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COMPANIES: ABC - AGL Energy - AMP Capital ANZ Banking Group - Australia Post - Brisbane City
Council - Campbell Arnott's - Canon Australia - Choice
- Coca-Cola - Coles Group - Colgate Palmolive Commonwealth Bank - Defence Science & Technology
Organisation (DSTO) - Destination NSW - Dulux
Australia - Energy Australia - Foxtel - George Weston
Foods - Greater Building Society - HBF - Heinz
- HSBC - IKEA - Kellogg - Kimberly-Clark Australia
- Lion Co - McCann Worldgroup - Meat & Livestock
Australia - Mission Australia - National Australia
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- Philip Morris - Qantas Airways - QSuper - RACV
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of Australia (GBCA) - The Nine Network - Tourism and
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Valley Water. GOVERNMENT DEPARTMENTS: Dept of
Communications - Dept of State Development Dept of Education, Employment & Workplace Relations
- Dept of Employment - Dept of Finance & Deregulation
- Dept of Health - Dept of Immigration & Border
Protection - Dept of Immigration & Citizenship Dept of Human Services.
If your company isn’t listed here it should be!
Contact the Society for a first-time buyers deal.
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Brand Manager, Consumer Insights Manager,
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Insights Manager, Market Research Manager,
Research Manager, Senior Market Research Manager
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Project Manager, Research Analyst, Research Director,
Research Executive, Senior Project Manager, Business Analyst
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Consultant, Research Consultant, Senior Research Consultant
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MESSAGE FROM THE CONFERENCE CHAIRS
A lot of hard work has been going on behind the scenes over the past seven months as the
Committee (Teri Nolan, Stephen Paton, Donna Van Bueren, Chris Mawn, Tiina Raikko and Kirstin
Couper), and especially Leslea Clements and her team, have trawled the world to find you the best
of the best. No expense has been spared, and believe us, there is certainly something exciting,
different and inspiring for each and every one of you in this year’s line-up.
Our theme in 2016 is Fusion, and this has inspired a wide range of papers that show the way
our industry is adapting and making the most of new thinking, new theories and new sources of
data. We have papers describing the clever ways in which researchers are applying the power of
insight to an increasingly wide range of data sources ; papers focussed on the way researchers are
collaborating with other experts and consultants to expand our influence and a particular focus on
behavioural economics, including a practical hands on workshop to help you find better ways to
apply this thinking to your own work.
But fusion is not just about what we do with data, or how we pick up ideas and collaborations
with other disciplines. Fusion is also about our place in the world, and in 2016 we are celebrating
Australia’s increasingly outward focus, and the signing of new trade agreements with India, Japan
and Korea, with guest speakers invited from Iraq, Japan, India, the US and the UK. We have the head
of the celebrated Frameworks Institute in Washington Nat Kendall-Taylor, and Shobha Prasad winner
of multiple best speaker awards at Esomar Qualitative conferences around the world. We have a
panel of journalists discussing the influence of research on the media and a new format to give you
even more choice, more opportunity to meet the speakers, more hands on
workshops and more ways to get to know new people in your industry.
The conference is such an important event in our industry’s calendar: the
opportunity to pause and look out on the wider industry, to meet up with
friends and make new ones, and to take on board new ways of thinking
with renewed vigour. Bring your colleagues, your staff and your clients.
We can’t wait to see you there.
Vicki Arbes & Liz Duniec

MESSAGE FROM OUR PLATINUM SPONSOR
The Leading Edge’s third year of sponsoring the conference and we’re Fusion focussed.
I’m hoping we’ll celebrate those who can fuse together great work with great stories. That we’ll
cheer on those that can fuse the old with the new and create even better stories. I’m looking
forward to seeing real examples of what our industry can be if we look to embrace the areas
outside of our traditional sphere and the opportunities that this unlocks. That we’ll listen to the
possibilities of fusing the two main research bodies in AMSRS and AMSRO to create a single
body to represent a changing and dynamic industry.
It’s obviously an exciting and challenging time to be in the research business.

Lee Naylor, The Leading Edge

Lee Naylor
AUSTRALIAN MARKET & SOCIAL RESEARCH SOCIETY
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CONFERENCE OVERVIEW
Thursday 8th September
WELCOME

Conference Co Chairs - Vicki Arbes & Liz Duniec. Conference Sponsor - Lee Naylor, The Leading Edge.
Long-term memory and advertising effectiveness, or why going through doorways makes you forget.

RICHARD SILBERSTEIN

Professor Emeritus, Swinburne University of Technology. Chairman, Neuro-Insight
Disruption and the new share economy

SIMON CORAH

CEO, Growth Mantra

RESEARCH IN THE MEDIA

PANEL

Rebecca Huntley, John Daley, Simon Corah, Feyi Akindoyeni

BREAKOUT SESSION

BREAKOUT SESSION

BREAKOUT SESSION

REAL RELATIONSHIPS

TO B.E OR NOT TO B.E

QPMR SESSION

AMSRO AGM
BREAKOUT SESSION

BREAKOUT SESSION

BREAKOUT SESSION

DIRECTIONS IN DATA

INSIGHT DETECTIVES

TALKING ‘BOUT MY GENERATION

RICA INDUSTRY UPDATE
NATHANIEL KENDALL-TAYLOR

Liz Moore - President, AMSRS and Lee Naylor - President, AMSRO
Frames change: a cultural-cognitive approach to communication
CEO, Frameworks
(MACHINE) READING YOUR CUSTOMERS

KARIN VERSPOOR

Dept of Computing and Information Systems, The University of Melbourne
What Drives Today’s Young People?

THOMAS KING

Young Victorian of the Year

AMSRS AGM
GALA DINNER - BOOGIE WONDERLAND WITH MARCIA HINES

Friday 9th September
The Calculus of Change: How we integrate

SHOBA PRASAD

Director, Drshti Strategic Research Services
Strategies for Frontier Markets: Lessons from Iraq

WALID EL ASMAR

Co-founding Partner and General Manager, The Iraq Market Research Initiative
Disruption and the new share economy

DOM CARTER

CEO, CarterJMRN
Beyond Nudge: Behavioural Design & Big Context

NICK NAUMOF

Applied Behavioral Science Specialist, Consultant & Author

BREAKOUT SESSION

BREAKOUT SESSION

WORKSHOP

WORKSHOP

TECH 2.0

BRAND CULTURE

USING DATA TO CHANGE LIVES (SONIA WHITELY)

EVERYDAY INSIGHTING (SHOBA PRASAD)

BREAKOUT SESSION

BREAKOUT SESSION

FUSION MARKETING

MAKING A DIFFERENCE

WHAT CLIENTS WANT

PANEL

WORKSHOP

BEHAVIOURAL DESIGN

(NICOLAE NAUMOF)

Dennis Wong, Mark Sundquist, Lee Naylor, The Leading Edge, Colin Macarthur, Tim Ovadia, Ed
Rutherford, Liz Moore

CONFERENCE AWARDS

Best Paper Award, Best Presentation Award, People’s Choice Award, Young Researcher Award

