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Message from the Chair
On behalf of the organising committee, I am delighted to invite you to join us in Sydney for the 2011
National AMSRS Conference.
Drawing on the famous quote from ‘Alice in Wonderland’, our conference theme “Curiouser &
Curiouser” represents a truism for our industry.
As researchers we possess an insatiable curiosity! Having a thirst for knowledge, we go beyond the
obvious and take up the role of the curious investigator. We immerse ourselves in the wonder of the
moment, we investigate, we analyse, we tell the story.
As you peruse the conference program, you will find an incredible line-up of talented keynote and
invited speakers who are sure to spark your curiosity and stir up some lively discussions!
We’re going to learn a lot about our brains from Cordelia Fine to Sheila Keegan and then Matt Church
promises to energise us with a unique look at the chemistry of success. After Steve Van Aperen takes
the stage to unlock the secrets of lie detection, I’m sure we’ll all be secretly scrutinising each other’s
body language! Reverend Keith Garner will inspire you by the application of research in the social
sector and Danica Allen will have you buzzing with new ideas.
If you want to know why lightning ‘does’ strike the same place twice, then the breakfast session
featuring the ‘scarily’ intelligent pairing of Dr Karl Kruszelnicki and Ruben Meerman is sure to satisfy
even the most curious amongst us.
With so many parallel sessions, this year’s conference also provides an excellent opportunity for
knowledge sharing and delivers a unique platform to reflect on current approaches, celebrate
successes, learn from challenges, and explore what’s emerging for the future.
For the first time in many years we’re also including a ‘bookstand’ that will showcase some of our
industry’s finest, and workshops return with some red hot topics designed for rich
intellectual exchange in a more relaxed café-style atmosphere.
Finally, with a bit of a twist on the ‘acrobat’ and the ‘gastronome’, the Gala
Dinner at the Sydney Town Hall, simply promises to amaze you.

CONFERENCE SNAPSHOT
Wednesday 7 Sept
9:00am

Workshops at the Hilton Hotel
Level 1 Hilton Hotel Sydney

7:30pm

Fellows Dinner
The King Street Brewery, 22 The Promenade, King Street Wharf

THURSday 8 Sept
7:30am

Day One - Hilton Hotel

	Registrations start at 7:30am
Conference starts at 8:45am - Plenary Hall – Level 3

5:00pm

AMSRS AGM Plenary Hall – Level 3

7:00pm

Gala Dinner Sydney Town Hall

I know you’re curious! Come join us!
Suz Allen, Conference Chair
Thanks to our wonderful Conference Committee:
Tiina Raikko, Ian Thomas, Chris Mawn, Huw Hepworth, Susan Byrne,
Jacqui Cristiano, Daniel Alexander-Head, and Peter Vitartas.

FRIDAY 9 Sept
7:30am

Day Two – Hilton Hotel

	New registrations start at 7:30am
Conference starts at 9am - Plenary Hall – Level 3

Message from our Platinum Sponsor
Welcome from Q
Greetings to all delegates, speakers and contributors to the AMSRS National Conference 2011:
Curiouser & Curiouser.
We at Q are delighted to support AMSRS this year as Platinum Sponsor. We are especially proud to
be associated with this year’s exemplary line up of speakers – led by a distinguished group of keynote
speakers and panellists, who bring a wealth of experience and insight to share with you.
With a great number of delegates attending from around the Asia-Pacific region, this year will have
generous opportunities for networking, socialising and professional development.
This conference will highlight and celebrate an exciting current phase for our industry, which
is being rapidly transformed by an influx of new technology and tools to collect, manage
and mine data, the establishment of many new boutique and independent agencies, and
of course, a shift towards new and exciting analysis software!
Welcome to AMSRS 2011 and please enjoy the proceedings.

5:05pm

Closing Drinks
Zeta Bar Sydney Hilton Hotel – Level 4

GET CONNECTED
Conference blog
Follow us on Twitter
Conference hash tag:
Linkedin:

www.amsrs2011.com
@amsrs2011
#AMSRS2011
AMSRS Group

Matilda Sarah
Marketing Director, Q
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Keynote Speakers
Danica Allen

Sheila KeEgan

Executive Vice President, GFK Custom Research North America

Founding Partner, Campbell Keegan Ltd (UK)

Danica Allen has a background in marketing research consulting focused on applied
multivariate statistical analysis and the design of brand equity, customer satisfaction
and market segmentation studies. She is the author of three recent books on customer
satisfaction research and analysis. Her fourth book, to be released next year, is titled
Cross-Cultural Psychometric Issues in Customer Experience Measurement. As a
member and past chapter president of the American Statistical Association, Allen is
particularly interested in latent class analysis, structural equation modelling, spatial
statistics, cross-cultural psychometrics with a focus on scale usage heterogeneity
correction, and data visualisation platforms.

Dr Sheila Keegan is a business consultant and chartered psychologist who works with
organisations to generate new thinking and new strategies; developing brands, products
and services, internal communications and corporate strategy. She is particularly interested
in the complexity sciences and exploring ways of introducing more improvisational and
holistic thinking into areas such as team dynamics, organisational change, developing
trust and strong and more authentic relationships between clients and their customers.
Keegan is a trainer in qualitative market research and a master practitioner of neuro
linguistic programming (NLP).

