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Robert L. Barocci is the president and chief executive 

officer of the Advertising Research Foundation. Just prior 

to joining the ARF, Bob was the director of communications 

of New School University. Before that, Bob enjoyed a very 

satisfying advertising career including 21 years with Leo 

Burnett culminating in the position of president of Leo Burnett 

International. After he left Leo Burnett, he was founder and 

chief executive officer of McConnaughy Barocci Brown and 

then invited by Alex Kroll to become director of Central/East 

Europe for Young and Rubicam. He holds an M.B.A. from 

Harvard University and a Phi Beta Kappa mathematics degree 

from the University of Wisconsin.

Risa Becker is vice president of research operations at 

GfK MRI where she is responsible for GfK MRI’s Survey 

of the American Consumer. Risa received her B.A. from 

SUNY Binghamton and her J.D. from American University, 

Washington College of Law. She is a 

Jeff Bickel is vice president of Delivery & Analytics at 

Nielsen Catalina Solutions. Before joining NCS, he led 

Nielsen’s Custom Analytics team for Procter & Gamble North 

America. Jeff also worked for Catalina Marketing, managing 

its national Analytical Consulting group. Earlier on, he served 

as part of the former ACNielsen’s Analytical Services team in 

Cincinnati. 

Jeff Boehme is the chief research officer at Kantar Media 

Audiences. Previously, he was senior vice president, 

Advanced TV, with The Nielsen Company. Before Nielsen, Jeff 

served as senior vice president, research and marketing, for 

National Cable Communications.  

David Brandt is a member of the Ipsos Open Thinking 

Exchange and is in charge of the Product Space. David has 

more than 30 years of experience in market research and more 

than 25 years focused on advertising research. This is David’s 

second stint with Ipsos. The first time around, he was part of 

the Ipsos-ASI organization where he led the development and 

implementation of the Next*TV system. He also served as the 

global client service manager for a number of Ipsos-ASI’s key 

clients.

David Brooks is an op-ed columnist at the The New York 

Times, a regular analyst on NewsHour with Jim Lehrer 

and NPR’s All Things Considered. He is also author of The 

Social Animal: The Hidden Sources of Love, Character and 

Achievement. David has worked at The Weekly Standard and 

The Wall Street Journal. He has been a contributing editor at 

Newsweek and the Atlantic Monthly. He has written for The 

New Yorker, The New York Times Magazine, Forbes, The 

Washington Post and many other periodicals.

Matthew Brosenne is the business development director 

at CSM Media Research. Matt leads CSM’s business 

development department working closely with China’s 

traditional and new media owners, local and international 

advertising agencies and advertisers, and is tasked with 

leading CSM into the future through initiatives in new media 

measurement relevant for China’s digital age. 

Sean Bruich leads Facebook’s Measurement Research 

Group. Before joining Facebook, Sean was with Google’s 

Customer Labs and Quantitative Marketing groups. 

Previously, Sean studied cognitive neuroscience at Stanford 

University, utilizing tools such as fMRI and EEG.

Rick Bruner is vice president of product management at 

Marketing Evolution. Before joining Marketing Evolution, 

he ran advertising research departments at MTV Networks, 

Google and DoubleClick. He was a co-recipient of the 

Advertising Research Foundation’s David Ogilvy Award in 

2009 and co-chaired the Interactive Advertising Bureau’s 

Research committee in 2008–2009.  

Charles Buchwalter is senior vice president at Nielsen 

Online Campaign Ratings, The Nielsen Company. Previously, 

he served as chairman and chief executive officer for Nielsen’s 

online business in Japan. He started his career with DRI/

McGraw-Hill and then joined CMP Publications (now CMP 

Media). Charlie holds an M.S. in natural resource economics 

from the University of California, Berkeley, and a B.S. in 

economics from University of Washington.

SPEAKER BIOS
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Artie Bulgrin is the senior vice president of research and 

analytics at ESPN, Inc. Artie joined ESPN as vice president, 

research and sales development in 1996 and was promoted 

to senior vice president in June of 2001. Previously, he was 

director, research and sales data services, at ABC National 

Television Sales, Inc. since 1989. He started his career at 

Nielsen Media Research where he worked from 1981 to 1989, 

rising to the post of vice president, service development. 

Walter Carl, Ph.D., is the founder and chief research officer 

at ChatThreads, an independent consumer touchpoints 

company that helps clients quantify the reach, purchase and 

trial impact of consumer brand encounters.  

Jeni-Lee Chapman is executive vice president at Harris 

Interactive. Previously, Jeni spent over 10 years at TNS and 

held several senior positions previously there. Jeni has 

worked with clients in a number of categories including 

CPG, Telecoms, IT, Retail, Financial Services, Media, and 

Beverages. Jeni graduated from Syracuse University with 

a degree in international relations (Maxwell School) and 

Spanish language.  