JAMES O’LAUGHLIN

Innovation is a state of mind

CLOSE OF CONFERENCE

CLOSING DRINKS
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KEYNOTE SPEAKERS
SHOBHA PRASAD

Shobha Prasad

Director, Drshti Strategic
Research Services
Consumer Behaviour
Cross-Cultural Insight
Brand Dynamics
Strategic Thought

Shobha Prasad has over two decades in research and advertising and is a Founder-Director of Drshti, a full
service marketing research agency based out of Mumbai, India where she heads the Qualitative Research
practice. Her experience includes research across India and South East Asia, also advertising (Account
Planning) and a brush with film and production. She is a frequent speaker at international conferences, and
is twice winner of the Best Paper Award at ESOMAR Conferences for papers such as “The Power of the Dark
Side” which proposed a “Passion Wheel” on which brands could be positioned. Her papers “Listening to the
Sounds of Silence” and “The Fickle Mistress” (on the Change- Constancy Conflict) were judged Best Presented
Papers. Her fundamental and ongoing interest is in understanding cultures and how they deal with change and
aspiration, and how these insights can be used by brands for greater global success.
PRESENTATION

THE CALCULUS OF CHANGE: HOW WE INTEGRATE

In a global world, ideas fly across cultures at the speed of thought. Cultures are in a state of dynamic flux
between the traditional and the modern, the indigenous and the alien. So how do cultures adapt to this
situation? They can drown and disappear, or they can judiciously pick to survive. Cultures that survive are those
that are rooted, yet open to the new. The mechanics of this is to adopt the dynamism, yet never let go of a core
that constitutes a central identity. This is less Fusion, more a Layering of the new onto the old. Fusion takes
place over a long period, when the core eventually absorbs the new for a redefined identity. We see evidence of
this in our culture, in our foods, fashions and festivals. We see it in the research world, where newer techniques
are layering onto older ones. There is resistance to change at the core, yet openness to experimentation. This
presentation deals with these thoughts with examples, and also with ways in which we can use these insights
to enrich our work as researchers.

NATHANIEL KENDALL-TAYLOR

Nathaniel Kendall-Taylor is chief executive officer of the FrameWorks Institute. In this role, Nat oversees the
organization’s pioneering, research-based approach to strategic communications and leads a multi-disciplinary
team of social scientists and communications practitioners. An expert in psychological anthropology and
communications science, Nat has published and lectured widely on framing, science translation, communications
for social good and other issues. He is a visiting professor at the Child Study Center at Yale School of Medicine
and a fellow at the British-American Project, and he holds a B.A. from Emory University and master’s and
doctoral degrees from the University of California, Los Angeles.
Nathaniel Kendall-Taylor
CEO, FrameWorks Institute
Anthropology
Social movements
Mixed methods
Policy change
Public understanding
Framing

FRAMES CHANGE: A CULTURAL-COGNITIVE APPROACH TO
COMMUNICATION
PRESENTATION

How does an integrated understanding of culture and cognition lead to new ways of studying and practicing
communication? Combining theory and methods from psychological anthropology, cognitive linguistics, social
psychology, sociology and political science, this presentation will lay out a way of studying communication
that has been used to generate strategies for reframing social issues from early childhood development to
immigration and addiction to education. Examples from international research and practice will be used to push
thinking about the potential of an empirically-based framing approach to help drive change on key social issues.
Communication is essentially about understanding; understanding is incredibly complex and best understood
through an open, collaborative process that includes multiple disciplines, types of data and forms of expertise.
This presentation will present one effort to acknowledge the complexity of communication while moving
toward concrete and actionable strategies that can be used by those working to reframe social issues.

RICHARD SILBERSTEIN

Richard Silberstein

Professor Emeritus, Swinburne
University of Technology and
Chairman, Neuro-Insight
Cognitive neuroscience
Consumer neuroscience
Brain electrical activity neuroimaging

Professor Richard Silberstein holds a Ph.D. from the University of Melbourne in Neurophysiology and a BSc (Hon)
majoring in Physics from Monash University. He was the head of the Dept. of Physics at Swinburne University
(1985 – 1995) and the foundation director of the Brain Science Institute at Swinburne University (1996 – 2002).
He is an Honorary Senior Principal Research Fellow at the Howard Florey Institute of Medical Physiology and
serves on the Executive Board of the International Society for Brain Electromagnetic Topography and the
Pan Pacific Conference for Brain Topography as well as the Editorial Board of Brain Topography. In March
2011, Professor Silberstein was awarded a Gold ‘Great Mind Award’ at the Advertising Research Foundation’s
annual convention. The award was co-presented by David Krajicek, co-president, GfK Custom Research North
America, and Steve Coffey, CRO, NPD Group and chairman, ARF Board of Directors. “This prestigious award
recognizes the ‘Great Minds’ who contribute to the excellence of our industry and advance the art and science
of advertising research, “remarked Krajicek….

LONG-TERM MEMORY AND ADVERTISING EFFECTIVENESS,
OR WHY GOING THROUGH DOORWAYS MAKES YOU FORGET.
PRESENTATION

While the link between advertising and consumer behaviour is complex, a precondition for advertising effectiveness
is that the advertisement, and especially the brand, must be stored or encoded in long-term memory. In this
case, the term long-term memory includes conscious (explicit) as well as unconscious (implicit) memories. This
presentation will illustrate the impact of Conceptual Closure, an important yet relatively unrecognized feature of
long-term memory encoding that occurs at narrative discontinuities or event boundaries, and can have a profound
effect on advertising effectiveness. The presentation will also include consumer neuroscience case studies
illustrating how the effectiveness of otherwise highly creative advertising can be compromised by Conceptual
Closure and a discussion on how Conceptual Closure can be effectively managed.
AUSTRALIAN MARKET & SOCIAL RESEARCH SOCIETY
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KEYNOTE SPEAKERS
JAMES O’LAUGHLIN

James O’Loghlin is one of Australia’s most respected, entertaining and experienced corporate speakers,
corporate comedians and media personalities, best known as the host of over 300 episodes of the much loved
The New inventors on ABC TV, and for his witty and entertaining programs on ABC Local Radio.
From 2009 to 2014 James hosted Sundays Evenings nationally on ABC Local Radio. From 2004 to 2011 he
hosted The New Inventors on ABC TV. From 2002 to 2007 he hosted The Evening Show on 702 ABC Sydney
and ABC Local Radio around NSW and the ACT.
James O’Laughlin
Author
Comedian
commercial and criminal lawyer
Media personality
communicator

From corporate and criminal lawyer to stand-up comedian and then media personality and presenter, James has
a wealth of experience. It was his role as host of The New Inventors that fuelled James’s interest in innovation,
a subject upon which he now regularly gives keynote speeches. In them he shares practical techniques we can
all use every day to become more innovative, and discusses ways in which companies can create a culture that
encourages innovation.
James is the author of seven books including Innovation is a State of Mind – Simple Strategies to be more
Innovative in what you do. He has also written How to Balance Your Life and Umm…A Complete Guide to
Public Speaking, and he teaches and coaches public speaking. His first novel for children, The Adventures of Sir
Roderick the Not-Very-Brave was published in 2014 and won the Speech Pathology Australia award for the best
novel for 8 to 10 year olds. His second, Daisy Malone and the Blue, Glowing Stone was published in 2015 and his
third will be published in August 2016.
PRESENTATION

INNOVATION IS A STATE OF MIND

Everyone tells you it’s important to be innovative. The problem is that no one tells you how to do it. James
O’Loghlin shares what he learnt from hosting over 300 episodes of ‘The New Inventors’ about how innovation
actually happens. He outlines a step-by-step process to identify opportunities for innovation.
Change is now happening faster than ever before, and no matter how well you’re doing things, if you keep doing
them the same way soon you’ll be left behind. Everyone knows that innovation is important. It’s a priority for
government and business, and we’re always being told that we have to think smarter. The problem is that no
one tells you how to actually do it – until now.
In his new book, Innovation is a State of Mind James O’Loghlin outlines a step-by-step process to identify
opportunities for innovation, develop better ideas, and grow those ideas into something real. Learn how to step
back from your day-to-day busyness, shift your perspective and become more innovative in everything you do.

