








TWTRCON presents

RealtimeBrandsNY11

June 6, 2011 | BB King’s | Times Square

Business on the realtime,
social and mobile web.

Realtime technologies such as Twitter, Groupon and Foursquare are
radically changing the way consumers buy products, consume media
and interact with brands. Join us in New York on June 6 at TWTRCON's
Realtime Brands, the only event focused on doing business

on the realtime web.

At TWTRCON's Realtime Brands, you'll see case studies and learn best
practices from organizations that are using realtime, social and mobile
tools to deliver bottom-line results.

» Learn how to use Twitter and other realtime tools to drive revenue,
build your brand, and listen and respond to customers and stakeholders.

» Discover how to find and engage influencers, measure sentiment and
take advantage of realtime market opportunities.

» Get actionable advice and new insights with workshops, deep-dive case
studies and presentations from the frontiers of realtime innovation.

» Network and share ideas with leading business, marketing, media, PR
and technology executives.

Register today.

twtrcon.com/ny11




Aaron Peck is senior vice president, chief client officer of
Dynamic Logic. Prior to his current post, Aaron held the position
of vice president, client services at Millward Brown. Aaron holds
a degree in psychology from the University of Connecticut and is
amember of the ARF, 1AB and AMA.

Gonzalo Perez is owner and principal of Motivo Insights, LLC.
Prior to launching Motivo Insights, Gonzalo was senior director,
consumer insights for MTV Tr3 s. Previously Gonzalo was senior
manager of MTV Research and Planning. Gonzalo began his
work in branding and consumer research over 13 years ago at
The Bravo Group. He holds a B.A. in psychology from Syracuse
University.

Chris Petranto is vice president of MaPs, Millward Brown. He
has worked across a wide range of industries including consumer
packaged goods, entertainment, financial services, high-tech, and
communications, leveraging his experience in market research
and consulting to deliver business-oriented results. Chris holds a
B.A. from the University of Virginia.

William (Bill) Pink is a partner, client solutions at Millward
Brown where he leads the marketing science, cross media and
ROl teams in North America. Bill holds a Ph.D. from New York
University and is an elected member of the Market Research
Gouncil.

David F. Poltrack is chief research officer of CBS Corporation
and president of CBS VISION. Dave is past chairman and
current board member of the Advertising Research Foundation.
As adjunct professor, he teaches at the Columbia University
Graduate School of Business; NYU Stern School of Business,
and is a visiting professor at Cheung Kong Graduate School of
Business, Beijing, China. He is author of Television Marketing:
Network, Local, and Cable (McGraw-Hill). He holds a B.A. in
history (magna cum laude) from the University of Notre Dame
and an M.B.A. in marketing from NYU.

Chuck Porter is chairman at Crispin Porter + Bogusky and chief
strategist at MDC Partners. Chuck joined the Crispin Agency in
1988 as creative director and partner after a long career as an
award-winning freelance copywriter. At MDC, Chuck identifies
potential acquisitions and serves as a consultant to member
agencies. Chuck is a past co-chairman and current board
member of Advertising Week in New York. He's also the current
chairman of The American Association of Advertising Agencies.
Along with Martha Stewart and Michael Dell, he was named one
of Inc. magazine’s “Entrepreneurs We Love.” Chuck graduated
from the Journalism School at the University of Minnesota.

1 Geoffrey Precourt became editor-in-chief of the Journal of

Advertising Research in 2008. He also serves as U.S. editor for
Warc. Geoffrey has held senior editorial roles at titles including
Strategy + Business, Point, Smart Business and Fortune, edited
the book CMO Thought Leaders, and was co-author of Always
On: Advertising, Marketing, and Media in an Era of Consumer
Control (McGraw-Hill, 2008).

Lisa Quan is vice president, director of audience analysis at
MAGNAGLOBAL. Besides her work with MAGNA, Lisa also
represents the agency at several industry organizations including
the 4A's Media Research Committee, MRC Radio Committee, the
Council for Research Excellence and Nielsen’s Local Policy and
Guidelines Committee.

Alicia Rankin is the head of research and fan insights at the
National Football League, which she joined in October 2007.
Prior to the NFL, she spent seven years at ESPN. In the course

of her 19 year career, she has managed market research studies
and consulting engagements covering 26 different countries
worldwide. Alicia graduated from Lehigh University with a B.S. in
marketing.

Stephen D. (Steve) Rappaport is the Advertising Research
Foundation’s Knowledge Solutions Director, responsible for
ensuring that ARF and relevant industry knowledge is available
and accessible to members. Steve is the author of Listen First!
Turning Social Media Conversations into Business Advaniage
(Wiley 2011) and lead author of best-selling The Online
Advertising Playbook (Wiley 2007).

