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CONFERENCES

Data matters
Using data to understand, retain and win customers 
Mayfair Conference Centre, London W2 2ES 
One-day conference, 17 February 2010

Book now at research-live.com/events 

Businesses strive to understand customers, 
target demographics and gain deep insight 
into the wants and needs of their audience. 
Presentations from Interbrand and Oracle, among others, 
will illustrate data techniques designed to allow you to 
gain the maximum insight into your customer base.

Come along, join in and learn more about: 

l   Using data to improve customer retention rates

l   Creating a customer segmentation that works 
using web data

l   Helping the customer to provide better quality 
data

l   Applying analytical insight to inform branding 
decisions and business results

l   Utilising data to identify and reward 
high-potential customers

Companies sharing their ideas include:
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Anna Cliffe, 
Head of Insight,  
Brahm

Martin Hayward, 
Director of Strategy & 
Futures, dunnhumby

 Andy Wells,  
Senior Lecturer in 
Psychology, Institute 
of Social Psychology, 
London School of 
Economics and Political 
Science (LSE)

Larry Ryan,  
Director,  
Behaviour and 
Attitudes

Graham Hales, 
Managing Director, 
Interbrand UK

Chris Dubreuil, 
Head of Client 
Development UK, 
Research Now  

For booking information visit research-live.com/events

For sponsorship opportunities email jennifer.sproul@mrs.org.uk

08.30 Registration and refreshments

09.15  Chair’s welcome

GAINING USEFUL DATA FOR INSIGHT INTO CUSTOMERS

09.25 Keynote address 

10.10  What is a customer?
  •  Identifying the contrasts between an informatic and a psychological perspective on 

customers

  •   Informatic perspective: Developing practical definitions of the term ‘customer’ for data 
gathering, retrieval and analytic purposes

  •   Psychological perspective: Understanding customers as human agents with specific 
desires, needs and motivations

  •   Are these two perspectives compatible or will there always be a tension between them?

10.40  Turning data into insight: Four trends that create the perfect storm of 
customer engagement  

   •  Emerging trends in the UK and Ireland in both consumer and client thinking 

  •  Effects of a harder-hitting recession in Ireland: A more open and externally reliant country 
than any other European economy

   •  Assessing the impact of profound social and market change in Ireland after the bust

   •  Trends present elsewhere: Ethnography, mass customisation, company and consumer 
collaboration, smelling the coffee and being nice

  •  Impact of trends within Ireland’s pressure cooker atmosphere

11.10 Morning refreshments

11.30 How analytical insight informs branding decisions and business results
  •  Exploring the importance of data and analytical interpretation in informing key business 

decisions  

  •   Using leading case study examples from major global branding projects to illustrate the 
importance that data plays in defining the right brand strategy to deliver

FOCUS ON TECHNIQUES AND CUSTOMER RESEARCH

12.00  Survey design, customer satisfaction and panel member retention
  •   Engaging, rewarding and motivating online panellists for member retention

  •   Highlighting aspects of panel management that cultivate members

  •   Quantifying the impact survey design has on participant satisfaction and future activities

  •   Findings from Research Now’s analysis of its survey participation database and survey 
satisfaction questionnaire

12.30  The truth is out there: Making the best of web-generated data
   •  Looking at practical examples from recent projects for clients including Seven Seas

  •  How can you make the best of the valuable data available via the web?

  •  What are the challenges in using search, analytics and Twitter to create insight?

  •  The brave new world of mindset analysis: Do demographics matter online?

   •  Breaking down the barriers between digital marketers and researchers: What are the 
benefits in getting closer?
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Dr Angela Karlsberg, 
Head of Analytics,  
McCallum Layton

Matthew Dodd, 
Vice President Research 
& Analytics, EMEA,  
The Nielsen Company 

Natalie Kouzeleas, 
Senior Director 
Marketing, Loyalty 
Solutions, Oracle

In association with Research partner

13.00 Networking lunch

14.10  Segmentation strategy: Using data to identify and increase appeal to 
high-potential customers

   •  Helping companies identify and approach different customer types with offers that will 
yield the greatest returns through a well-planned segmentation strategy. 

   •  Using consumer data to identify and solicit high-potential customers and competitors’ 
customers 

   •  Making sense of your customer data to identify new and rewarding ways to turn data into 
effective insight 

   •  Making data work in a segmentation strategy to drive different usage and behaviour 
patterns. 