Owen Charlebois is Google’s global manager of advertising, 

marketing and media research. Owen has served in 

executive leadership roles for over 20 years, holding 

the positions of president of Arbitron’s Research and 

Technology group, chief executive officer of BBM, president 

of Gallup Canada, and principal in Coopers & Lybrand’s 

(now PriceWaterhouseCoopers) marketing research and 

strategy practice. Owen is currently working with Google’s 

research team on a number of cross media research 

initiatives. 

Jane Clarke is the managing director of the Coalition for 

Innovative Media Measurement (CIMM). Most recently, 

she was vice president of Insights and Innovation at 

Time Warner Global Media Group. She led cross-media 

measurement initiatives internal to Time Warner, as well as 

a co-chaired the Advertising Research Foundation’s 360 

Media & Marketing Super Council, and contributed to the 

Council for Research Excellence’s Video Consumer Mapping 

Study.  

Elaine Cobb is senior vice president at comScore, Inc. 

Prior to comScore she spent five years with SurveySite 

where she was at the forefront of online research 

methodologies and best practices providing strategic 

insight to major software, hardware and e-commerce 

companies. Elaine has a B.Comm in marketing and finance 

from McGill University. 

Ed Cohen is vice president of research policy and 

communication for Arbitron Inc., based in Columbia, MD. 

Prior to joining Arbitron, he was vice president of research 

for Clear Channel Communications. He has also worked 

for WPXI-TV in Pittsburgh, Birch/Scarborough Research, 

the National Association of Broadcasters, and WSPA-FM 

in Spartanburg, South Carolina. Ed holds a Ph.D. in mass 

media and a B.A. in telecommunication from Michigan 

State University and an M.B.A. from the University of South 

Carolina.  

Bill Cook is the executive vice president of research and 

standards at the Advertising Research Foundation. Bill 

first served the ARF as editor for the Journal of Advertising 

Research from 1987–1997 and joined the ARF as a member 

of the management team in 1996. Bill started his marketing 

research career at DuPont and subsequently worked at Kraft 

General Foods. He later became executive vice president at 

Simmons Market Research Bureau. He then joined Equifax 

NDS, and subsequently started William Cook & Company. 

Bill earned his Ph.D. in psychology from the University of 

Florida.  

Sean Creamer is executive vice president of U.S. Media 

Services at Arbitron. Prior to joining Arbitron in 2005, 

Sean was senior vice president and chief financial officer of 

Laureate Education, Inc. Previously, Sean was a tax manager 

for Mobil Oil Corporation. He began his career in auditing and 

tax with Price Waterhouse. Sean received a B.S. in accounting 

from St. Joseph’s University in Philadelphia and an M.S. in 

taxation from Georgetown University. 

Michael Curran, Ph.D., is director of insights and analytics 

at Ace Metrix. Prior to coming to Ace Metrix, Michael worked 

for Frank N. Magid Associates as director of quantitative 

research and advanced analytics. He received his B.A. from 

Fordham University, M.A. from the University of Florida, and 

Ph.D. from the University of Arizona.  



28 | Audience Measurement 6.0

  
 

 
 

 
 

 
 
 

 
 
 

 
 

 

  
 

 
 

 
 

  
 
 
 

 

 
 

 
 

 

   
 

 
 

 
 

 
 

WARC_ARF_Advert_PrintReady.indd   1 21.02.11   15:33



#ARFAM6 | 29

Peter Daboll is chief executive officer of Ace Metrix. Peter 

was most recently chief executive officer of Bunchball. 

Previous positions include chief of insights at Yahoo!, 

president and chief executive officer of comScore Media 

Metrix and president and chief operating officer roles at 

MarketTools, Inc., Advertising.com and MediaPlan, Inc. 

Peter completed the Executive Program at the Stanford 

Graduate School of Business, and holds an M.B.A. from York 

University, Toronto, Canada. 

Stephen DiMarco is the chief marketing officer of Compete. 

Previously, Stephen was a co-founder of the Internet strategy 

consulting firm ZEFER and directed business development 

and marketing initiatives for News Corporation. Prior to 

News Corporation, he managed the creation of consumer 

campaigns for Comedy Central, a joint venture between Time 

Warner and Viacom. Stephen holds a B.S. from Georgetown 

University and an M.B.A. from Harvard Business School. 

Patrick Dineen is senior vice president, product leader at 

The Nielsen Company with responsibility for local cross-

platform audience measurement product strategy with a 

focus on set-top box data applications. He holds a degree 

in industrial engineering from Columbia University and an 

M.B.A. from New York University.  