NICK NAUMOF

Nick Naumof is a thought leader in applied behavioural science who has studied people from different scientific
perspectives ranging from economics to consumer behaviour, behavioural economics and evolutionary
psychology.
Author of “It Makes (No) Sense – In Between the Joy of Gaining and the Fear of Losing”, Nick Naumof has
a unique mix of skills that allow him to translate the academic insights of behavioural science into practical
applications in business and service design.
Nick Naumof

Applied Behavioral Science
Specialist
Consultant
Trainer
Writer

Nick is working as an independent consultant and his recent projects are in the areas of human resources,
personal finance, consumer choice and health and wellness.
PRESENTATION

BEYOND NUDGE: BEHAVIOURAL DESIGN & BIG CONTEXT

As our understanding grows from the field of Behavioural Science we are seeing that focusing on seemingly
minor details has a disproportionate strategic impact. We are also seeing that a lot of human behaviour is
influenced by context. Most examples and applications of behavioural science at this time focus on small
context issues such as the influence of plate size on eating behaviour or the influence of smart default options
on savings rates. Can we confidently extrapolate these findings? Do these interventions work on a broader /
longer term? The answer is mixed: both yes and no.
“Design is a lot more powerful than willpower (self-control)” is a learning from applied behavioural science that
is very difficult to challenge.
We can design for small context issues however, we also need to think about and design for the bigger context
issues.
For example we know loss aversion is a powerful motivator and we can design to include loss aversion principals.
However while we can design for this there are also bigger issues that need addressing. In any business change
there will always be winners and losers, those who face loss will be far more active against the change than
those who face gain. So when applying change think first of those facing loss. In other areas such as health we
see many small context examples such as provision of Fitbits while bigger context issues such as (Are footpaths
available?) are not taken into account.
Acting / intervening in small context is part of the solution. Yet it is not the Solution. Changing / Intervening in
the BIG CONTEXT is The Solution.
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KEYNOTE SPEAKERS
SIMON CORAH

Simon Corah (AUS)
CEO, Growth Mantra
Business Strategy

Simon worked for the Saatchi brothers for 25 years from 1983 to 2007. He started as a graduate trainee at
Saatchi & Saatchi in London, became CEO of Taiwan, then Ireland and returned to Australia to found M&C
Saatchi Australia in May 1995. Over the next 10 years, he built M&C Saatchi into a top 3 Australian Agency.
Following the sale of M&C Saatchi on the UK stock exchange, Simon left in 2007, to start Growth Mantra.
Growth Mantra is a boutique strategy consultancy focussed on growth. We forecast markets over 5-10 years to
spot opportunities for growth, then bring the strategy to life in the market. (McDonald’s ‘Create Your Taste’ is
a recent example)
Growth Mantra has worked with a large number of blue chip companies, including AGL, Tabcorp, Woolworths,
NAB, McDonald’s, Camival.
Simon is also married to Moni ue and has three sons, Nicholas, Marcus and Oscar.

Customer Strategy
Marketing Strategy
Brand Strategy
NAB Private advisory board

PRESENTATION

DISRUPTION AND THE NEW SHARE ECONOMY

The world is disrupting everywhere. Traditional business models are under threat. No industry is immune. In
this speech Simon will show the latest trends and innovations across a number of industries, around the world.
Using examples that launched as recently as in the last 24 hours, he will show how these ‘signals’ will shape our
future. Both as individuals and as organisations.
In summary, he will show what separates the winning companies from the losers, in this challenging environment!

KARIN VERSPOOR

Karin Verspoor is an Associate Professor in the Department of Computing and Information Systems at the
University of Melbourne, the Deputy Director of the Health and Biomedical Informatics Centre, and a Fellow at
the Centre for Business Analytics of the Melbourne Business School. In a nutshell, Karin’s work is making sense
of words using computational algorithms. Trained as a computational linguist, her current research is primarily
focused on text mining and data analytics of the biomedical literature and clinical texts to support biological
discovery and clinical decision support. Karin held previous posts at NICTA, the University of Colorado School
of Medicine and Los Alamos National Laboratory and spent 5 years in start-ups during the US Tech bubble
around Y2K.
Karin Verspoor

Associate Professor, Department
of Computing and Information
Systems, University of Melbourne.
Deputy Director, Health and
Biomedical Informatics Centre.
Fellow, Centre for Business Analytics
of the Melbourne Business School.
data analytics
text mining
natural language processing

PRESENTATION

(MACHINE) READING YOUR CUSTOMERS

Opinions, attitudes, sentiments: a wealth of information about what customers want and what they think can
be inferred from what they say. Open-ended responses to questionnaires, social media and blog postings, and
customer service logs are all natural language resources that can be analysed using quantitative methods in
addition to more traditional qualitative methods. In this talk, Karin will demonstrate the potential to get a lot
more insight out of a lot more data when data science is paired with natural language processing to “read” and
make sense of all of these words.

biomedical informatics

DOMINIC CARTER

Dominic Carter
CEO, CarterJMRN
Qualitative Research
Quantitative Research
Cultural adaptation for global research clients

Dominic launched his career in market research in the mid-90s at YCHW/ Millward Brown Australia. Armed
with a few words of Japanese and a lot of Aussie bravado Dominic was sent on a mission to Japan to launch
Millward Brown’s business there. Seventeen years later and, with wonderful partners, having launched his own
agency there thirteen years ago Dominic now runs the largest (and most engaging) independent foreignowned market research firm in Japan with offices in Tokyo, Osaka and Singapore. In that time he has worked
with a wide range of foreign players on market entries as well as with established international brands trying to
revitalize their relationship with the Japanese consumer. When not building cultural bridges, Dominic tries to
find time to update his popular dining blog (because you can’t just eat strategy!).
PRESENTATION

DISRUPTION AND THE NEW SHARE ECONOMY

Peter Drucker’s famous quote is no less relevant today and nowhere is it more relevant than in Japan, the
graveyard of many a global marketer’s broken dreams. Moving beyond clichés and lip service about culture and
understanding how it really drives the way people perceive their needs is essential when we need to connect
across cultures in our relentlessly globalising world.
Culture drives how we as researchers can best work with each other in our own teams, how we interact with
our clients and ultimately how well we can help our clients to connect with their consumer. While the challenges
posed by culture are most obvious to outsiders in what can seem like the ‘bizarro world’ of Japan, even if well
hidden, these challenges are no less present when working within our own culture.
Whatever market you work in, getting to grips with the power of culture requires a combination of self
knowledge, unlearning what seems like common sense and finding new ways to interact with colleagues, clients
and consumers.
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KEYNOTE SPEAKERS
WALID EL ASMAR