David Reiley is a principal research scientist at Yahoo!
Research. Before coming to Yahoo!, David was Arizona Public
Service Professor of Economics at the University of Arizona. He
has also taught at Vanderbilt University and at the Kellogg School
of Management at Northwestern University. David is the co-editor
for Field Experiments at Economic Inquiry, and he also serves on
the editorial boards of Experimental Economics and the BE Press
Journals of Economic Analysis and Policy. David holds a B.S. in
astrophysical sciences from Princeton University and a Ph.D. in
economics from MIT.

Lisa Joy Rosner is currently the chief marketing officer at
NetBase, a provider of advanced social media insight and analysis
tools. Prior to NetBase, Lisa was an e-commerce expert in
positions of vice president worldwide marketing at BroadVision
Inc., and vice president marketing at MyBuys where she worked
with companies including Sears, Walmart and Circuit City.

The ARF Celebrates 75 Years | 53
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Eric Salama is the chairman and chief executive officer of Kantar,

WPP's information, insight and consulting division. Between
April 1994 and October 2002 Eric was a main board director of
WPP Group. He was also the Group’s strategy director and chief
executive officer of wpp.com, the Group’s vehicle for developing
its digital capabilities. Prior to that, Eric was managing director
of The Henley Gentre. He has also been a researcher and
speechwriter to The Labour Party Foreign Affairs Team in the
House of Commons. Eric has a B.A. in politics, philosophy

and economics from Trinity College Oxford and an M.Sc. with
distinction in economics from Birkbeck College, London.

Sibel Satiroglu oversees digital insights for HP's Imaging
and Printing Group’s global integrated advertising and social
media campaigns. In this role, Sibel is responsible for driving
the infusion of customer insights for superior communications
across all digital touch points where the customer meets the
brand. Sibel holds an undergraduate degree in French and
finance and an M.B.A from Colorado State University.

Stacey Lynn Schulman is senior vice president of sports and
entertainment ad sales research at Turner Broadcasting Sales,
Inc. She works closely with David Levy, president of Turner
Entertainment Ad Sales and Turner Sports, and with Ad Sales
executive management teams for Adult Swim, Cartoon Network,
truTV, TBS and TNT, as well as Turner Sports & Entertainment
Digital research.

Naveen Selvadurai is co-founder of foursquare. Prior to
founding foursquare, he was lead architect at Socialight and was
a senior software architect with the Global Digital Business group
at Sony Music Entertainment. Before Sony, Naveen consulted for
New York-based Run Tones and enjoyed software engineering
stints at Sun Microsystems and Lucent Technologies. Naveen
holds an M.S. in computer science from Worcester Polytechnic
Institute.

Barbara J. Singer is the vice president of Advertiser Insights
& Strategy at ESPN Research+Analytics. Barbara is a 25-year
veteran of the media and advertising industry and joined ESPN
from Kraft Foods where she has worked since 1994 — most
recently as director of Strategic Media Information. Previously
she spent 10 years at J. Walter Thompson rising to the post of
senior vice president, group media director. Barbara has been
active in Nielsen's Council for Research Excellence and is a
member of Beyond :30. She is a graduate of the University of
[llinois.

Kate Sirkin is executive vice president and global research
director of Starcom MediaVest Group (SMG). A native of
England, she joined Leo Burnett's London office in 1988 as

a media researcher and moved to the head office in Chicago

in 1997. She is a founding member of MASB (Marketing
Accountability Standards Board), past executive and board
member of the Advertising Research Foundation and now CIMM.

Sir Martin Sorrell founded WPP, the world’s largest
advertising and marketing services group in 1985 and has

been chief executive throughout. Sir Martin actively supports
the advancement of international business schools and has
been publicly recognized with a number of awards including
the Harvard Business School Alumni Achievement Award. He
received a knighthood in January 2000. Sir Martin is on the
executive committee of the World Economic Forum International
Business Council and a member of the Business Council in the
US. He is vice chairman of IBLAC 2011.

Duncan Southgate is the digital global brand director for
Millward Brown. Duncan joined Millward Brown UK immediately
following graduation in 1994. Duncan joined MB's Global
Innovations team in September 2004. He holds a B.Sc. in
mathematics and German from the University of Leeds, and the
CIM’s postgraduate diploma in marketing.

Kimberly Stanford is the senior campaign insight lead for
Microsoft Corporation. She leads creative research and ROl
measurement of Microsoft brand campaigns including for
the WINDOWS and WINDOWS PHONE brands. Her position
leverages past CPG experience driving insights for brand,
product, shopper and loyalty analytics.