“The consumer experience: Transcending brand & loyalty”

Tools, from stone-age flints to iPads, have changed our environment irreversibly and enabled
the societies we are today. The web is the latest, most powerful and ubiquitous addition
to our armoury. True, we have misgivings; we worry about privacy and security, about
undesirable content. But where would we be without email and Google? The web empowers
and, enables us. We assume it will proliferate, become increasingly integrated within our
lives. However, we rarely consider how technologies themselves affect our brains. Keegan
will present scientific studies that increasingly demonstrate how web usage is changing how
our brains work; strengthening some capabilities and weakening others. She will look at how
the internet is changing our thinking and what this means for society and, indeed, for the
research industry.

The experience economy is finally here. Faced with steep competition, the spectre of
commoditisation and jaded consumers, many brands are focusing on differentiating their
products and services through the ‘experience’. This is attractive because experiences
are more difficult to copy, they’re often highly unique and subjective, and they can become
synonymous with the brand. There are innumerable examples: Starbucks, Jeep, Lego,
Nike and many more. In her keynote, Allen will examine GfK’s new Consumer Experience
(ConEx) system, the first and only commercially viable system for comprehensive experience
measurement and tracking.

John Griffiths

Matt Church

Creative Director, Spring Research (UK)

Author and public speaker

John Griffiths’ expertise spans communications planning, qualitative research, brand
strategy and insight generation. Prior to joining Spring, he ran the consultancy Planning
Above and Beyond for 10 years. Griffiths is also a visiting professor on the IE Business
School’s global MBA programme teaching the research component of the online digital
masters. Open source projects he has initiated include the Research Liberation Front (a
pressure group to challenge and renew the UK research establishment), Waggledancers
(the art of starting and growing pressure groups for change) and Cloud of Knowing (an
exploration of how to use online content as part of sound research practice). He has won
the UK Market Research Society (MRS) prize for Best New Thinking twice.

Matt Church is without a shadow of a doubt one of our country’s most established,
enduring and successful professional speakers. It is however his phenomenal ability to
teach that sets him apart from any other communication educator. For the last 10 years
he has been presenting his magnificent Chemistry of Success program to audiences of all
sizes and all over the planet. He is the creator of the global Thought Leaders movement
and is the coach behind some of the greatest speakers this country has produced. He
has published articles and books covering a range of topics from health to motivation,
lifestyle and communication. His latest book, Thought Leaders, helps clever people
become commercially smart, by explaining how you can capture, package and deliver
your ideas for greater commercial success.

“Through the looking glass”
In his keynote, Griffiths will look at how leveraging client involvement delivers better
research; how clients can be more actively engaged while research projects are in
progress to generate insights and to ensure that all insights can be put into action. He
will also discuss leveraging client insights during fieldwork and ensuring that the debrief
is more usable. Finally, he will examine how to operationalise the findings: the leave
behinds; the implementation meeting; mapping the channels client side to track usage
and implementation; and evaluating the impact of the research on organisation and
operation.
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“Are we losing our minds …and should we be bothered?”

“The Chemistry of Success”
There are over 400 different neurotransmitters, hormones and enzymes that affect how
people feel on any given day. Understanding the triggers and underlying chemicals behind
people’s behavior is profoundly useful in business. In this world-class presentation,
Church will explain how you can use this knowledge in business and life to improve
performance and gain a competitive advantage.
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Keynote Speakers

continued

Entertainment & Networking

Steve Van Aperen
Director, Australian Polygraph Services
Steven Van Aperen is known throughout Australia as an expert in the field of interviewing
and detecting deception. He is often consulted by the media, and has been affectionately
named the ‘human lie detector’ and demonstrates how to detect liars by observing
verbal, non-verbal and paralinguistic cues of behaviour. Van Aperen is now the director
of Australian Polygraph Services and a trainer with APS Training, which provides
services to government and corporate organisations throughout the world. Together
with Andy Shea, Van Aperen recently launched his latest book, titled The Truth About
Lies: Uncovering the Fact from Fiction. In the book Van Aperen illustrates how to uncover
deception and evasion drawing on a number of cases including OJ Simpson, Bill Clinton,
David Beckham, Sean Penn and many others.

“Body language and the secrets of lie detection”
Often we have an innate ‘gut feeling’ that we are being lied to. But, in reality it is very
difficult for the average person to lie. Not only that, but research shows that most human
beings are not very good at picking a liar. For every one lie that a deceptive person tells us
they are required to invent another two or three further lies to protect themselves from the
first lie. Secondly the deceptive person has to think ‘what have I said previously that could
contradict me now?’ Neurologically a truthful person relies on memory to recall smells,
conversations, events, times, dates, places, names, feelings and emotions whereas a
deceptive person often has to fabricate these factors because they have not personally
experienced them. As researchers, reading peers, clients and respondents is part of the
working day. Steve will show us some tricks of the trade to help us with our detection skills.