Walid ElAsmar is co-founding partner at Juniper Markets, and general manager at its subsidiary, the Iraq
Market Research Initiative (IMRI). In these capacities, Walid helps clients across sectors gain actionable insights
on social, economic, and market trends in countries of the Levant and the Arabian Gulf. At the core of his
engagement lies the belief that connecting frontier markets is essential to achieving peace and social stability.
Alongside his work with corporate clients, Walid advises governments and international organizations on
governance reform, organizational development, and economic development.
Walid El Asmar

Co-founding Partner and General
Manager, The Iraq Market
Research Initiative
Emerging markets strategy and research

Walid holds a Masters of International Development from New York University, a dual Masters in Ocean
Engineering and Scientific Computing from the University of Michigan, as well as a Bachelor of Civil Engineering
from the American University of Beirut.
PRESENTATION

STRATEGIES FOR FRONTIER MARKETS: LESSONS FROM IRAQ

The high-risk/high-return principle hits a melting point in frontier markets. Not that its statistical validity is
challenged. But the difficulty in assessing risk combined with a confused perception of its nature places the bar
high even for the most daring businesses.
The case of Iraq is an illustration of this failure. Setting aside the political situation, the country enjoys large and
young demographics, immense natural resources, and relatively good infrastructure. Moreover, consumption
trends demonstrate the strong appetite of Iraqis for connecting with global markets. Foreign investment is
welcomed both as a vector of modernization and a solution for an important unemployment problem.
That said, international businesses continue to be deterred by perceptions of operational chaos and high levels
of uncertainty about market potential. At the root of this problem is a local research industry with poor capacity,
and mostly acting as the field force for projects designed abroad and better suited for developed markets.
This session will present the work undertaken by the Iraq Market Research Initiative since 2013 to help rebuild
the credibility of Iraq’s research industry. It will discuss the approaches developed to overcome the challenges
of gathering accurate and actionable market data in Iraq, and more generally will offer insights for operating in
frontier markets.

THOMAS KING

Thomas King is a speaker and campaigner who’s been recognised as one of Australia’s most accomplished
young change-makers. He began trailblazing at age 13 when he championed SayNotoPalmOil.com – a site
about deforestation that reaches over half a million people annually from more than 200 countries – and he has
gone on to become an advocate in animal protection, climate action, poverty alleviation and education reform.
Thomas was named Victoria’s 2015 Young Australian of the Year.
PRESENTATION

Thomas King

2015 Victorian Young Australian
of the Year
campaigning
social justice
communications
animal ethics
environment

WHAT DRIVES TODAY’S YOUNG PEOPLE?

From an early age, young people have a pathway of expectations set out in front of them; from completing
a degree and working a nine-to-five job, to getting a mortgage and accumulating material wealth. This same
cultural narrative has been followed by generations before them. So why then are a vast number of today’s
young people – the workers, leaders and decision-makers of tomorrow – not buying into this story? In our
rapidly evolving society, young people are presented with an abundance of information and opportunities, but
they also see the problems and injustices that are in desperate need of attention. Many are choosing a different
pathway to their parents’ generation, not only to remain adaptable in our constantly changing society, but
to also be part of innovating new solutions to social, environmental and economic issues. As one-third of the
working population, it is essential that governments, businesses and employers understand the motivations and
mindsets of millennials, who are already taking the reins of our nation.

QPMR SESSION
Thursday 8th September
Exclusive session for QPMR members to join a select group of keynotes
and thought leaders for a private meet and greet session.
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PANEL SESSIONS
Market and Social Research in the Media, Thursday 8th September
Journalists use it to support their stories, companies use it to promote their products and services,
media organisations use it to promote their assets –market research in the media almost always
generates discussion, sometimes debate and now and then controversy. A dynamic and interesting
panel of experts explores the uses and abuses of research in the media and how as an industry we
can work toward best presenting ourselves in a diverse and challenging media environment.

REBECCA HUNTLEY

Rebecca Huntley

Writer and social researcher,
Research Director
• Law & film degrees with a PhD in Gender
Studies • Author of numerous books
• Columnist for BRW • Feature writer for Vogue
• Presenter on Radio National • Radio and TV
social trends presenter

Dr Rebecca Huntley is has a background in publishing, academia and politics. She holds degrees in law and
film studies and a PhD in gender studies. For nearly nine years Rebecca was the director of The Mind & Mood
Report, Australia’s longest running social trends report, founded by Hugh Mackay. She worked closely with
organisations, public and private, large and small, across Australia on social trends, consumer attitudes, helping
them understand the mind-set of Australians. She is a regular speaker, chair and forum guest at conferences.
Rebecca is the author of numerous books; The World According to Y: Inside the New Adult Generation, Eating
Between the Lines: Food and Equality in Australia, The Italian Girl, and Does Cooking Matter?. She was a feature
writer for Australian Vogue and a columnist for BRW. She is a regular participant at writers and ideas festivals
across the country. Rebecca is also a broadcaster. In 2014, she was the presenter of RN Drive on a Friday. She
currently co-hosts a podcast with journalist Sarah Macdonald, Just Between Us, which explores a variety of
issues of interest to women over 40. Rebecca is a sought after commentator on social trends on radio, in print
and on television. She is a regular guest on Q&A, The Drum and has appeared on Gruen Planet and Media Circus.

JOHN DALEY

John Daley

CEO, Grattan Institute
• Public policy expert

John Daley is one of Australia’s leading public policy thinkers. He has been Chief Executive of the Grattan
Institute since it was founded seven years ago. Grattan Institute’s work is independent, rigorous, and practical. It
fosters informed public debate on the key domestic policy issues for Australia, through both private forums and
public activities, engaging key decision makers and the broader community. Its work ranges across education,
health, energy, cities, transport, and other economic reform issues. John has published extensively on economic
reform priorities, budget policy, and tax reform. This work is underpinned by themes of the importance of
government prioritisation, and the limits to government effectiveness. He regularly comments on these issues
on radio and television, and in major newspapers and online outlets. He has 25 years’ experience spanning
academic, government and corporate roles at the University of Melbourne, the University of Oxford, the
Victorian Department of Premier and Cabinet, consulting firm McKinsey and Co and ANZ Bank. John graduated
from the University of Oxford in 1999 with a DPhil in public law after completing an LLB (Hons) and a BSc from
the University of Melbourne in 1990. John is also a keen amateur pianist and gardener.