Robert D’Onofrio is the head of audience insights at 

Facebook. Prior to joining Facebook, Robert spent over a 

decade as head of customer insight and market research 

at Financial Engines. Robert holds a B.S. from M.I.T. and a 

Ph.D. in political science from Stanford University, where his 

research focused on American voting behavior and  

campaign/media effectiveness. 

Peter Doe is senior vice president of measurement science 

at The Nielsen Company. With over 20 years of industry and 

measurement science experience, Pete began his career at 

NOP Market Research in London. Pete holds a degree in 

mathematics from King’s College London. 

Paul Donato is executive vice president and chief research 

officer at The Nielsen Company. Previously he served 

as president and chief executive officer of Kantar Media 

Research. From 1993 to 1998, he was senior vice president in 

charge of media at Audits & Surveys Worldwide. Before that, 

he served as president of the Syndicated Group of Simmons 

Market Research Bureau and held positions in research at RD 

Percy & Co. and Arbitron Ratings Company. He received a 

B.A. in psychology and sociology from the State University 

of New York (SUNY) at Stony Brook, and an M.A. in applied 

sociology from SUNY.  

Sundar Dorai-Raj is a senior quantitative analyst at 

Google. Much of his work relates to design and analysis of 

experiments for measuring ad quality, ad effectiveness, and 

user happiness on YouTube. Sundar holds an M.S. and Ph.D. 

in statistics from Virginia Tech as well as a B.S. and M.A. in 

applied math from the University of Alabama. 

Jim Dravillas is head of advertising research at Google Inc. 

Prior to Google, Jim spent over a decade building the digital 

measurement and research practice at Ogilvy. He co-founded 

Ogilvy’s search consultancy practice in 1999, and his teams 

have been involved in many online advertising industry firsts 

along the way. Jim serves as a leading consultant to the 

online analytics and research community. 

Luiz Duarte is senior manager at DIRECTV Marketing Latin 

America. Luiz has served as director of studies and marketing 

for Sony Pictures, American public television and TiVo. He 

has published several books. He holds a Ph.D. in media 

and an M.A. in telecommunications from Michigan State 

University. 

Rick Ducey is the chief strategy officer for BIA/Kelsey. 

Prior to joining BIA in 2000, Rick was senior vice president 

of NAB’s Research and Information Group. Before joining 

NAB in 1983, Rick was a faculty member in the Department 

of Telecommunication at Michigan State University. He also 

served on the graduate management faculties of George 

Mason University and George Washington University. Rick 

received his Ph.D. from Michigan State University; M.S. 

from Syracuse University and B.A. from the University of 

Massachusetts at Amherst.
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Seth Duncan is director of research and analytics at Beyond. 

Seth has held positions as a statistician at the University of 

Pittsburgh and University of California at San Francisco. 

Seth has published extensively in communications trade 

publications as well as academic research journals. Seth 

received a B.A. in psychology from Reed College, an M.A. in 

psychological research at SFSU and has completed graduate 

work in statistics and neuroscience at MIT and Boston 

College. 

Carol Edwards is senior vice president of cross-platform 

sales and marketing. Carol started her career with Arbitron in 

1991 and has over 18 years of experience working with cable 

multi-system operators, cable networks, broadcast networks 

and groups, traditional and digital out-of-home companies, 

major advertisers and advertising agencies. Carol graduated 

with honors receiving a B.S. in marketing management, from 

the George Mason University School of Management in 1989.  

Stuart Elliott has been the advertising columnist of The New 

York Times since 1991, writing the weekday advertising report 

as well as other news articles and features. He also writes 

a weekly e-mail newsletter, In Advertising, and contributes 

to the Media Decoder blog on nytimes.com. Stuart has 

freelanced for Campaign, Delta Sky, Texas Monthly and 

Working Woman. Stuart received his B.A. and M.A. from the 

Medill School of Journalism at Northwestern University in 

Evanston, IL.  

Molly Elmore is vice president of market research at 

InsightExpress. Prior to InsightExpress, Molly worked at 

Aspen Analytic, Dynamic Logic and Digitas. She holds a B.S. 

in statistics and biometry from Cornell University.   

Bernard Engel is a research director at the media research 

department at German Television ZDF. He works in several 

leading positions as head of the technical commission and on 

working groups for streaming media measurement and panel 

methods. He holds diplomas in economics and sociology and 

a doctorate in statistics.  

Glenn Enoch is vice president of integrated media research 

at ESPN, Inc. Previously he served as vice president of 

Research & Special Projects at TeleRep. The balance of his 

30-year career in television research includes a variety of 

positions in local and syndicated research. A graduate of 

Baylor University in Waco, Texas, Glenn received a B.A. in 

speech/radio-TV-film, graduating magna cum laude in 1979.  