Jon Stewart is research director at The Nielsen Company where
he identifies and conveys the impact of key digital trends on

the advertising ecosystem. With a decade of Internet research
experience, he features regularly in industry publications, the
speaking circuit and presenting to the likes of AOL, Google,
Microsoft, Intel, and HP.

Stan Sthanunathan is the vice president of Marketing Strategy
& Insights of The Coca-Cola Company. Prior to this role, Stan
was head of Knowledge & Insights for the Asia Group, based in
Hong Kong. He started his career in The Coca-Cola Company
14 years ago based in London, as research manager of the
Middle East and North Africa Division. Previously, Stan was
general manager of NFO in their Middle East, North Africa office.
His research career started in 1985 with Pathfinders: India with
whom he was associated for almost seven years. Stan earned
his B.S. in mechanical engineering from Bombay University and
followed this with his M.B.A. from India Institute of Management
in Bangalore, India.

Horst Stipp, Ph.D., is the executive vice president of global
business strategy at the Advertising Research Foundation.
Formerly, Horst had been involved in media research at NBC for
over 40 years, most recently serving in the position of senior
vice president of strategic insights and innovation. His research
publications, in both English and German, cover a wide range of
topics and he frequently presents at conferences, both in the U.S.
and in Europe. Horst has also taught media metrics seminars at
Columbia University’s Business School for over ten years. He
received his Ph.D. in sociology from Columbia University.



The world’s
leading minds
use warc.com e o s

MEDIA OWNERS

BRAND OWNERS

Laura Chaibi, Head of European Research, Yahoo

Warc is a unique online resource of
case studies, best practice, market
T — intelligence, and consumer insight for

Communications, Procter & Gamble

ACADEMICS

AGENCIES

John A Quelch, Professor of
Business Administration, Harvard

John Woodward, Planning Director, Publicis Worldwide Business School

Take a free trial at www.waxc.com /trial
enquiries@warc.com | +1 202 778 0680
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Amelia Strobel is senior director of Consumer Insights &
Strategy for the U.S. Snacks & Confectionery division of Kraft
Foods. She has led insights and strategy organizations across a
broad range of industries, including consumer packaged goods,
foodservice, and financial services. Amelia has presented at the
Advertising Research Foundation, AMA, IIR and other industry
conferences.

Radha Subramanyam is the senior vice president of insights,
analytics and consulting for The Nielsen Company and NM
Incite. She has served in senior executive roles at Yahoo! and
MTV Networks over the past eight years. Radha began her media
career at NBC Universal and prior to that served on the graduate
faculty of NYU.

Alejandro Tanco is director of qualitative research at Millward
Brown Colombia. Alejandro joined Millward Brown in 2010.
Throughout his career, Alejandro worked at GFK, and more
recently was Gentral America Regional Director, as the Latam
expert in ethnographic methodologies. Alejandro has co-
authored several books including Research Methodology.

George Terhanian is Toluna's North American president and
global chief strategy officer. He has also served on advisory
groups for organizations such as the Advertising Research
Foundation, ESOMAR, and the U.S. Department of Education.

Sam Thayer is chief development officer for TNS” North
American Custom Research business. Prior to this, he served as
president of client services and before that, global head for the
finance sector. Previously, Sam was a principal at Abt Associates,
a partner at Harbridge House and an officer in the international
investment area at JPMorgan.He received his B.A. from Trinity
College and his M.B.A. from Harvard Business School.

Richard Thorogood is director of Strategic Insights & Analytics,
for Colgate Palmolive US Company, previously having held a
similar role with Colgate Palmolive in Europe. Richard’s research
experience includes a variety of roles with the Gillette Company
and TNS. Initially a chemist, Richard's entry to research came
with M+M/Mars. This diverse background has fueled a belief in
the need for research to make a commercial impact and as part of
this, Richard has championed new tools and techniques across
his roles. This has included exploration of the neuroscience area
over the last couple of years.

Joseph V. Tripodi is executive vice president and chief marketing
& commercial officer of The Coca-Cola Company. Prior to joining
the Company in 2007, Joe was the senior vice president and
chief marketing officer for Allstate Insurance Company. He was
previously chief marketing officer for The Bank of New York. Prior
to that he served as chief marketing officer for Seagram Spirits

& Wine from 1999 to 2002. From 1989 to 1998, Mr. Tripodi was
the executive vice president for global marketing for MasterCard
International. He held positions of increasing responsibility for
Mobil il from 1981 to 1988. Joe began his marketing career

in 1977 working for IBM. He received his M.Sc. in management
from the London School of Economics in 1981 and his B.A. in
economics with honors from Harvard College in 1977.