Ray Poynter
Managing Director, The Future Place
Ray Poynter is the author of The Handbook of Online and Social Media Research, published
by Wiley in 2010, and is the managing director of The Future Place, a thought leadership
consultancy based in the UK. He has spent the last 30 years at the interface between
research, technology, and change, seeking to utilise the latest tools in the service of
insight, having held director level positions with a variety of leading companies, including
The Research Business, Millward Brown, IntelliQuest and Virtual Surveys. One of Ray’s
recent initiatives has been NewMR, a collaborative, virtual venture that seeks to bring
change and innovation into the world of market research.

“What’s next in Online and Social Media Research?”
In 2010, Wiley published Poynter’s book The Handbook of Online and Social Media Research,
which rapidly became the leading reference in this fast growing area of market research.
However, the world continues to change and advance, with further developments in many
areas, including neuroscience, social media monitoring, smartphones, digital tracking and
the ‘gamification’ of research. This presentation, and its supporting paper, will provide both
an update on advances that have taken place since 2010, and a forecast about the near
future for online and social media research.
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Conference Gala Dinner

The Mad Hatter’s
Tea Party!
Centennial Hall - Sydney Town Hall 7:00 - 11:30pm Thursday 8th September
This year’s Gala Dinner will be held in the
Centenial Hall at the Sydney Town Hall, where
we will transform the grandeur of this iconic
building into our own little trip down the rabbit
hole. Pre-dinner drinks will start at 7pm and
then we will enter the Curiouser & Curiouser
Wonderland with a scrumptious dinner and
fitting entertainment. Dress up in the theme
if you are so enchanted, or just come in your
good smart casual/business attire.
Curious? We thought you might be!
Proudly sponsored by
TM

CLOSING DRINKS
Zeta Bar - Level 4 - Hilton Sydney
5:05 - 7:00pm Friday 9th September
To celebrate the end of two successful
days of research & networking, join
us at the Hilton’s stylish Zeta Bar,
to recap the highlights of the 2011
Conference with your
Proudly sponsored by
peers, colleagues, and
new friends.
The Science of Sampling
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Invited Speakers
Rev Dr Keith V Garner

Rebecca Huntley

Wesley Mission

The Ipsos Mackay Report - Ipsos

“And that’s when things started to change – Wesley Mission
research as proof that research can influence and change views”
Take a look at the books of any not-for-profit charity/welfare organisation, and you’ll see
that money is tight. Super tight. Every dollar spent on research is a dollar not spent on
work with clients.
Just like in business, therefore, the case for not-for-profit organisations investing in
research must be constructed carefully and the return on investment demonstrated
clearly if organisational commitment is to be established and maintained.
This case study tells the story of research at Wesley Mission, one of Australia’s largest
not-for-profit community organisations. Beginning in 2006, this organisation has used
self-funded research powerfully to reposition itself, influence state and federal policy
direction and unlock new money for client services.

“Are We Still The Lucky Country?: Australia after the GFC”
In this lecture Rebecca will revisit Donald Horne’s classic diagnosis of Australian values
and mores articulated in his 1964 book The Lucky Country. What has changed and what
hasn’t changed in the forty seven years since Horne asserted Australia is a country
governed by second rate leaders, coasting along on its natural resources? She will then
look at whether the GFC has altered Australian perceptions of our nation as a ‘lucky
country’. In addition, in the post-GFC climate have Australian’s realised that we need to
do more than simply rely on our resources to deliver prosperity in the future? What would
Horne make of current Australian sentiment about Australian identity and Australian
views about what the future might hold?

Caz Tebbutt
Tebbutt Research

Cordelia Fine
Maquarie University / University of Melbourne
“Buyer Beware: What can neuromarketing tell us?”
Functional neuroimaging gives us unprecedented access to the brain in action – leading
to claims that neuromarketing can get to spots in the consumer psyche that other
marketing techniques just can’t reach. But is this just another form of neurohype? This
presentation will explain what neuroimaging can – and can’t – currently tell us about the
consumer mind.

Evette Cordy
Raspberry Innovation Research and Strategy
“Lead users: Friend or foe?”
Lead users give us clues to what will happen in the market that follows. Surely, it makes
sense for organisations to observe, listen to and co-create with lead users to innovate? Or
does it? Organisations have typically viewed this consumer with frustration. This paper
will provide qualitative insight into whether organizations should be focusing on lead
users during the innovation process, ways of working with lead users and the potential
benefits of including lead users in the innovation process.

Iggy Pintado
UXC Connect
“Practical Applications of Social Media research for Business”
Iggy is an accomplished and experienced business leader, executive, speaker and author.
He is an internationally recognized connection technology practitioner and a dedicated
observer of societal and business models and patterns. In his presentation, Iggy will give
practical examples using case studies on how to use the wealth of research on social
media for businesses of any size.
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“Can opinion polls predict a coup?“
Caz Tebbutt will share what it’s like living through a military coup and, if that’s not
complicated enough, what it’s like conducting opinion polls in such a climate? In 1992 the
then News Limited owned publication The Fiji Times launched The Tebbutt Times Poll, a
ground breaking regular measure of public opinion that generated much discussion and
made Tebbutt Research a household name in Fiji. Over the next 18 years the poll canvassed
public opinion on an enormous variety of topics including controversial and traditionally
taboo topics. Meanwhile, since 1987, there have been four coups in Fiji. Is there anything
in the data that might have helped us predict the coups? Data tells a story, if you look
closely enough. Or does it? In this presentation, Tebbutt will talk about the triumphs and
tribulations of polling in Fiji and will reveal data never seen before in Australia.