SIMON CORAH

Simon Corah

CEO, Growth Mantra
• Business Strategy • Customer Strategy
• Marketing Strategy • Brand Strategy
• NAB Private advisory board

Simon worked for the Saatchi brothers for 25 years from 1983 to 2007. He started as a graduate trainee at
Saatchi & Saatchi in London, became CEO of Taiwan, then Ireland and returned to Australia to found M&C
Saatchi Australia in May 1995. Over the next 10 years, he built M&C Saatchi into a top 3 Australian Agency.
Following the sale of M&C Saatchi on the UK stock exchange, Simon left in 2007, to start Growth Mantra.
Growth Mantra is a boutique strategy consultancy focussed on growth. We forecast markets over 5-10 years to
spot opportunities for growth, then bring the strategy to life in the market. (McDonald’s ‘Create Your Taste’ is
a recent example)
Growth Mantra has worked with a large number of blue chip companies, including AGL, Tabcorp, Woolworths,
NAB, McDonald’s, Camival.
Simon is also married to Moni ue and has three sons, Nicholas, Marcus and Oscar.

FEYI AKINDOYENI

Feyi Akindoyeni

Partner, Newgate Australia
• Strategic communication
• Public affairs and digital engagement Advisor
• Advisor to Govt (Prime Ministers & Cabinet)

With over 15 years, experience in strategic communications, working on some of the most challenging briefs in
Australia, Feyi is one of the country’s most sought after communications consultants. Feyi has a deep understanding
of the nexus between policy, politics and business having spent five years in Canberra leading a bi-partisan team
of top government relations experts. Her counsel is valued by some of Australia’s leading organisations including
Google, Apple, Uber, Vodafone, Woolworths, CommBank, UTS, the National Farmers Federation and its Member
Council, and the federal departments of Health and Ageing, Innovation, Tourism and Education, who look to her
for reputational and engagement counsel around policy, advocacy, effective stakeholder engagement, public
affairs and social media.A growing area is advising companies on their strategies to combat reputational attacks
that come from activists using two types of media – traditional and digital. Previously, Feyi was at Apple, Microsoft
and Education Image. She is a graduate of the University of Technology Sydney, member of the Australian Market
& Social Research Society (AMSRS). She sits as the Federal Arts Minister’s representative on the Australian
Children’s Television Foundation (ACTF) Board and on the Board of the International Association of Political
Consultants. And from time to time you may see her on ABC TV The Drum.
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PANEL SESSIONS
What Clients Want, Friday 9th September
Never before has growth for brands and business been harder to find. The market has changed and
with it, so has what Clients want. The implications are that what made insight businesses successful in
the past will not make them successful in the future.
Dennis Wong from Added Value leads a stellar panel bringing together a diverse range of 6 leaders from
leading local businesses and agencies to discuss and debate views on the important things that are affecting the shape
of the insight industry today and into the future. It all boils down to what clients want and how this is changing.
Dennis Wong
Managing
Director,
Added Value

• Market Understanding
and insight
• Portfolio strategy and
brand architecture
• Brand positioning
development
• Innovation

Mark
Sundquist

Partner, Fiftyfive5
• Commercial agency
leadership and
management
• Business and marketing
consulting
• Strategic qual and quant
research

REPRESENTING AGENCIES
Mark Sundquist, Fifty Five Five
Lee Naylor, The Leading Edge
Colin Macarthur, Added Value

REPRESENTING CLIENTS
Tim Ovadia, CUB
Ed Rutherford, NAB

DENNIS WONG

Aside from running the business he’s an experienced
practitioner of both insight and brand development,
working with the likes of Diageo, McDonald’s and
Goodman Fielder to help them find growth in
uncomfortable places. He believes that the challenges
facing much of the market in Australia today give
businesses and brands a rare and exciting opportunity
to lean into meaningful and positive change, which
can only be a good thing for the insight industry.

Liz Moore, Telstra

leads to growth. He has worked extensively across
many categories, specialising in solving problems in
brand positioning, innovation and communication
development.

TIM OVADIA

Carlton United Breweries tbc

Lee Naylor

Managing
Director, The
Leading Edge
• Quantitative
Methods
• Market
Segmentation
• Volunteering

Colin
Macarthur

Director,
Added Value
• Insights & Strategy
• people management
• communication strategy
• creative development
and evaluation

Ed Rutherford

Head of Customer
Strategy (Consumers,
National Australia
Bank
• Customer strategy
• customer value propositions
• NPS
• Segmentation
• customer analytics

Liz Moore

Director of Research,
Insights and
Analytics, Telstra
• AMSRS President
•C
ompetitive
Intelligence
• Customer & Product
Analytics
• Marketer
• Customer Insights

MARK SUNDQUIST

Mark has worked in the insights consulting space for
25 years, both leading agency teams and driving the
insights function in client side roles. Mark is a founding
partner of the strategic research consultancy,
Fiftyfive5, with a team of 60 and working with some
of Australia’s and the world’s leading businesses and
brands. Prior to Fiftyfive5, Mark was the Global CEO
of The Leading Edge. Mark is a highly experienced
researcher and has worked with clients across the
financial services, telecommunications, FMCG,
entertainment/media, retail, tourism and professional
services sectors. Prior to the Fiftyfive5 and The
Leading Edge, Mark held client side roles at Westpac
and St George Bank.

LEE NAYLOR

Lee has spent over 20 years working with clients on a
range of issues and opportunities. Starting his career
at Whitbread PLC in the UK, he joined Research
International in 1994 in the Marketing Sciences area.
He worked on segmentation, brand and pricing
models in the UK, USA and Australia for leading
multinationals in FMCG, Services and Information
Technology. He moved to Nielsen, where he became
Executive Director of Customised Research. He joined
The Leading Edge in 2010 as Global Head of Quant
and Analytics and was appointed Managing Director
in 2013. He is currently President of AMSRO and also
sits on the AMSRS NSW committee.

COLIN MACARTHUR

Colin is one of Australia’s leading and best loved
qualitative insight specialists, with 17 years strategic
research experience. He is passionate about people
and what makes them tick, driven to use this
understanding to help brands transform themselves.
Colin believes that the delivery and implementation of
superior consumer understanding and insights always

ED RUTHERFORD

After Edward graduated from Cambridge University
with a Masters in Chemistry, he spent 12 years based
in London as a strategy consultant getting a broad
range of international experiences across retail and
business financial services, energy and government.
His passion and deep specialism lies in customer
strategy and insight and the development of
customer-centric direction (strategy, segmentation,
customer value propositions, research including Net
Promoter System, big customer experience data
and loyalty). At NAB he has the privilege of leading
the Customer Strategy team that focusses on our
consumers. His role is to harness the passion and
capability of analytics, strategy and research experts
to advise the bank on who our customers are, what is
important to them and what NAB can do to deliver a
great customer experience and increase shareholder
value.

LIZ MOORE

Elizabeth is senior professional marketer, specialising
in the use of Customer Insights to drive business
profitability and advocacy. She joined Telstra in
September 2011 as Director of Research, Insights
where she runs the functions of market research,
competitive intelligence and customer & product
analytics with the goal of driving customer centricity
into business decisions and turning the data assets
of the business into profit and customer advocacy.
Prior to joining Telstra, Elizabeth spent 13 years with
the Commonwealth Bank of Australia working in the
areas of market research, customer analytics and data
driven marketing. She is currently President of the
Australian Market and Social Research Society and
sits on the Global Analytics Advisory Committees for
IBM (Telecommunications) and Accenture (Business).
Elizabeth spent her early career in economics and
marketing in the agribusiness industry in Australia,
New York and London.
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WORKSHOPS
Concurrent Workshops, Friday 9th September
For those that want a little more in-depth learning, we have organised a few short (60min)
workshops that you can register for during the conference program.
These sessions have limited places to facilitate interactive learning, so please register
for these when you book your conference ticket to ensure your seat.

