
CONTENTS 

1

Coming together
authors Danny Murray 

SSL International 
Laure Manuel
Harris Interactive

24 & 25 March 2009,
The Park Plaza Riverbank 
London 

Conference Papers
Contents



CONTENTS 

2

Contents  

© COPYRIGHT 2010 MRS

MRS

15 Northburgh Street,

London EC1V OJR, United Kingdom

T: +44 (0) 20 7490 4911 F: +44 (0) 20 7490 0608

E: conference@mrs.org.uk W: www.mrs.org.uk

All Rights Reserved

No part of this publication may be reproduced or transmitted in any form or by any means (including photocopying and recording) 

without the written permission of the copyright holder except in accordance with the provisions of the Copyright Act 1956 (as 

amended) or under the terms of a licence issued by the Copyright Licensing Agency, 7 Ridgmount Street, London, WC1E 7AE, 

England.

The written permission of the copyright holder must also be obtained before any part of this publication is stored in a retrieval 

system of any nature. Applications for the copyright holder’s written permission to reproduce, transmit or store in a retrieval system 

any part of this publication should be addressed to the publisher.

Warning

The doing of an unauthorised act in relation to a copyright work may result in both a civil claim for damages and criminal 

prosecution.



CONTENTS

3

PAPER 1 	� CULTURES OF COLLABORATION 
Tom Ewing, Social Media Knowledge Leader, Kantar Operations

		
PAPER 2	� Sex, Lies and Chocolate: How communities can change the 

way you think about innovation for good
		  Doron Meyassed, Managing Director, Promise Communities
		A  nna Peters, Consultant, Promise Communities
		  Dr Nick Coates, Research Director, Promise

PAPER 3	 Walking on a tight rope: changing the way we do research 
		  Jane Breeze, Research Consultant Manager, COI
		  Neil Samson, Consultant, Opinion Leader

PAPER 4	� Complex conversations: new approaches in social  
marketing research for Tower Hamlets NHS

		  Dr. Stephen Bell, Research Manager and Deputy Head of the Social Marketing Unit, Ipsos MORI
		  Johanna Shapira, Director, Head of Ethnography, Ipsos MORI

PAPER 5	 New Media Research: User Generated Social Media
		  Douglas Dunn, Managing Director, Tuned In Research 
		  Debi Bester, Creative Director, Proximity London

PAPER 6	 CONTAGION: MAKING SENSE OF A MARKETING EPIDEMIC
		  David Penn, Managing Director, Conquest Research

PAPER 7 	�U SING AN EMOTIONAL MODEL TO IMPROVE THE MEASUREMENT  
OF ADVERTISING EFFECTIVENESS

		  Orlando Wood, Innovation Director, BrainJuicer

PAPER 8	� Bioshopping: Revolutionising shopper insight
		  Ian Addie, Research & Development Director, Nunwood
		  Dr David Lewis-Hodgson, Neuropsychologist and Chairman and Director of Research, Mindlab International

PAPER 9	 Brains, Babies and Bathwater
		  Graham Page, Executive Vice-President, Consumer Neuroscience, Millward Brown

PAPER 10	Rese arch 2.0 Engage or give up the ghost?1

		  Martin Oxley, Managing Director, BuzzBack Market Research
		  Brendan Light, Senior Vice President of Research and Development, BuzzBack Market Research

PAPER 11	 Engaging young people online Hype, Empowerment  
		  and Control
		  Claudio Pires Franco, Research Manager, Dubit Limited, MA Media Culture and Communication (ongoing),  
		I  nstitute of Education, University of London
		  Dr. Shakuntala Banaji, UK Researcher on the European Union funded Framework 6 project CIVICWEB
		  Centre for the Study of Children, Youth and Media, Institute of Education, University of London

PAPER 12	� Engaging business decision-makers online: What do they 
love and hate about online market research?

		  Mark Walton, Senior Vice-President, Global Developments, e-Rewards, Market Research,  Research Now

Click on the paper titles below to be taken to the relavant paper



CONTENTS

4

PAPER13 	� Co-creating Insights: Challenging the way we get to insights 
by adopting a more collaborative approach to research

		  Philip McNaughton, Research Director, Face
 		  Beth Corte-Real, Head of Consumer-Shopper Insights, Great Britain and Ireland, Coca-Cola 

PAPER 14	 SUCCESSFUL CONSUMER CO-CREATION: THE CASE OF  
		  NIVEA BODY CARE
		  Volker Bilgram, Project Manager,  HYVE AG
		  Dr. Michael Bartl, CEO, HYVE AG
		  Dr. Stefan Biel, R&D Manager, Beiersdorf AG

PAPER 15	� SOCIALISING INSIGHT TO DRIVE CORPORATE COLLABORATION: 
		�w  hat happens when brands start co-creating among  

themselves as well as with consumers
		  Brendan Bolger, Senior Researcher, Sense Worldwide
		  Claire O’Conner, EMEA Director, Insights and Innovation, Discovery Networks, EMEA

PAPER 16	 Enchantment: Using semiotics to understand the  
		m  agic of branding
		  Nick Gadsby, Associate Director, Lawes Consulting

PAPER 17	� Inside Language: Telltale Words, Family Stories and How  
to Spot Totem Poles

		R  osie Campbell, Director, Campbell Keegan

PAPER 18 	Reco gnition, Trial and Redemption:  
		�  a semiotics of the community narrative for government  

behaviour change campaigns
		  Amrita Sood, Research Director, GfK NOP, Social Research
		  Simon Pulman-Jones, Global Head of Qualitative and Ethnographic Research, GfK NOP

PAPER 19 	�A  Taxonomy of New MR
		  Ray Poynter, Managing Director, The Future Place

PAPER 20 	� Content analytics and the future of market research  
The Cloud of Knowing Project

		  John Griffiths, Founder, Planning Above and Beyond

PAPER 21 	� The research industry needs to embrace radical change in 
order to thrive and survive in the digital era

		  Tom Woodnutt, Director of Digital, Hall & Partners
	 	R ichard Owen, Global head of Innovation, Hall & Partners

PAPER 22  	�COMMuNICating CrEATIVELY: fromgITaL MEDIa TO STains ON 
the bedroom floor

		  Simon Shaw, Account Director, Brahm

PAPER 23 	� The Rashoman Effect: Exploring the meaning of qualitative 
research analysis     

		  Peter Tottman, Qualitive director, Jigsaw Research

PAPER 24 	� Tell the truth and shame the devil: How can the discipline 
of journalism improve insight and research?

		  Neil Swan Principal, SwanUpping
		  Brian Cathcart, Professor of Journalism, Kingston University