Derek Jones
D & M Research
“What Men really want from Women.”
After winning the Peoples Choice and Best Presentation awards at the 2010 AMSRS
Conference, with his presentation: “What Women Really Want – But Won’t Tell You”, this
year Derek is back to give you more of what you want with the brother study to reveal
what it is that men really want but don’t necessarily articulate and all jokes aside. Derek
hopes to demonstrate that men are far less one dimensional than we may think. Through
a two stage approach of qual and quant Derek has identified all of the possible life
partner attractors and detractors that men might consider when evaluating a potential
life partner and then compared what they say they want (or don’t want) to what they
are actually attracted to (or turned off by). Like the women study be prepared for a
controversial, and sometimes surprising research ride with plenty of humour to keep
you entertained along the way.
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See full workshop details at www.amsrs.com.au

Workshops
There are 6 intensive workshops you can choose from on Wednesday 7th September at the
Sydney Hilton.
There are 4 half day workshops and 2 full day workshops. You can choose one workshop, or
two if you would like separate morning and afternoon ½ day workshops.
Workshop spaces are limited, so book early to secure your seat.
Please note: Conference packages DO NOT include workshops, they need to be booked
additionally.
*½ Day workshops include morning or afternoon tea.				
**Full day workshops include morning and afternoon tea, as well as lunch.		

Members

Non Members

QPMR Points

Workshop ½ day*

$330

$440

15

Workshop full day**

$550

$660

30

Afternoon 1:30pm - 5:00pm

Morning 9:00am - 12:30pm

Workshop Program: Wednesday 7 September
Workshop 11

Workshop 22

Workshop 33

Workshop 44

Sheila Keegan

Ray Poynter

Phil Hughes

EMC

Behavioural
Economics: How
can it contribute
to qualitative
research practice?

Getting up to
speed with social
media

Workshop 66

John Griffiths

Ray Poynter

Measuring the
effectiveness of
social media

15

Points

Sheila Keegan: Behavioural Economics:
How can it contribute to qualitative research practice?
Behavioural Economics (BE) has swept into the research industry, challenging many of the beliefs and
practices that we take for granted and questioning the very basics of what we do. But what is Behavioural
Economics, why should we be interested in what it has to say, and what can it contribute to research practice?
The main objectives of the session will be to explore ways in which BE can provide qualitative researchers
with new perspectives and a complementary frame of reference for certain types of research issues.

Workshop 32 ½ day

15

Points

Ray Poynter: Getting up to speed with social media.
How do you separate the social wheat from the virtual chaff? How should you decide which
aspects of social media to engage with and which to let pass you by? How can you maximise
the benefits of LinkedIn, how best to use Facebook, what about Twitter, Foursquare, and social
bookmarking? This workshop seeks to answer those questions by looking at social media from
two angles.

Workshop 33 1 day

30

Points

Phil Hughes: Beyond basic sampling.
This one-day course will cover the theory and practice of the more complex sample design
and analysis issues that arise in real-world sample surveys. Topics will include: sampling in
the research process; sources of error in surveys; stratification and sample allocation; sample
selection; sample bias; sample size and sample error; common sampling methods for household
and business surveys; online sampling; telephone sampling; and repeating surveys.

Workshop 64

Workshop 55

Insight Generation
- how to increase
the strike rate.

Workshop 1 ½ day

1 day

30

Points

EMC: Media awareness & skills training (max 8 people).

A one-day media-training course for a maximum of 8 participants, designed to give
researchers the skills they need to understand what makes a story, and how to talk about their
work with journalists. Using practical on camera training giving researchers real interview
practice, this hands on course will equip you with the skills for media interviews. This course
will give you tips to capture the key messages and delivering the messages.		
Beyond Basic
Sampling

Media Awareness
& Skills Training
(Max 8 people)

Workshop 54 ½ day

15

Points

John Griffiths: Insight generation - How to increase the strike rate.
Insights are often treated like bubbles in a cola – when we do research we know they show up but
we’re not sure when and how many. This workshop shows why and where insights come from so
you have a better chance of spotting them and capturing them when they arise. Using informatics
- how new knowledge is created and stored in organisations. John will show how the interplay
between research commissioner, researcher and respondents can be creatively managed so you can
anticipate when and where insights are likely to pop up and you know what to look for.

Workshop 65 ½ day

15

Points

Ray Poynter: Measuring the effectiveness of social media.

This workshop starts by providing an overview of the main approaches and techniques that brands
are currently employing, utilising a range of case studies which illustrate both success and failure.
The second part of the workshop reviews a variety of approaches to the measurement of social media
initiatives and campaigns. The techniques reviewed include conventional research, analytics, social
media monitoring, benchmarking, and approaches specific to social media. Finally, the workshop
will outline some of the implications of social media campaigns and initiatives.
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Entertainment

FULL PROGRAM: Day 1 Thursday 8 September

Dr Karl and Ruben Meerman

From 7.30am

Dr Karl AND RUBEN’S
Hangover Breakfast Cure

Nourish your neurons with a smorgasbord of
tasty treats and jaw dropping facts. Digest
cutting-edge science while masticating
on your muffins. Conduct mind-boggling
experiments in your saucer between
sips of coffee. Witness spectacular
demonstrations while eating your eggs
and biting your bacon. Just don’t forget
to chew!

