that can only be found through a systematic 
integration of research.

 

Research 2009:  
The Annual Conference 
A festival of ideas, innovation and inspiration 
24 & 25 March 2009, Park Plaza Riverbank 
Hotel, London 

This year’s conference is devoted to inspiration, innovation 
and ideas. Research 2009 will put leading-edge thinking, 
expertise and debate centre stage. 

Robert Winston, Professor of Science and Society and 
Emeritus Professor of Fertility Studies at Imperial College, 
will open the conference with a fascinating interview 
addressing the role and impact of science on our culture and 
society. 

Day two will open with innovation and creativity expert 
Charles Leadbeater, dubbed one of the most influential 
creative people in the world, who will discuss how 
companies can mobilise consumers as co-creators and 
innovators.

More details on the conference programme and how to get 
involved visit www.research-live.com/research2009  
for up to date information and bookings.
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