Deborah Esayian is co-president of Emmis Interactive, 

Inc. Recognized as one of the Most Influential Women in 

Broadcasting, she is the recipient of many industry awards for 

her skill in launching successful new businesses with strong 

investor return. Deborah holds a B.S.N. from the University 

of Virginia and an M.B.A. from Washington University in St. 

Louis.  

Colleen Fahey Rush is executive vice president and chief 

research officer at MTV Networks (MTVN). She began her 

career at CBS and went on to serve as director of research at 

Telemundo, before becoming associate partner and director of 

research at J. Walter Thompson. Colleen serves on the board 

of the Advertising Research Foundation. In 2010, Colleen 

was named to Ad Age’s list of Media Mavens, and in 2009 

was recognized by Working Mother Magazine as a Working 

Mother of the Year. Colleen holds a B.S. in communications 

from Cornell University and an M.B.A. from New York 

University’s Stern School of Business.  

Brad Fay is the chief operating officer of the Keller Fay 

Group, a company he co-founded in early 2006 with chief 

executive officer, Ed Keller. Brad is a co-chair of the Word of 

Mouth Marketing Association’s Influencer Marketing Council, 

and a member of the Market Research Council. 

Sebastian Fernandez is the senior manager of Ad 

Effectivess at Yahoo! With over 10 years of experience in 

brand and advertising research, and as a five year veteran 

of Yahoo!, Sebastian has consistently delivered innovative 

research solutions to help advertisers understand the role and 

impact of marketing in the digital space.
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Joan Fitzgerald is vice president of television sales and 

business development at comScore, Inc. Joan joined 

comScore from Arbitron Inc., where she served as vice 

president of Arbitron’s cross-platform services. She holds an 

M.A. from the University of Illinois at Champaign-Urbana and 

a B.A. from the University of Virginia in Charlottesville, VA. 

Maggie Fosdick is a vice president research director at 

Universal McCann. She has worked in media research for 

the past eight years on a wide variety of brands including 

entertainment properties, electronics, pharmaceuticals and 

packaged goods. Her primary focus is producing innovative 

research solutions for her clients and agency.  

Betsy Frank was named Time Inc.’s chief research and 

insights officer in April 2006. Previously, Betsy was executive 

vice president of research and planning for Viacom. Prior 

to this she held positions at MTV Networks, Zenith Media 

Services, Bristol-Myers Company and Ted Bates & Company. 

Betsy graduated with a B.A. in art from City College of New 

York. 

Michal Galin is the senior vice president of research at GfK 

MRI. She leads GfK MRI’s Starch Advertising Research, which 

specializes in measuring ad effectiveness. Michal joined GfK 

MRI in 2001 shortly after receiving her doctorate from Cornell 

University.  

Steve Gigliotti is president of National Ad Sales & 

Marketing at Scripps Networks. He is responsible for the 

strategic direction of ad sales and marketing for Scripps’ six 

networks and 10 websites in the home, food, travel and music 

categories and maintains oversight of the company’s branded 

entertainment and research groups. Steve has a long career in 

the television and radio industries.  

Kyle Gollins serves as client development manager at 

Research Now. Previously, Kyle served as senior account 

executive of Media & Publishing within the Digital Media 

Measurement Group at InsightExpress. He commenced his 

career in the market research industry as director of research 

and business development at DiscoverWhy, Inc. Kyle attended 

State University of New York at Albany and has a B.A degree 

in communication. 

Jeffrey Graham is the executive vice president, worldwide 

director of performance, at Initiative Worldwide. Previously, 

Jeffrey served as executive director of customer insight at 

The New York Times and senior vice president of strategic 

research and accountability at Starcom MediaVest. Jeffrey was 

awarded a Ph.D. in sociology in 2009 for his work on rumor 

control. He has published more than 100 articles on digital 

research and strategy. 

Patricia Graham is chief strategy officer at Knowledge 

Networks. Prior to joining Knowledge Networks, Pat was 

executive vice president/operating chairperson of INTERLINQ 

Software and president and chief operating officer of start-up 

R2R, Inc. Previously, Pat was executive vice president, 

consulting services at Nielsen and senior vice president 

at IRI. She holds an M.A. in political science from Rutgers 

University. 

Scott Grenz is director of media buying North America for 

GlaxoSmithKline. He has more than 24 years experience in 

media planning and negotiations in roles at GSK, Johnson 

& Johnson and Pfizer along with advertising agency work at 

Ayer and JWT. Scott is a 2010 inductee to the DTC Hall of 

Fame. 

