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Is opt-in the future of market research?
And if so, how should we prepare for it?
Nicky Perrott, The lllumination Business

“Tonight, matthew, I'm going to be ...”
Elaine Francis, Criteria Fieldwork Ltd
& Ken Parker, Discovery Research Ltd

‘Out of the mouth of babes’ ... How should we be marketing to
children
Barbie Clarke & Joe Michael Kids & Youth Research & Consultancy

'Dirty data’ and customer feedback applications
A model for development of proprietary database assets
Jeffrey W. Manning, Ogilvy & Mather Ltd

“Free yourself from research — four rants and a challenge”
Philly Desai, Turnstone Research and Consultancy

With contributions from Gill Ereaut, Consultant

Mike Imms, Partners in Development

Ray Poynter, The Future Place

Paul Vittles, RBA

The 2001 census: new free data for researching the UK'’s population
Keith Dugmore, Demographic Decisions Ltd

Opportunities to leverage the census for research and marketing
Barry Leventhal, Teradata Division of NCR
& Corrine Moy, NOP World

Using the 2001 census for retail analysis
James Nolan, Location Planning Analyst, Woolworths Plc
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Market research as warfare
Peter Cooper, CRAM International

Identifying, nurturing and developing tomorrow’s leaders today
Georgie Maynard, Opinion Leader Research Ltd
& Claire Davis, Accenture

A data factory in the middle of storyville?
Preparing the market research industry for the dream economy
Jonathan Fletcher, Citigate DVL Smith

Market research and the high table:

Defining the need and plotting the route

Tim Baker, Touchstone Partners

Martin Callingham, Birkbeck College, University of London

The rise of the stupid network effect
Mark Oldridge, Ogilvy & Mather Ltd

‘Nothing about us without us’ Meeting the challenges of a national
survey amongst people with learning difficulties

Professor Eric Emerson, Institute for Health Research, Lancaster University
Dr Sally Malam, Lucy Joyce, & Jim Muir BMRB Social Research

Central England People First

'Shifting the balance of power’ Using research to put the theory of
the NHS plan into practice
Catherine Meaden, Opinion Leader Research Ltd

Beyond wealth and poverty A new model — measuring well-being
and everyday quality of life: how people live
Neil Higgs Research Surveys (Pty) Ltd, SA
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With one in five adults illiterate, what can we researchers do to help
marketers not just “get by” but “get on"?

Kate Willis, Kate Willis Research
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Capturing the emerging zeitgeist: aligning The Mirror to the future
Simon Clough, MGN

Lyn McGregor, Independent Consultant
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Breaking though the boundaries — MR techniques to understand
what individual customers really want, and acting on it

Phyllis Macfarlane, NOP Research Group
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can beat off the challenge of the management consultants”

Gill Aitchison, & Andy Parker Ipsos UK
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Oh no, the consultants are coming!

Sid Simmons, Incite Marketing Planning
Angela Lovejoy, McKinsey and Company, Inc
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There’s one in every crowd - Understanding brands throught
archetypes

Rupert Blackwell & Judy Taylor, Leapfrog Research and Planning
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Son et lumiére in qualitative research
Neil McPhee, MORPACE International Inc

PAPER TWENTY-FOUR

‘Research! a mere excuse for idleness; it has never achieved, and wiill
never achieve any results of the slightest value.’

Viki Cooke Opinion Leader Research Ltd
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Roy Langmaid, & Mac Andrews, Transformations Ltd
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‘What part of the word ‘'no’ don’t you understand? ™’

Why the dissatisfied consumer will not put up with arrogant brands
any longer

Caroline Chandy, Publicis
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Researching the 4th dimension
Nick Gadsby, Duck Foot Research and Development
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Coolhunting with Aristotle Welcome to the hunt
Nick Southgate, Cogent
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Exploitation to engagement:

The role of market research in getting close to niche targets
Victoria Brooks, Fallon London
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The slag of all semioticians — Semiotics as a springboard toward
radical creativity

Greg Rowland, Greg Rowland Ltd
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Arup Bose, Partha S Jha, Amol Shenai, S Sreeram,

NFO WorldGroup MEA, Dubai
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The making of tomorrow’s consumer
Jean McDougall, Millward Brown Group
David Chantrey, Millward Brown UK
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"Face-to-face: how a new twist on ‘meet the viewer’ is helping to
improve television coverage of developing world news”

Deborah Mattinson, Opinion Leader Research Ltd

Julia Rulf, BBC

Decision time: Why big business’ desire to rediscover their consumer
intuition could, for the market research industry, be the next big
thing.

Helen Trevaskis, Independent Consultant

Change in time, before time changes you
David Smith, Citigate DVL Smith

Innovation in online research - Who needs online panels?
Pete Comley, Virtual Surveys

The unfulfilled promise of internet research
George Terhanian, HI Europe

Asynchronous online discussion forums:

A reincarnation of online qualitative

Janet Balabanovic, & Martin Oxley, NFO Europe Interactive
Dr. Nieke Gerritsen, Unilever Research and Development

The science of the brands: Alchemy, advertising and accountancy
Anthony Tasgal, Freelance Hyphenate

Contagious demand
Jim Crimmins, & Ned Anschuetz, DDB Worldwide

Advertising to the herd: how understanding our true nature
challenges the ways we think about advertising and market research
Mark Earls, Ogilvy & Mather Ltd
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Customer satisfaction is dead. Are research agencies alive?
David Jamieson, Maritz Research UK

CRM and new marketing: How do we capture the customer
experience?
Kevin Ford, & Gailynn Nicks, Ipsos UK

Research-based CRM - Lessons learned and new directions
Professor Merlin Stone, Surrey University and IBM UK

Sharon Rees, NFO Financial Services

Professor Clive Nancarrow Bristol Business School, UWE
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