Beth Uyenco Shatto is global research director for Microsoft
Advertising. Prior to joining Microsoft she spent many years on
the agency side including OMD and DDB Worldwide. Beth has
aB.A. in broadcast communications from the University of the
Philippines and an M.A. in telecommunications from Michigan
State University.

Duane Varan is chief research officer and executive director of
the Disney Media & Advertising Lab, a role he holds concurrently
with his academic appointment as professor and executive
director of the Audience Research Labs at Murdoch University.
Dr. Varan is the recipient of numerous awards including the
Australian Prime Minister's Award for Australian University
Teacher of the Year. For the past seven years, he has led the
Beyond Thirty Seconds (beyond30.org) research project, a

$7 million program exploring new ad models for television’s
changing landscape sponsored by many of the world’s leading
media networks, advertising brands and technology enablers.

Domenico Vitale is founder and chief idea architect of People
Ideas + Culture, where he tries to redefine how solutions are
brought to clients in the 21st century. Prior to this, Domenico
was chief strategy officer of Lowe Worldwide in New York. He
has held senior positions at Kirshenbaum Bond & Partners,
Ogilvy & Mather, Euro RSCG and Saatchi & Saatchi. He is part
of the 4As NY Council and is on the board of the Miami Ad
School. Domenico holds an M.A. in public communication from
American University.

Duncan Watts is a principal research scientist at Yahoo!
Research, where he directs the Human Social Dynamics group.
He is also an adjunct senior research fellow at Columbia
University, and an external faculty member of the Santa Fe
Institute and Nuffield College, Oxford. He is also the author of
Six Degrees: The Science of a Connected Age (W.W. Norton,
2003) and Small Worlds. The Dynamics of Networks between
Order and Randomness (Princeton University Press, 1999). He
holds a B.Sc. in physics from the University of New South Wales,
and Ph.D. in theoretical and applied mechanics from Cornell
University.



Data is data ... oris it?

The principles of continuous improvement forever changed production quality in the 1980’s. The marketing research industry
faces a similar challenge today — the variability of online panel data quality. Without valid and reliable research data, business
opportunities may be lost, or worse, the viability of an established business may be put at significant risk. But how do
companies and their research partners know what steps to take to ensure online data quality?

Based on groundbreaking work by the Advertising Research Foundation, come explore the many ways to work collaboratively
with your research partners to identify and control the factors that affect online panel data quality. Learn how panel composition,
respondent duplication, recruiting methods, incentives, survey-taking behavior, and panel blending strategies all affect impact
data quality. Learn the proven ways to ensure that the online panel data you buy today will address the critical business
decisions faced by your company tomorrow.

Save the Date
QEP May 4, 2011

ADVERTISING
RESEARCH

(95570t FOUNDATION www.thearf.org/assets/qep-workshop-training
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Jeff Welch is president of Opinionology where he leads
all market facing activities and operations, domestic and
international. Jeff holds B.A. and M.A. degrees from Brigham
Young University and an M.B.A. from the University of Utah.

Douglas West is professor of marketing at Birkbeck, University
of London and executive editor of the Journal of Advertising
Research. Amongst others he has taught at the University of
Birmingham, University of Calgary, Henley Business School, the
Rotterdam School of Management, Leeds University Business
School and was a visiting professor at Cass Business School. He
has acted as a marketing consultant for a variety of companies
and has extensive experience of executive education. He is co-
author of Strategic Marketing: Creating Compelitive Advantage,
2nd Edition, 2010, Oxford University Press.

Susan Whiting is vice chair and chief diversity officer of The
Nielsen Company. Susan joined Nielsen Media Research in
1978. She became president and chief operating officer in 2001,
and within nine months assumed the roles of chief executive and
president. In 2007, Susan was appointed chairman of Nielsen
Media Research and executive vice president of The Nielsen
Company. Susan serves as a member of The Nielsen Company’s
Executive Council, and was a recipient of the 2009 Women

Who Make a Difference Award from the International Women's
Forum. In 2007, Susan was recognized by The Wall Street
Journal as one of their “Women to Watch,” and she was named
that same year by Crain’s New York Business as one of the “100
Most Influential Women in New York City.” Susan graduated from
Denison University with a B.A., cum laude, in economics, and
currently serves as trustee of the University.

James Williams-Ness is director of media research at Sesame
Street. Prior to this he worked for a variety of organizations
including Time Warner Cable, Greater Boston Cable Advertising,
Cabletelevision Advertising Bureau and Katz American TV.
Industry committee involvement includes the MRC, COLCAM,
Nielsen's Local Cable Advisory Board, Nielsen's A2/M2
committee on the mailable meter, and most recently Nielsen's
Nielsen Answer’s Advisory team.