Jeff Griffin is co-founder and general manager of Shopper 

Sciences. Previously, Jeff was senior vice president of 

Premier Retail Networks (PRN). Prior to joining PRN, Jeff 

worked in product management at the Kellogg’s Company 

and Nabisco Foods’ Lifesavers and Planters companies. 

He is also a sales management alumni of Nestle Foods, 

Coca-Cola Foods, and Procter & Gamble. Jeff is a graduate 

of the University of North Carolina’s School of Journalism & 

Mass Communication, and the University of Michigan’s Ross 

School of Business.  

Bill Harvey is vice chairman, chief research officer and a co-

founder of TRA, Inc. He is the founder of Next Century Media 

and New Electronic Media Science and the first to turn set top 

data into TV audience data to media research standards. He is 

a former executive of Arbitron, Interpublic, Grey Advertising, 

and OpenTV. TRA is one of five companies chosen by the 

Consortium for Innovation in Media Measurement (CIMM) for 

development of the future measurement services for the media 

industry.  
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James Holden is head of audiences for the BBC. He joined 

the marketing strategy team at the BBC in December 2000. 

Since then he has enjoyed various roles at the BBC in Future 

Media, Journalism and Audio & Music as well as leading 

major strategic, editorial and reputation-driving insight 

projects from a pan-BBC perspective. Before the BBC, insight 

roles included branding, advertising and international FMCG 

projects for leading UK research agencies. 

Natasha Hritzuk is the global director of insights and 

analytics for Microsoft Advertising. She comes to Microsoft 

from General Mills UK & Ireland where she was head of 

category and consumer insights. Prior to General Mills, 

Natasha worked for Wirthlin Worldwide, a communications 

and branding research agency, in both the London and New 

York Offices. Natasha has a Ph.D. in political behavior and 

psychology from Columbia University.  

Lung Huang is vice president of national account services at 

Arbitron Inc. Prior to joining Arbitron, Lung worked for Young 

& Rubicam, The Media Edge in New York and Norm Marshall 

and Associates in Burbank and MTV in New York. Lung 

holds a B.A. in business administration from the University 

of Kansas.  

Graeme Hutton is senior vice president, director of 

consumer insights at Universal McCann. In the mid 

90’s, Graeme was chairman of the U.K.’s Audit Bureau of 

Circulations. He is a council member for a number of U.S. 

organizations including the 4A’s Media Research Council, and 

The Internationalist.  

Kelly Johnson is director, media and promotion research 

at ESPN, and has been with the company since 2002. 

Kelly is the Grand Winner of the 2011 ARF Great Minds 

Award in the Rising Star category, and was co-author of the 

paper ‘Cracking the Cross-Media Code’ (JAR, June 2010). 

She graduated from the University of Oregon with a B.S. 

in business administration and has an M.B.A. from the 

University of Oregon’s Warsaw Sports Marketing Center. 

Masao Kakihara is a researcher and project manager 

at Yahoo! Japan Research. Previously, he was associate 

professor in management information systems at Kwansei 

Gakuin University. He holds a B.A. in economics from 

Kwansei Gakuin University and an M.Sc. and Ph.D. in 

information systems from the London School of Economics. 

Mark Kalus is director of product management for Nielsen 

Online Campaign Ratings at The Nielsen Company. Before 

joining Nielsen, Mark led the advertising product group 

for HookLogic in New York. Prior to that, he worked in the 

development of a comprehensive web-based reporting 

platform for Mediacom/Beyond Interactive. He holds an 

M.B.A from New York University, Stern School of Business 

and a B.S. in marketing from Xavier University. 

Irfan Kamal is senior vice president, Digital/Social at 

Ogilvy where he leads new research and product initiatives 

for Ogilvy’s 360 Digital Influence practice. Prior to joining 

Ogilvy, Irfan was part of the founding team for two health and 

entertainment startups, advised Amazon.com’s founder and 

chief executive officer, Jeff Bezos, on early stage investments 

and worked in the emerging field of privatized power. Irfan has 

an M.B.A. from Stanford and a B.S.E. in computer science 

from Princeton University. 

David Kaplan is vice president of Bravo Media Research 

at NBCUniversal where he works with Bravo’s advertisers 

on measurement solutions across all touchpoints including 

on-air, online, social and interactive. He previously held the 

role of senior vice president of product leadership at The 

Nielsen Company. Dave holds a B.A. in psychology from 

Cornell University’s College of Arts and Sciences where he 

was named a member of Phi Beta Kappa.  

Helen Katz is senior vice president, director of research 

at Starcom MediaVest Group, focusing on advanced video 

research, return path data, and research contract negotiations. 