USING DATA TO INCREASE RETENTION OF CUSTOMERS

14.40  Using social media in acquiring and retaining customers
  •  Why data is an important part of customer retention

  •  Developing a better understanding of customers through profiling

  •  Targeting for retention

  •  How to use statistical modelling to identify who best to target

15.10 Afternoon refreshments

15.30 Creating loyal customers: setting goals and measuring success
  • The power of partnerships and collaboration

  •  The power of community (word of mouth, viral marketing and Web 2.0): How communities 
of loyal customers now fuel the entire marketing engine

  •  The power of data:  A brand is essentially the sum of its customer interactions. With 
marketers driving the entire customer experience using data practice enterprise loyalty, how 
do we transform a company from a product-focused model to a customer-focused one?

  • The power of technology

16.00 How loyalty enables effective data usage to impact customer experience
  •  Creating a loyalty programme which affects customer experience

  •  Identifying the latest trends in the CRM landscape

  •   Customer case study: How Swedish Railways changed from an unprofitable government 
rail organisation to an award winning customer-focused success story

  •  Looking at the industry’s landscape, the challenges and solutions

   •  Case study results: How robust data analysis and action makes a difference to customer 
experience management.

16.30 Chair’s closing remarks

16.40 Close of conference

Charles Humphreys, 
Client Development 
Director, Nectar
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Delegate details
First name Last name

Company Job title

Email address  Tel

Total fee       £                         + VAT    £                                        =       £

Booking query contact  Company name

Email Tel

Address 

Postcode Country

Payment method Please tick as applicable

Payment  All fees are to be paid in pounds sterling and are subject to VAT at a standard rate of 17.5%, including international bookings. As 
a condition of entry on the day of conference, full payment must be received prior to the event.

 Cheque/banker’s draft (made payable to The Market Research Society)

 Bank transfer (MRS bank details: Barclays Bank PLC, 27 Soho Square, London W1D 3QR
     Sortcode 20-67-59. Account no. 20618357. Swift Code BARCGB22. IBAN no. GB23 BARC 2067 5920 6183 57)

 Invoice (Please note that all invoices must be settled prior to the event)

Address for invoice (if different)

Postcode Country

  Credit card Please charge my     Visa     Mastercard     Amex Maestro/Switch – issue no:

Start date Expiry date Amount (inc VAT) £

Card No Validation code (last 3 digits)

Cardholder’s name Signature

Cardholder’s address (if different)

 Postcode

Booking conditions: Substitutions may be made in writing at any time. However, 

we are unable to make refunds or cancel invoices for cancellations received less than 

28 days before the conference is scheduled to take place. Payment must be received 

before the event to ensure entry. Please note that for overseas delegates payment is 

required with the booking.

Data Protection: The Market Research Society processes the information provided 

by members and non-members to enable it to carry out its activities in accordance 

with its objectives and for its administrative purposes. We may use the information  

to tell you about our other products and services. 

We may also make it available to any person on request to enable them to contact you for 

any purpose other than direct marketing. If you do not wish the information to be disclosed 

in this way, please notify us in writing. The Society is occasionally approached by other 

organisations who wish to engage in direct marketing to its customers. If you do not object 

to the Society disclosing the information it holds for these purposes, please tick this box. 

I accept booking conditions (please sign)

The Market Research Society, 15 Northburgh Street, London EC1V 0JR. 

Registered in England No 518685. VAT No. GB 239 8954 04.

Booking form
How to book
* Visit www.research-live.com/events  
* Or send this form to: Kulvir Dhillon, Research Conferences, MRS, 15 Northburgh Street, London EC1V 0JR
* Or fax it to +44 (0)20 7490 0608
* Company Partners – please call +44 (0)20 7566 1853 or email kulvir.dhillon@mrs.org.uk

Where did you hear about this conference? 
 Friend/colleague  Email  Direct mail

 Publication – which?  Website – which?  Other – please specify

Delegate fee Until 22 January From 18 December
MRS Member £345 (£405.38 inc VAT)  £395 (£464.13 inc VAT)
Non-Member £500 (£587.50 inc VAT)  £550 (£646.25 inc VAT)

Data matters, 17 February 2010, Mayfair Conference Centre, London W2 2ES

Please note. Early Bird fees 
must be paid in full by 22.01.10
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 Discount

Data Matters 4pp.indd   4 20/11/2009   17:14