Yoram (Jerry) Wind is The Lauder Professor and professor

of marketing at The Wharton School. He joined the Wharton
faculty in 1967, with a doctorate from Stanford University. He

is founding director of The SEI Center for Advanced Studies in
Management, the founding academic director of The Wharton
Fellows Program and was the founding editor of Wharton School
Publishing.

Edwin Wong is director of B2B Strategic Research & Insights
at Yahoo! Inc. Edwin has been published in the Journal of Social
Psychology and was a 2010 finalist for an ARF Great Mind
Award. He received his B.A. from Pomona College.

Tim Wu is a professor at Golumbia Law School and the
chairman of media reform organization Free Press. He is also a
policy advocate and author of The Master Switch. He previously
worked for Riverstone Networks in the telecommunications
industry in Silicon Valley, and was a law clerk for Judge Richard
Posner and Justice Stephen Breyer. Tim was recognized in 2006
as one of 50 leaders in science and technology by Scientific
American magazine, and in 2007 Wu was listed as one of
Harvard's 100 most influential graduates by 02738 magazine. He
holds a B.Sc. from McGill University and a J.D. from Harvard
Law School.

Barbara Zack is the chief strategic officer at Nielsen IAG
Research. Barbara is ultimately responsible for the ad
effectiveness insights and solutions that IAG provides to clients,
focused on optimizing the impact and ROI of their TV and Online
campaigns.

Bill Ziff-Levine is a co-founder and principal of Data &
Management Counsel, Inc. He is a seasoned market researcher
and moderator. His experience includes both consumer and
business-to-business markets, specializing in new product/
service development.
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Anything you can do on the web,
you can do in this space.

-

Multiplayer

A banner ad doesn't just click anymore. It offers up experiences. It
changes minds. It forms communities. It does anything the web does.
And it’s full of unexplored possibilities that will be worth watching.

WATCH THIS SPACE.

@ 3D gaming

google.com/watchthisspace @
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. The proof is in the
research...

As a founding partner,
the 4A’s proudly
congratulates the ARF
on 15 years of
influencing better
advertising decisions
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DHEIMOSTI TRUSTED NA
INEMARKET RESEARCH.

AN

FOUNDER AND PRESIDENT

%M

There may be a large quantity of data collection firms in the research industry, but there . Cost-effective data collection solutions
is a vast difference in quality among them. Precision Opinion has a rich 20-year history of
meeting and exceeding quality and completion requirements in social science research
and other stringent disciplines. Select Precision Opinion as your partner —and experience - Cutting-edge technologies within the industry
the difference professionalism and teamwork can make on your research projects. To
discuss partnering with Precision Opinion on your next research project, please contact
Jim Medick personally at 702-483-4000 or jtmedick@precisionopinion.com. « Trusted by the US Government

PRECISIO
INION America’s Premier Phone and Online Research Company ~ WWW.PRECISIONOPINION.COM

- Customized research services program for every client

- State-of-the-art facility with 330 CATI stations



change is in the air

NEURCOFOCUS INTRODUCES MYND™
THE WORLD'S ONLY WIRELESS, DRY HEADSET WITH
REAL-TIME, FULL-BRAIN EEG TECHNOLOGY

n@urOFOCUS put on MYND™ and see your own brainwaves and the future of research. Booth 514



STEP
INSIDE
THEIR

DIGITAL

VISIT THE LUTH RESEARCH
SHOWCASE BOOTH FOR A CHANCE
TO WIN DESIGNER SHOES

Post soccer pix on team site
Check snack schedule
Get directions to away game

Make vacation plans forMaui — —
Search hotels
Look for digital coupons/compare prices

Set flight alert for mom’s arrival

Stop by Luth's showcase booth
Try to win designer shoes

Sign up for mobile phone plan

Register for online MBA class
Join virtual study group
Research textbook prices

Th ey I |Ve. ZQ Intelligence,™ Luth Research’s permission-based online tracking tool, opens the door to valuable
Y I marketing advantages by giving you direct knowledge of your current and prospective customers’ daily
Ou ea rn- digital actions. With ZQ Intelligence you have unprecedented visibility into the relationship consumers

have with your brand and with your competition. It's the unique combination of behavior, survey,
and transaction data that you need to refine marketing strategies, develop powerful new products
and strengthen your social media efforts. Welcome to a new world of continuous and customizable
insight. They live. You learn. Find out more about patent-pending ZQ Intelligence at luthresearch.com.

©2011 Luth Research. All rights reserved.
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