Previously she worked at GM Planworks, Zenith Media and 

DDB Needham Chicago. Helen has received an Advertising 

Research Foundation Great Minds award for research 

innovation and a Silver Jay Chiat award for innovation.
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Ed Keller is chief executive officer of the Keller Fay Group, a 

specialist market research firm focused exclusively on word 

of mouth marketing. Ed is a graduate of the University of 

Pennsylvania and earned his M.A. in communications from 

the Annenberg School for Communication.  

Terry Kent is chief executive officer of Kantar Media North 

America. Having started his career at Dun and Bradstreet, 

Terry moved to VNU where he held several key leadership 

roles, including president and group president/chairman 

positions. He joined TNS Media in 2008 as the digital 

development director and in 2009, he was appointed chief 

executive officer of Kantar Media North America. Terry is a 

graduate of Lehigh University with a degree in science and 

engineering. 

Caryn Klein is vice president of Research & Insights for 

Time Inc. Prior to joining Time Inc. in 1997, Caryn held 

research positions at several publishing companies including 

Conde Nast and Reader’s Digest. Caryn started her career 

in research at Simmons Market Research Bureau where she 

held positions in both research and sales. She holds a B.S. 

in business administration from Miami University in Oxford, 

Ohio.  

Lynn Klein-Rosner is senior director of syndicated research 

for The New York Times. In her 13 year career she has been 

employed at firms ranging from innovative start-ups Pseudo.

com and iClips.com to media giants including CNET and The 

Wall Street Journal. Lynn holds a B.A. in global studies from 

Pace University and an M.B.A. in marketing and management 

from SUNY Stony Brook.  

Stephan Knaeble is division manager, Advanced Business 

Solutions at GfK Panel Services. He is responsible for 

managing the GfK Media Efficiency Panel (MEP) and other 

consultancy projects. Previously, he had responsibility 

for HomeScan at The Nielsen Company. Stephan studied 

sociology in Hamburg and Paris. 

Simon Kooyman, is chief executive officer of Knowledge 

Networks, has guided the company to record growth and 

sustained innovation in online research. Earlier, he served 

as chairman and chief executive officer of Ipsos North 

America and president of the VNU Marketing Information 

Entertainment Group. 

Steve Lanzano is president of TVB. He came to the 

association from MPG U.S. Before joining MPG, Steve was 

the chief executive officer of Mediaedge:cia and global media 

director at sister agency Mindshare. He also held executive 

positions in New York at Ogilvy & Mather, Ammirati & 

Puris and FCB as well as working at Ted Bates and NW Ayer 

Advertising. Steve is a graduate of Seton Hall University. 

Laurent Larguinat is the director of the Mars Marketing 

Laboratory. The lab’s mandate is to help establish Mars as the 

marketing science research leader within the FMCG industry 

and to continuously evolve “Marketing @ Mars” to maintain 

and pioneer world-class marketing practices utilizing 

breakthrough techniques that leverage counterintuitive and 

multidisciplinary thinking from outside the corporation. 

Diane Laura is senior vice president of corporate marketing 

at Kantar Media. Prior to joining Kantar Media, Diane ran her 

own consultancy, Laura Marketing Services. Before this she 

worked at the ARF as vice president of membership services 

and later as senior vice president of programs. She also held 

several global marketing positions at Deloitte and spent nine 

years at Arbitron. She holds an M.A. in communications – 

Radio & TV from Southern Methodist University and a B.A. in 

communications – Radio, TV & Film from the University of 

Missouri. 

Elissa Lee is group manager of quantitative measurement 

at Google. Prior to joining Google, Elissa served as vice 

president of research at TiVo where she was responsible for 

managing in-house research and analytics as well as TiVo 

Audience Research Business’ product development. Earlier 

in her career, Elissa was the head of human research at Casio 

U.S. R&D Center, and earned her B.A, M.A., and Ph.D. from 

Stanford.  

Jason Levin is the vice president, director of data analytics 

at Carat. His responsibilities include providing data driven 

strategic insights to top tier clients to optimize online 

media and search campaigns as well as validate customer 

segmentation. He holds a B.A. and M.B.A. from Clark 

University in Worcester, MA. 
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and belongs to a middle class that’s growing by 70 million every 
year. At Nielsen, we help you understand what consumers watch, 
listen to and interact with and what they buy, to give you the 
most complete understanding of consumers worldwide.

www.nielsen.com
© 2011 The Nielsen Company. 3228/0511

DEMANDING
CHOICE-RICH AND TIME-POOR

CONNECTED
WATCHING, BUYING AND INTERACTING

DIVERSE
IN EVERY CORNER OF THE WORLD
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Gregg Liebman is senior vice president of ad sales 

research at CNN, Turner Broadcasting. His background 

includes stints at Zenith Media Services, Inc., Optimedia 

International Inc. and Saatchi & Saatchi Worldwide, Inc. On 

the communications side, Gregg has worked in the research 

departments of DoubleClick Inc. ad agency Foote, Cone & 

Belding Worldwide and MTV Networks’ Nickelodeon/Nick at 

Nite/TV Land. 