SHOBHA PRASAD

See workshop facilitator bio on page 5.

WORKSHOP

Shoba Prasad

Director, Drshti Strategic
Research Services

EVERYDAY INSIGHTING

Shobha is one of ESOMAR’s top qualitative researchers and a highly experienced advertising strategist. A
lucky few will spend an hour with her, working through the theme of “Everyday Insighting” - how the process
of insighting is natural to us in our daily lives- and how we can channel it into our work for deeper and more
meaningful qualitative research outputs. This will be relevant not just for research professionals but any
professional who uses consumer insights in their work. The workshop will include activitities and be a deeper,
thought based session that is designed to be both fun and enlightening

Consumer Behavioiur
Cross-Cultural Insight
Brand Dynamics
Strategic Thought

NICK NAUMOF

See workshop facilitator bio on page 6.

BEHAVIOURAL DESIGN: MORE PROFOUND INTEGRATION OF
BEHAVIOURAL SCIENCE INSIGHTS IN SERVICES
WORKSHOP

Nick Naumof

Applied Behavioral Science
Specialist
Consultant
Trainer
Writer

Behavioural Science (the study of seemingly minor details that have a strategic impact) teaches us that a lot
of human behaviour is influenced by context. The applied side of behavioural science focuses(d) on nudges –
minor interventions in the context that have (supposedly large) influences on human behaviour.
It is time to go beyond nudges.
Nudges can be and, even, are part of the solution, but they are not the solution for many of the challenges
humans face in the XXIst century.
We need Behavioural Design: integrate the learnings of behavioural science into the core of public policy,
business, social development etc. We also need to focus more on the big context and implement Big Design.

SONIA WHITELEY

Sonia is an Executive Director with over 20 years’ experience in multimillion-dollar program leadership across the
academic, commercial and public sector. Currently leading program delivery and organisational development
as member of the executive leadership team for The Social Research Centre, Sonia holds a B.Sc. of Psychology,
a Master of Assessment and Evaluation and is currently studying a Doctor of Philosophy in Program Evaluation.

Sonia Whiteley

Executive Director Research
Strategy, Strategic Organisational
Development, The Social
Research Centre. ANU Centre for
Social Research & Methods.
Research Methodologist
Strategic org development

Sonia is also an Adjunct Research Fellow with the ANU, focused on establishing a multi-disciplinary social
research centre in Canberra that advances common interests and priorities. Widely recognised for a creative,
solutions-oriented approach to the design and execution of social research programs, Sonia leverages a diverse
public and private sector background to deliver programs that transcend industry boundaries and set new
standards for research excellence.

AUSTRALIAN EARLY DEVELOPMENT CENSUS – DATA
OPPORTUNITIES FOR RESEARCHERS, POLICY MAKERS & PRACTITIONERS
WORKSHOP

The Social Research Centre is committed to fulfilling the aims of the AEDC by maximising opportunities for
all stakeholders to access and use the AEDC data for the purpose of informing policy, planning and research
relevant to early childhood and community development. In addition to he National Reports, Community
Profiles and School Profiles, there are three sources of AEDC ‘raw data’: the AEDC Data Explorer, AEDC Maps
and AEDC Research Data. This workshop will explore how each of these data sources and the AEDC website
tools can be effectively used by a broad range of stakeholders.
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INDUSTRY SPEAKERS
Join these thought leaders at the
#1 MSR event in the southern hemisphere

Harvir Bansal

Alex Batchelor

Pascal Bourgeat

Fiona Buchanan

Penny Burke

Mike Daniels

Stephen Dann

Naomi Downer

CRO and EVP
Analytics
b3Intelligence

COO
BrainJuicer Group
PLC

Director of
Behavioural Science
Ipsos

Insights Director
MDI

Director
Essence
Communications

Founder
The Behavioural
Architects

Senior Lecturer,
Marketing
Australian National
University

Account Director
Colmar Brunton

Peter Drinkwater

Brian Fine

Mark George

Phil Harris

Nikki Howlett

Sally Joubert

Chairman
Quality Online
Research Pty Ltd

Director
Quirk

Monica
Greenwood

Peter Harris

CEO
House of Brand
Group

Executive Vice
President &
Managing Director,
APAC
Vision Critical

Founder
Nuro Brand Insight

Market Insights
Strategist
Deakin University

CEO
Luma

Peter Kenney

Paul Labagnara

Camilla Lee

Alastiar Liptrot

Andie Lowings

Scott Maclean

Kate Mann

Dr David Marshall

Md Asia Pacific
Colmar Brunton
Vice President Win/
Gallup International
Director Maggie Beer
Foundation

Director
The Lab

Creative Director
MDI

GM - Marketing &
Insights
Simplot Australia

Director
House Of Brand
Group

Director and Data
Science Specialist
Nulink Analytics

Brand and Market
Research Manager
Qantas Airways Ltd

Project Manager
National Centre for
Longitudinal Data

Howard
Parry-husbands

Research Director
Latitude Insights

Elizabeth May

Dominic McCarthy

Virginia Meikle

Con Menictas

Katherine Milner

Alla Nock

Vice President Client
Development Asia
Pacific
Research Now

Head of Qualitative
Strategy.
The Leading Edge

Consumer Insights
Manager
NRMA

Choice Modelling,
Segmentation, Analytics,
Research, Advanced
Statistical Science and
Doctoral Supervision.
Newcastle University

Director – Qualitative
Insights
The Leading Edge

Marketing Research,
Analytics & Capability
Manager
Kimberly-Clark
Australia

Kristy Richards

Catherine
Rickwood

Duncan Rintoul

Dan
Robertson-Jones

Strategy Director
The Lab

Managing Director
Three Sisters

Principal Evaluator
Centre for Education
Statistics and
Evaluation

Cultural Strategy Lead
Added Value

Joyce Van dijk

Mary Winter

Research Manager
Direction First

Director of Qualitative
Research
Ruby Cha Cha

CEO
Pollinate Pty Ltd

Georgia Phillips
Client Service Director
Luma
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RESEARCH EFFECTIVENESS AWARDS / GALA DINNER
RICA MARKET & SOCIAL RESEARCH

INDUSTRY

AWARDS
2016

BOOGIE
WONDERLAND
2016 CONFERENCE GALA DINNER
T H U R S D AY 8 T H S E P T E M B E R
G R A N D H YA T T • S A V O Y B A L L R O O M • 7 - 1 2 P M
The Bee Gees, Donna Summer, Sister Sledge, KC and the Sunshine Band
all names that conjure up a magical time in the mid- to late 1970s when a
steady, funky beat and heavy bass gave dancing a new rhythm and drive.
Join Australia’s own disco diva Marcia Hines at the Boogie Wonderland
Conference Gala Dinner.