Wil Anderson

Closing speaker
Wil “the bloke who sits in the middle” on ABC-TV’s show
The Gruen Transfer, has facilitated many a humorous
yet informative discussions over the values behind mass
advertising campaigns. Wil has also hosted The Glass
House with Corrine Grant and Dave Hughes and is often
mistaken for Adam Hills, host of Spicks and Specks.
In 2008, Wil’s TV show The Gruen Transfer was the watercooler show of the year, debuting with a record-breaking
audience of 1.287 million viewers, the highest rating
debut entertainment program in the history of the ABC
resulting in a nomination for Best Light Entertainment
Series at the AFI Awards and guaranteeing its return
for future successful seasons.
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“Curiouser And Curiouser!” - cried Alice
8.45 - 8.50am

Introduction
Conference Chair : Suz Allen

8.50 - 8.55am

Welcome
Matilda Sarah
Marketing Director, Q Research Software
Platinum Sponsor

MORNING SESSION | OPENING SESSION

After the events of the Gala Dinner the night before at the Sydney Town
Hall, Sleek Geek Dr Karl Kruszelnicki and his Surfing Scientist sidekick,
Ruben Meerman, serve up an interactive hangover breakfast to energise
the mind and body.

REGISTRATION - HILTON SYDNEY HOTEL, LEVEL 3

8.55 - 9.35am

Body language and the secrets of lie detection.
Steve Van Aperen
Director, Australian Polygraph Services

9.35 - 10.05am

Buyer beware: What can neuromarketing tell us?
Cordelia Fine
Maquarie University / University of Melbourne

10.05 - 10.25am

Are we still the lucky country?
Australia after the GFC.
Rebecca Huntley
Director, The Ipsos Mackay Report, Ipsos

10.25 - 10.35am

Questions

10.35 - 11.05am

MORNING TEA

“Everything’s got a moral, if only you can find it.” - The Duchess
11.05 - 11.10am

Chair: Jonathan Jephcott

11.10 - 11.40am

The consumer experience:
Transcending brand and loyalty.
Danica Allen
Executive Vice President, GFK Custom Research North America

11.40 - 12.00pm

Are we losing our minds …
and should we be bothered?
Sheila Keegan
Co-Founder, Campbell Keegan Ltd

12.00 - 12.30pm

And that’s when things started to change –
Wesley Mission research as proof that research
can influence and change views.
Reverend Dr Keith V Garner
Superintendent/CEO, Wesley Mission

12.30 - 12.40pm

Questions

12.40 - 1.40pm

LUNCH
Details are correct at the time of printing: August 2011
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FULL PROGRAM: Day 1 - Thursday 8 September
SOCIAL MEDIA
“But I don’t want to go among mad people!”
- Alice

FUTURE

FMCG SHOPPER

“Read the directions and directly you will be
directed in the right direction.” - Doorknob

Day 1

“If I had a world of my own, everything
would be nonsense.” - Alice

1.40 - 1.45pm

Chair: Ray Poynter

Chair: Travyn Rhall

Chair: Tiina Raikko

1.45 - 2.05pm

Practical applications of social media
research for business.

The caterpillar becomes the butterfly...
or the inevitable metamorphosis of
market research?

Is retail in an evolution or revolution?
(What is the future of shopping and online
retailing in Australia).

Erica van Lieven Direction First

Helen Bakewell Directional Insights

What were they thinking - Why
participants take part in market
research.

The secret to a successful marriage…
when perception meets reality in the
ideation process.

Connecting with the new consumer.

Lead users: Friend or foe?

Through the looking glass combining live eye tracking
with qualitative research.

Brands can drive emotions,
can products do the same?

Questions

Questions

Iggy Pintado
Director of Marketing, Sustainability & Innovation,
UXC Connect

AFTERNOON SESSION | BREAKOUT SESSIONS

(continued)

2.05 - 2.25pm

The analysis of social media
communications.

Professor Ken Miller & Dr Suresh Sood
UTS Business School, University
of Technology, Sydney.

2.25 - 2.45pm

Measuring Social Media:
Benchmarking an Individual
Twitter Timeline.

Paul Dixon & Pip Stocks
Melon Research & BrandHook

Pete Cape & Jason Buchanan
Survey Sampling International

Joanna Derry & Louise McDonald
Nestlé Oceania & Sweeney Research

Evette Cordy
Raspberry Innovation Research and Strategy

Stephen Dann Australian National University

2.45 - 3.00pm

Are social media and research meant to
be together?
Jess Whittaker & Steve Nuttall
BuzzNumbers & Colmar Brunton

3.00 - 3.10pm

Questions

3.10 - 3.40pm

AFTERNOON TEA

Mark Ellis Sensory Solutions

Peter Brawn eyetracker pty ltd

“...and go on till you come to the end and then stop” - The King
3.40 - 3.55pm

Where are we now, where are we heading?
Peter Harris President, AMSRS

3.55 - 4.25pm

Through the looking glass.
John Griffiths Creative Director, Spring Research

4.25 - 4.45pm

What’s next in online and social media
research?”, a review of what is happening,
the latest trends, and challenges that face
the market research industry.