Bob Liodice is president and chief executive officer at the 

Association of National Advertisers. He joined the ANA as 

senior vice president in 1995. Prior to the ANA, he was vice 

president of global marketing and sales for Grupo Televisa. 

Previous experience includes more than 15 years in marketing 

and financial management at Kraft General Foods. Bob holds 

bachelor degrees in accounting and management and an 

M.B.A. in finance from New York University. 

Mitzi Lorentzen is vice president of client solutions and 

communications development research at Millward Brown for 

North America. Previously, Mitzi worked at C/J Research and 

Burke Marketing Research assisting clients with custom research 

solutions to address their business issues. She holds an M.B.A. 

from DePaul University and a B.S. from Indiana University with a 

major in advertising and a minor in psychology. 

David Marans is executive vice president of media at the 

ARF. He began his media research career at Young & Rubicam 

“quite some time ago.” He left Y&R as a vice president in 

1988 to join J. Walter Thompson (now JWT). In 1994 he was 

named media research director, a role he continued when 

the JWT and Ogilvy media departments merged to form 

Mindshare. In 2005, David joined the recently formed IAG 

Research as an executive vice president. During 2009, he 

served as research director at A&E Networks. David holds a 

B.A. in political science from New York University.

Joe Mandese is editor-in-chief of MediaPost and its related 

publications (MediaDailyNews, Online Media Daily, Marketing 

Daily, MEDIA and OMMA magazines), which reach more than 

125,000 advertising and media industry professionals daily. 

Prior to that, he was executive editor for Primedia Business 

Magazines & Media. Earlier in his career, Joe was a writer and 

top editor at leading industry publications such as Adweek, 

Advertising Age, Channels, Brill Media, Fortune, Inside.com, 

Marketing & Media Decisions, and Variety. 

John Matthews is the chief technology officer at Marketing 

Evolution. Prior to joining Marketing Evolution, he headed 

up finance for a $2.5 billion region of Comcast, founded 

Beacon Advisors LLC and was a senior partner at Mercer 

Management Consulting (now Oliver Wyman). John has also 

served on the faculty of North Carolina State University in 

their marketing department. He holds a Ph.D. in business 

administration from Harvard Business School. 

Mainak Mazumdar is senior vice president, Center of 

Innovation for The Nielsen Company. Previously, Mainak 

held executive roles at Jupiter Media Metrix, DoubleClick, 

Millward Brown Interactive and VNU. Mainak received a B.A. 

from Universitaire American in Switzerland and master and 

doctoral degrees from Brown University. 

Patrick McLean is executive director of Verizon Interactive. 

Prior to his role at Verizon, Patrick spent seven years with 

Sympatico where he led the marketing organization as vice 

president of marketing. In the late 1990s and early 2000s, he was 

a pioneer in the early days of the digital media industry having 

launched and served in senior marketing roles for a number of 

start up/early stage technology and media companies. 

Cameron Meierhofer is an executive vice president of 

analytics at comScore, Inc. Prior to joining comScore in 

2001, Cameron helped build PC Data Online, a division of 

market research firm PC Data Inc. Previously, he spent several 

years in quantitative and qualitative social science research. 

Cameron holds a B.S. from Columbia University and an M.S. 

from the Georgia Institute of Technology. 

Steve Murtos is senior vice president, media director at 

Starcom USA. He leads all client activity for local video and audio 

throughout all U.S. markets and addressable media initiatives 

across Starcom MediaVest Group. Through his experience 

in the space he has helped SMG and its advertisers establish 

unmatched leadership in addressable television.  

Nick North is chief marketing officer of GfK Media Sector. 

He is focused on the growth of GfK’s global media research 

business, winning major contracts in existing markets, and 

contributing to GfK’s goal to develop new growth in new 

markets. Nick graduated with an M.A. in philosophy from 

Cambridge University, and is an associate fellow at the 

Cultural Policy Studies Centre of Warwick University.  
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Matt O’Grady is executive vice president of media audience 

measurement at The Nielsen Company. Matt brings with 

him 20+ years of research experience with the last 10 

years at Nielsen Claritas, most recently as president. Prior 

to joining Claritas, Matt worked at Equifax, The Daniel 

Yankelovich Group and AT&T in sales, marketing and product 

management roles. He earned a B.S. from the University of 

California at Santa Barbara. 