The RICA Market and Social Research Industry Awards
recognise excellence in research that makes a difference to
business and social policy planning performance. They provide
a platform from which to demonstrate the importance of
research, researchers and research companies as an integral
part of a successful business and social policy planning.

SAM MCCOOL

Bell bottoms, elevator shoes, Afros, sparkles and glitter all defined the
fashions, and everyone had to know the latest dance tune to keep up with
the crowd. Recreating that time for a party gives everyone an opportunity
to remember good times, even if creating those memories for the
first time. Get dressed up or just bring your dancing shoes. Come and
celebrate our fabulous community under the mirror ball.

with

MARCIA
HINES

WILL BE YOUR AWARDS MC

AWA R D S
• Communications Strategy
Effectiveness Award
• Consumer Insight Award
• Public Policy/
Social Research Award
• Technology and Innovation
Effectiveness Award
• Employer of the Year Award
• Young Researcher
Award category

WITH THANKS TO OUR GALA DINNER SPONSOR:

AUSTRALIAN MARKET & SOCIAL RESEARCH SOCIETY

NATIONAL CONFERENCE 2016

13

FULL PROGRAM – DAY 1
8am

REGISTRATION

PLENARY SESSION
8.45 - 10.55am

Welcome from Chairs - Liz and Vicki
Welcome from the Platinum Sponsor
Lee Naylor

Long-term memory and advertising effectiveness, or why going through doorways makes you forget.

KEYNOTE

Richard Silberstein Professor Emeritus, Swinburne University of Technology | Chairman, Neuro-Insight

Disruption and the new share economy

KEYNOTE

Simon Corah CEO, Growth Mantra

RESEARCH IN THE MEDIA

PANEL

Rebecca Huntley, John Daley, Simon Corah, Feyi Akindoyeni

10.55 - 11.20am

MORNING TEA

BREAKOUT SESSIONS

REAL RELATIONSHIPS

TO B.E. OR NOT TO B.E.

QPMR SESSION

11.25 - 11.45am

Why Modern Customer Engagement
Must Mirror Real Relationships

How the application of Behavioural
Economics leads to better
understanding of behaviour

Exclusive session for QPMR members
to join a select group of keynotes
and thought leaders for a private
meet and greet session.

Peter Harris Vision Critical

Mike Daniels The Behavioural Architects
Alla Nock Kimberly-Clark Australia

11.45 - 12.05pm

12.05 - 12.25pm

Maintaining relevance in the age of
(con)fusion

Behavioural economics: from
pyrotechnics to ethics

Virginia Meikle NRMA

Pascal Bourgeat Ipsos

I’ve told you what I think, I like that
one the best, please pass the chips!

Fame Feeling & Fluency: The
Behavioural Formula to Drive
Profitable Brand Growth

Penny Burke Essence Communications

Alex Batchelor BrainJuicer Group PLC

12.25 - 12.35pm

Questions

12.35 - 1.25pm

LUNCH

Questions

Questions

AMSRO AGM

BREAKOUT SESSIONS

DIRECTIONS IN DATA

INSIGHT DETECTIVES

TALKING ‘BOUT MY GENERATION

1.30 - 1.50pm

The 2016 Sawtooth CBC Predictive
Modelling Competition

Come Fly With Me: Fusing accompanied
flights, quant and semiotics to drive a
Branded Experience for Qantas

Gen Z “#WhatDoYouMean?”
Talking to kids who aren’t listening

Scott Maclean Nulink Analytics

Joyce Van dijk Direction First

Peter Drinkwater House of Brand Group
Andie Lowings House Of Brand Group
Kate Mann Qantas Airways Ltd

1.50 - 2.10pm

Splice it, Dice it and Stitch it Back
Together
Elizabeth May Research Now
Harvir Bansal b3Intelligence

2.10 - 2.30pm

Insight detectives interview the home,
not just the consumer :are you using
the most powerful unreported data?

Milennials
Peter Kenney CBR

Mary Winter Ruby Cha Cha

Digital disruption and the future of
data collection

Humanising the Digital
Transformation in Higher Education

Con Menictas Newcastle University
Brian Fine Quality Online Research,
Australia Online Research

Monica Greenwood Latitude Insights
Nikki Howlett Deakin University

2.30 - 2.40pm

Questions

Questions

2.40 - 3.05pm

AFTERNOON TEA

The grey tsunami & age stereotypes
Catherine Rickwood Three Sisters

Questions

PLENARY SESSION
3.05 - 5.00am

Fellows Appointments - Liz Moore
RICA Industry Update - Liz Moore – President, AMSRS and Lee Naylor – President, AMSRO
Frames change: a cultural-cognitive approach to communication

KEYNOTE

Nathaniel Kendall-Taylor CEO, Frameworks Institute

(Machine) Reading your customers

INVITED

Karin Verspoor Associate Professor, Dept of Computing and Information Systems, The University of Melbourne

What Drives Today’s Young People?

INVITED

Thomas King Young Victorian of the Year

Wrap up
5.15 - 6.00pm

AMSRS AGM

7.00pm

DINNER - BOOGIE WONDERLAND WITH MARCIA HINES

Program correct at time of printing. If necessary, updates will be made to this electronic version.
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FULL PROGRAM – DAY 2
8am

REGISTRATION

PLENARY SESSION

GLOBAL FUSION

9.00 - 11.05am

Welcome Back - Liz and Vicki
The Calculus of Change: How we integrate

KEYNOTE

Shoba Prasad (IND) Director, Drshti Strategic Research Services

Strategies for Frontier Markets: Lessons from Iraq

KEYNOTE

Walid El Asmar (IRQ) Co-founding Partner and General Manager, The Iraq Market Research Initiative

Culture Eats Strategy for Breakfast (and Lunch, and Dinner)

KEYNOTE

Dom Carter (JAP) CEO, CarterJMRN

Beyond Nudge: Behavioural Design & Big Context

KEYNOTE

Nick Naumof (US) Applied Behavioural Science Specialist

11.05 - 11.30am

MORNING TEA

BREAKOUT SESSIONS

TECH 2.0

BRAND CULTURE

11.35 - 11.55am

Consumer Neuroscience 2.0: Why
‘neuro’ needs fusing with other methods

TBC

Mark George Quirk
Phil Harris Nuro Brand Insight

11.55 - 12.15pm

12.15 - 12.35pm

Measuring the “Telling” in the Selling
of the Story: Classifying Instagram
Imagery for Internal Benchmarks

What the changing nature of
leadership in culture means for
brands

Stephen Dann Australian National University

Dan Robertson-Jones Added Value

I Gotta Feeling Research and
Technology have given us so many
new ways to measure feelings but
which ones should we use…

Harnessing a new world of women’s
health. A story of how cultural insight
re-energised lean cuisine.