The Mad Hatter’s Tea Party

Gala Dinner - the Sydney Town Hall

Ray Poynter Executive Vice President, Vision Critical (UK)

4.45 - 4.55pm

Questions

4.55 - 5.00pm

Close
“Oh, wait! Don’t go please!” - Alice

5.00 - 5.20pm

AMSRS AGM - PLENARY HALL

7.00pm

Gala dinner “The Mad Hatter’s Tea Party”
@ Sydney Town Hall

Details are correct at the time of printing: August 2011
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Day 2

FULL PROGRAM: Day 2 - Friday 9 September

BREAKOUT SESSIONS | MORNING SESSION

From 7.30am

REGISTRATION - HILTON SYDNEY HOTEL,
LEVEL 3
“Well, no wonder you’re late! Why this clock is EXACTLY two days slow!” Mad Hatter

9.00 - 9.05am
9.05 - 10.00am
10.00 - 10.25am

Welcome & Housekeeping: Chris Mawn

Dr Karl & Ruben’s hangover breakfast cure.
Dr Karl & Ruben Meerman

Dr Karl and Ruben Meerman

Can opinion polls predict a coup?

Dr Karl AND RUBEN’s
Hangover Breakfast Cure

Caz Tebbutt
Tebbutt Research

10.25 - 10.30am

Questions

10.30 - 11.00am

MORNING TEA

HARD TO REACH
“Would you tell me, please, which way I
ought to go from here?” Alice

NEW TECHNIQUES

SOCIAL RESEARCH

There’s no use trying, one can’t believe
impossible things.” Alice

”Do you mean that you think you can find out
the answer to it” - The March Hare

11.00 - 11.05am

Chair: Peter Harris

Chair: John Sergeant

Chair: Jacqui Cristiano

11.05 - 11.25am

Barangawho? Barangaroo Understanding an unknown future.

Feelings, nothing more than feelings.

Lamb stew and behaviour change: Tasty
morsels from the 2011 World Social
Marketing Conference, Dublin.

Paul Costantoura & Brian Fine
Review Partners & Australia Online Research

11.25 - 11.45am

Wanting to be heard – The voice of Australian
taxpayers with hearing and vision impairments.

12.05 - 12.25pm

Duncan Rintoul
University of Wollongong

Unplugged – Research goes mobile.

Curious about program evaluation?

Sean Dunn & Ying Xin
Vision Critical

Mandy Healy
TNS

It’s a French mouse - Tips for successful
multicultural research.

Say it to my face! - Applying facial imaging
to enhance marketing decisions.

A better practice approach to Indigenous
research: A case study.

Jessie Wong
Multicultural Marketing and Management

David McCallum & Alastair Gordon
gordon & mccallum

Craig Young & Jenny Taylor
ORIMA Research & The Australian Government
Department of Health and Ageing

We see people as we are, not as they are.

Net promoter score – Accurate,
inconsistent, or just a little bit sensitive?
Scott Taylor
Soup

Turning Financially Dysfunctional Lives Around:
Understanding the drivers of success of ANZ’s
Saver Plus program by applying Behavioural
Economic Frameworks in a social research context.

Questions

Questions

Jacqueline Sheeran & Simon Welsh
Andrews Group & Australian Taxation Office (ATO)

11.45 - 12.05pm

Ken Roberts & Darren Stein
Forethought Research & News Ltd

Neer Korn
The Korn Group

12.25 - 12.35pm

Questions

12.35 - 1.35pm

LUNCH

Lachlan Drummond Newspoll

Details are correct at the time of printing: August 2011
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FULL PROGRAM: Day 2 - Friday 9 September
DOING IT BETTER
“It would be nice if something made sense
for a Change.” Alice

ENGAGEMENT

BRAINS TRUST - ACADEMIC SESSION

“and what is the use of a book,” thought
Alice, “without pictures or conversations?’

...We called him Tortoise because he taught
us,’ said the Mock Turtle

1.35 - 1.40pm

Chair: Dhruba Gupta

Chair: Liane Ringham

Chair: Peter Vitartas

1.40 - 2.00pm

Documentation to representation –
When video trace evidence is presented
as ethnography.

The curious nature of user generated
content.

Decision-making under incomplete
information: A B2B perspective.

Plots that almost talk:
Advanced plots for tracking research.

Ham holding: Engaging the pork industry
on animal welfare issues.

Trials and tribulations of online best-worst
choice experiments.

Forging closer ties with citizens via Online
Research Communities: A case study from
the Australian Taxation Office.

Spread the word: Fresh learning on
advocacy and its business impact.

Determining futures in occupational health
and safety and injury compensation.

Taking the conversation online:
A researcher’s guide to the benefits and
pitfalls of online qualitative research.

If we build it they MIGHT come, if they help
build it they WILL engage - Understanding
the value of collaborating with the audience to
ensure engagement with online communities.

End-to-End Online.

Questions

Questions

Nick Agafonoff
Real Ethnography Pty Ltd

AFTERNOON SESSION | BREAKOUT SESSIONS

Day 2

(continued)

2.00 - 2.20pm

Timothy Bock
Numbers

2.20 - 2.35pm

James Wunsch
Colmar Brunton

2.35 - 2.55pm

Jo Farquhar & Victoria Gamble
TNS & Work IN Progress Qualitative Research

2.55 - 3.00pm

Questions

3.00 - 3.30pm

AFTERNOON TEA

Teri Nolan
Latitude Insights

Ralitza Bell
Australian Catholic University

Damon Jalili & Feyi Akindoyeni
GA Research & Kreab Gavin Anderson

Jannie Mia Adamsen & Sharyn Rundle-Thiele
Griffith University

Becky Silverside
ruby cha cha

Samantha Barker
Institute for Safety, Compensation and Recovery Research

Con Menictas & Brian Fine
Synovate & Quality Online Research

Howard Parry-Husbands & Sebastian Watson
Pollinate Communications Research

 h my ears and whiskers, how late it’s
O
getting! White Rabbit
3.30 - 3.35pm

Chair: Suz Allen

3.35 - 4.15pm

The Chemistry of Success.

4.15 - 4.25pm

AWARDS

4.25 - 4.45pm

What Men really want from Women.

4.45 - 5.05pm

Wil Anderson

5.05 - 7.00pm

CLOSING DRINKS @ Zeta Bar Sydney Hilton Level 4

Matt Church

Wil Anderson

CLOSING SPEAKER

Derek Jones
D & M Research Pty Ltd

“If you drink much from a bottle marked ‘poison’
it is almost certain to disagree with you, sooner
or later.” Alice
Details are correct at the time of printing: August 2011
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WEDNESDAY
7TH SEPTEMBER

Conference Overview
Morning
9:00am - 12:30pm

Hilton Hotel
Afternoon
1:30pm - 5:00pm

THURSDAY
8TH SEPTEMBER

The King Street
Brewery

Hilton Hotel

FRIDAY
9TH SEPTEMBER

Sydney
Town Hall

Hilton Hotel

Hilton
Zeta Bar

20

7:30PM

Workshop 1

Workshop 2

Workshop 3

Workshop 4

Phil Hughes

EMC

Beyond basic sampling.

Media awareness &
skills training.

Sheila Keegan

Ray Poynter

Behavioural economics: How can it
contribute to qualitative research
practice?

Getting up to speed with
social media.

Workshop 5

Workshop 6

John Griffiths

Ray Poynter

Insight generation - How to increase
the strike rate.

Measuring the effectiveness
of social media.

Fellows Dinner -

The King Street Brewery. 22 The Promenade, King Street Wharf

8:45

10:35

Level 3 - Plenary Hall

Opening Plenary Session

10:35

11:05

Level 3 - Exhibition Hub

Morning Tea

11:05

12:40

Level 3 - Plenary Hall

Morning Plenary Session

12:40

1:40

Level 3 - Exhibition Hub

Lunch

1:40

3:10

Level 4 - Break Out Rooms

3:10

3:40

Level 3 - Exhibition Hub

Afternoon Tea

3:40

5:00

Level 3 - Plenary Hall

Afternoon Plenary Session

5:00

5:20

Level 3 - Plenary Hall

National AGM

7:00

11:30

9:00

10:30

Level 3 - Plenary Hall

10:30

11:00

Level 3 - Exhibition Hub

Morning Tea
Morning Break Out Sessions
NEW TECHNIQUES

Gala Dinner -

11:00

12:35

Level 4 - Break Out Rooms

12:35

1:35

Level 3 - Exhibition Hub

SOCIAL MEDIA

Afternoon Break Out Sessions
FUTURE

FMCG SHOPPER

The Mad Hatter’s Tea Party. 483 George Street Sydney

Opening Plenary Session

HARD TO REACH

SOCIAL RESEARCH

Lunch
Afternoon Break Out Sessions

1:35

3:00

Level 4 - Break Out Rooms

3:00

3:30

Level 3 - Exhibition Hub

Afternoon Tea

3:30

5:05

Level 3 - Plenary Hall

Closing Plenary Session

5:05

7:00

Closing Drinks -

DOING IT BETTER

BRAINS TRUST ACADEMIC SESSION

ENGAGEMENT

Hilton’s Zeta Bar - Level 4
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Register in
3 easy steps

1

2

Select the package
that you want

Packages Available:

All figures are in $AUD and include GST. Members’ rates are only available to AMSRS Members.

YRG ½ Day Pass

This includes:
	One two day Conference pass
(Thursday and Friday)
	One pass to the Conference Dinner at the Sydney
Town Hall
	One pass to the Closing Drinks at the Zeta Bar,
Sydney Hilton

This pass is an option for people who qualify as a
Young Researcher (under 35 or less than 5 years in
the industry).