WORKSHOP SONIA WHITELY

WORKSHOP SHOBHA PRASAD

Australian Early
Development
Census – data
opportunities
for researchers,
policy makers &
practitioners

Everyday
Insighting

Sally Joubert Luma
Georgia Phillips Luma

Paul Labagnara The Lab
Alastiar Liptrot Simplot Australia
Kristy Richards The Lab

12.35 - 12.55pm

Questions

Questions

Questions

12.55 - 1.45pm

LUNCH

BREAKOUT SESSIONS

FUSION MARKETING

MAKING A DIFFERENCE

WORKSHOP - NICK NAUMOF

1.50 - 2.10pm

Positive Marketing

Reframing Early Childhood
Development: An Empirical
Dimension of Social Change

Behavioural Design: more profound
integration of behavioural science
insights in services

Howard Parry-husbands Pollinate Pty Ltd

Nathaniel Kendall-Taylor

2.10 - 2.30pm

When being in the moment isn’t
enough
Fiona Buchanan MDI
Camilla Lee MDI

2.30 - 2.50pm

Fusing your brand to your
consumer’s hip pocket
Katharine Milner The Leading Edge
Dominic McCarthy The Leading Edge

2.50 - 3.00pm

Questions

3.00 - 3.25pm

AFTERNOON TEA

Building a New Life in Australia:
Methodological challenges,
innovations and successes
Naomi Downer Colmar Brunton
Dr David Marshall National Centre for
Longitudinal Data

Evaluative thinking and the use of
evidence as leadership competencies
for the 21st Century
Duncan Rintoul Centre for Education
Statistics and Evaluation
Questions

Questions

PLENARY SESSION
3.25 - 5.00am

Co-Chairs - Liz Duniec and Vicki Arbes
WHAT CLIENTS WANT

PANEL

Dennis Wong, Mark Sundquist, Lee Naylor, The Leading Edge, Colin Macarthur, Tim Ovadia, Ed Rutherford, Liz Moore

CONFERENCE AWARDS
Innovation is a State of Mind

KEYNOTE

James O’Laughlin Author | Comedian| Commercial and criminal lawyer | Media personality | Communicator

CLOSE OF CONFERENCE
5.00 - 6.00pm

CLOSING DRINKS

Program correct at time of printing. If necessary, updates will be made to this electronic version.
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CONFERENCE PACKAGES
Packages Available
FULL CONFERENCE DELEGATE PACKAGE

COMPANY ROVER DELEGATE PACKAGE

This includes:
One two day Conference pass (Thursday and Friday)
One pass to the Conference Dinner
One pass to the Closing Drinks
One full delegate bag

This includes:
One two day Conference pass (Thursday and Friday)
One pass to the Closing Drinks
One full delegate bag
This ticket does not include any access to the dinner

Please note that spaces to the in-conference workshops are limited and
will be taken on a first in best dressed from registrations only.

QPMR FULL DELEGATE

DISCOUNT PACKAGE

As per the full package only discounted for QPMR registered members

UNDER 30’S CONFERENCE ONLY
DELEGATE DISCOUNT PACKAGE

Discounted for AMSRS members under 30 years of age. (ID required)
This includes:
One two day Conference pass (Thursday and Friday)
One pass to the Closing Drinks
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 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.

ONE DAY PASS

This includes:
A one day Conference pass (Thursday or Friday)
One full delegate bag
This ticket does not include any access to the dinner or social events

ADDITIONAL SOCIAL EVENTS

This ticket does not include any access to the dinner

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

This ticket includes a free AMSRS membership until 30th June 2017 –
for under 30’s who have never held AMSRS membership previously.

GRAND HYATT ACCOMODATION DEAL:
Grand King Rooms for the night of 08 and 09 September at the rate of $265.00 per
night per room, room only rate. Breakfast is an additional cost ($42.00 per person).

Thursday Night :

Gala Dinner at the Grand Hyatt

Friday Night :

Closing Drinks at the Grand Hyatt

Please note, set seating or reserved tables are not available for any of our
events – arrive early to hold your space.

Delegates can call the reservations team on 13 1234 and quote the code:
G-AM16 or go online and reference the group code: G-AM16
http://www.melbourne.grand.hyatt.com/hyatt/reservations/roomsAndRates.
jsp?xactionid=1550e1d18ea&_requestid=1298395
Please note that this deal is limited, book now to avoid disappointment.

Members

Non Members

Early Bird Rate Early Bird Rate

After
Early Bird

After
Early Bird

Full Conference Member
Full Conference Non Member

$1,450
NB: IT’S CHEAPER TO BECOME A MEMBER!

$1,850
$1,950

$1,350
$2,200

Full Conference Under 30's + Membership

$1000

One Day

$770

$970

$870

$1,250

$1,850

$2,000

$2,000

$2,250

Gala Dinner

$240

$240

$240

$240

Closing Drinks

$50

$50

$50

$50

CHOOSE THURS OR FRI

Company Rover

CLOSING DATES

The closing dates for registration are:

Early Bird Rates close:

Friday 5th August 2016

Registrations close:

Friday 26th August 2016

Late registrations will be considered, depending on the availability of places.
Please note social event ticketing may close earlier due to maximum capacity
of the venue(s).

QPMR
Rate

Delegate
Bag

Non Members

Closing
Drinks

Members

Registration Package

Thursday
Sessions

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

Friday
Sessions

Package Prices

Gala
Dinner

IT’S
R TO
CHEAPE A
E
M
O
C
BE
MEMBER

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

$1,200
1 DAY
ONLY

1 DAY
ONLY

1 PER
TICKET

CANCELLATION POLICY:

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 5th August 2016. Cancellations after 5th August to Friday
19th August will be subject to a 50% cancellation fee, representing costs
charged by the venue for confirmed numbers. From Friday 19th August @ 5pm
cancellations will incur a 100% cancellation fee. Delegate substitutions are a
welcome alternative and in this instance no fees will be charged (unless member
ticket was booked and a non-member replaces). 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.

EARLY BIRD SAVINGS: Register by Friday 5th August.
AUSTRALIAN MARKET & SOCIAL RESEARCH SOCIETY

Register online at www.amsrs.com.au/conference-information
NATIONAL CONFERENCE 2016

16

CONFERENCE EXHIBITORS
Exhibitors listed alphabetically.

Exhibitors

Cint

Dapresy

Giftpax

GiftPay

i-Link

Lightspeed GMI

The National Centre
for Longitudinal
Data (NCLD)

Research Now

Resources Group

SSI

VoxPopMe

AUSTRALIAN MARKET & SOCIAL RESEARCH SOCIETY

NATIONAL CONFERENCE 2016
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CONFERENCE SPONSORS
The Society extends its sincere thanks to our sponsors
who have helped to make the Conference possible.

RSHIP
SPONSO NITIES
U
OPPORT AILABLE
STILL AV
us on.a:u
contact
events@

amsrs.com

Platinum Sponsor

Gold Sponsors

Co-Sponsors

Silver Sponsors

Award Sponsors

Register online at www.amsrs.com.au/conference-information
FURTHER INFORMATION:

For further information regarding the conference, contact Leslea Clements
at AMSRS, leslea.clements@amsrs.com.au or (02) 9566 3100.
For information regarding the registration process or payments please contact
Louise Jones at AMSRS, Louise.Jones@amsrs.com.au or (02) 9566 3100.

AMSRS NATIONAL
CONFERENCE 2016

AUSTRALIAN MARKET & SOCIAL RESEARCH SOCIETY

NATIONAL CONFERENCE 2016
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