	One delegate bag

QPMR Full Delegate Discount Package
	As per the full package only discounted for QPMR
registered members

Company Rover Delegate Package
This includes:
	One two day Conference pass
(Thursday and Friday)
	One pass to the Conference Dinner at the Sydney
Town Hall
	One pass to the Closing Drinks at the Zeta Bar,
Sydney Hilton
	One full delegate bag
This pass is shared between different delegates
from the same company, however only one delegate
can attend at any one time. Access to the venue
and social events will be by your one lanyard pass
only, this can be left at the front desk for pick up by
following delegates. Your company name only will
be shown on your pass. Additional tickets for social
events can be purchased separately.

This includes:
	A one day Conference pass (Thursday or Friday)
	One full delegate bag
* This package does not include any social events.

Non Members

Members

Non Members

QPMR

Early Bird
Rate

Early Bird
Rate

After Early
Bird

After Early
Bird

Early Rate

Full Conference

$1,342

$1,639

$1,639

$1,870

$1,166

$660

$803

$803

$968

One Day

$1,551

$1,738

$1,738

$1,958

Dinner

$198

$198

$198

$198

You must be able to provide information to AMSRS to
ensure you are eligible for this pass.

Closing Drinks

$55

$55

$55

$55

USB

Academic / Brains Trust Pass

$99

$99

$99

$99

YRG Session*

$77

$77

$77

$77

Academic

$77

$77

$77

$77

Workshops – ½ day

$330

$440

$330

$440

Workshops – full day

$550

$660

$550

$660

Company Rover

This pass is an option for students (full or part time)
or tertiary teaching personnel.
An Academic Pass will allow entry to the second day
of the conference (Friday 9th September) from the
1:30pm Academic session after lunch, the closing
session and the closing drinks.

Full eligibility
requirements
available on the
AMSRS website.

*T
 his session is specifically for YRG delegates. To qualify you must be under 35 years of age or in the
first five years of your research career.

You must be able to provide information to AMSRS to
ensure you are eligible for this pass.

Additional Social Events

Cancellation Policy:

Closing Dates

You can purchase additional tickets to the social
events for colleagues, friends or partners.

Due to considerable administrative costs incurred in
registration processing, a fee equivalent to 20% of the
registration fee will be charged for any cancellations
received prior to the 19th August 2011. Cancellations
after 19th August to Friday 26th August will be subject
to a 50% cancellation fee, representing costs charged
by the venue for confirmed numbers. From Friday
26th August @ 5pm cancellations will incur a 100%
cancellation fee. Delegate substitutions are a welcome
alternative and in this instance no fees will be charged.
All requests for cancellations or substitutions MUST be
made in writing to the Society and will be honoured only
if they have been confirmed in writing by the Society.

The closing dates for registrations are:
Early Bird Booking:

By 5 August 2011

Registrations:

By 26 August 2011

Selina Aoake

Fax: 61 2 9266 2083
Email: selina.aoake@hilton.com
Website: www.sydney.hilton.com

Don’t forget to quote ”AMSRS” when you make your enquiry!

Gala Dinner, Sydney Town Hall

Friday Night :

 losing Drinks, Zeta Bar,
C
Sydney Hilton

Conference USB
A USB containing the submitted conference papers
and/or supporting documents from the presentations
over the two days.

Take advantage of the Early Bird Rates!
Register by Friday 5th August 2011 and save!

AMSRS has secured exceptional rates at the 5 star Hilton Sydney Hotel
during your stay at the AMSRS Conference 2011.
To book accommodation at these special rates, please contact:

Thursday Night :

Please note, set seating or reserved tables are not
available – arrive early to hold your space.

Late registrations will be considered, depending on the
availability of places.

Hilton Sydney Hotel accommodation
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Members

Registration Package

A YRG Pass will allow entry to the second day of the
conference (Friday 9th September) from the 1:30pm
session after lunch, the closing session and the
closing drinks.

Early Bird Savings:

One Day Pass

Hilton Sydney
Tel: 61 2 9265 6046

Note the
closing dates!

Package Prices

Full Conference Delegate Package

Groups and Tours Coordinator

3

Register online at
www.amsrs.com.au
or (02) 9566 3100

(Included in the Full Conference, One Day and
Company Rover tickets only).

CONFERENCE
DELEGATES
EXCLUSIVE PRICE!

$279

*

Hilton Standard
Guest Room
* per night

Register online at www.amsrs.com.au
For information regarding registration
process or payments, contact:

For further information regarding the
conference, contact:

Jessica Burns at AMSRS

Leslea Clements at AMSRS

jessica.burns@amsrs.com.au
or call (02) 9566 3100

leslea.clements@amsrs.com.au
or call (02) 9566 3100
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SPONSORS
SPONSORS
CONFERENCE SPONSORS

The Society extends its sincere thanks to our sponsors, who have helped to make the Conference possible.

Platinum Sponsor

Gold Sponsors

The Science of Sampling
Co-Sponsor Lanyard

Co-Sponsor Dinner
TM

Co-Sponsor Delegate Bag

Silver Sponsor USB

Silver Sponsor Coffee Cart

Bronze Sponsor Stationery

Support Sponsor Keynote Matt Church

Support Sponsor Morning Tea

Award Sponsors

For further information:

Leslea Clements, Events and Operations Manager
Ph: 02 9566 3100 | Fax: 02 9571 5944 | www.amsrs.com.au