Sean O’Neal is chief revenue officer and president of Vizu 

Corporation. Sean was previously a member of the founding 

team at Datran Media. Prior to Datran Media, Sean was a 

business development director for Sony. Sean got his start 

holding various positions at full-service advertising agencies 

and also maintained a successful marketing consulting 

practice working with major entertainment and media 

companies from L.A. to New York. Sean is a graduate of 

Northeastern University. 

Corey V. Panno is president of the Telmar U.S. and 

Canadian companies. He started his career in media planning 

for J. Walter Thompson USA and then Bristol-Myers Squibb. 

He joined Telmar in 1989 as an account executive, and was 

promoted through the positions of manager of client services, 

director of product quality and production, and the corporate 

position of global director of IT and product design. Corey is 

a member of the senior management team for Telmar’s parent 

company, Telmar Group Inc.

Michael Pardee is senior vice president of research at 

Scripps Networks Inc. He is a 35-year consumer and business 

research veteran and has been leading Scripps Networks LLC 

media and market research since leaving Your Choice TV in 

1998. Prior to that, he worked for Nielsen Media Research 

and in consumer research, ethnography and polling before 

that. He is active in leading industry organizations, including 

the ARF Board of Directors and CRE Board of Directors.  

Marianne Peterson is a senior campaign insight manager at 

Microsoft Corporation where she leads ad research design for 

the Windows 7 campaign. Marianne develops research design 

that helps shed light on creative performance within the media 

mix. Learnings from this research have been used to drive 

not only immediate optimization actions but also help inform 

strategy development for future campaign waves. 

Raymond Pettit, Ph.D. is vice president of market research 

at PRN Corporation. Ray came to PRN from the Advertising 

Research Foundation, where he was the senior vice president 

for research and standards. Ray’s career has been focused on 

advanced analytics and marketing science consulting, writing, 

and presenting at major industry conference events both in 

the U.S. and internationally. 

Greg Pharo is director of market analysis and research for 

AT&T. He is responsible for AT&T’s market mix modeling, 

media optimization, marketing Return On Investment 

programs, and consumer advertising research. Prior to 

joining AT&T, Greg was a market research director for 

Eastman Kodak. He has an M.B.A. in marketing and finance 

from Emory University. 

Leslie Picard, president of Time Inc. Branded Solutions, 

has over 20 years of media and publishing experience. Leslie 

has been at Time Inc. for five years, previously serving as 

president, Time Inc. Corporate Sales & Marketing. During 

that time she grew the group’s operations, leading it to several 

industry honors, including being named MIN’s Marketing 

Team of the Year 2010.  

David 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. He is an adjunct professor 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 in Beijing, China. 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. 

Lee Rainie is the director of the Pew Internet & American 

Life Project, a non-profit, non–partisan “fact tank” that studies 

the social impact of the internet. Prior to launching the Pew 

Internet Project, Lee was managing editor of U.S. News & 

World Report. He is also co-authoring a book for MIT Press 

about the social impact of technology with sociologist Barry 

Wellman that will be published in mid-2011. He is a graduate 

of Harvard University and has an M.A. in political science 

from Long Island University.  
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Stephen D. (Steve) Rappaport is the knowledge solutions 

director at the Advertising Research Foundation, responsible 

for ensuring that the ARF and relevant industry knowledge 

is available and accessible to members. He is the author 

of Listen First! Turning Social Media Conversations into 

Business Advantage (Wiley 2011) and lead author of best-

selling The Online Advertising Playbook (Wiley 2007). 

Jake Raroque is senior research director for comScore, Inc. 

Prior to joining comScore, Jake held research positions at 

Electronic Arts, Wells Fargo Bank, Snowball.com (now IGN 

Entertainment) and Q & A Research, Inc. In 2008, he was 

awarded an ARF Great Mind Certificate. Jake holds a B.A. in 

psychology from San Francisco State University.  

Debbie Reichig is senior vice president of business 

development and marketing for Clear Channel Outdoor. 

She is responsible for client development, marketing the 

company’s brand and all research initiatives. She was chosen 

by Advertising Age as a “Woman to Watch” in 2006 and is a 

member of the ARF and TAB Technical Committee. 

Karen Ring is a vice president, research director at Universal 

McCann, joining the company over 10 years ago. Before 

joining UM, she worked as research director for US News & 

World Report, Atlantic Monthly and Fast Company. Prior to 

that, she held research positions at several large agencies and 

the Arbitron Company. She holds a B.A in economics from 

Washington University in St. Louis. 

Peter Roslow is president of the Roslow Research Group 

(RRG). Peter joined the firm as president in 1993, after 

tenures at Telemundo, Univision Tele¬vision Group and 

Information & Analysis, Inc. He also serves as an adjunct 

assistant professor of marketing at Hofstra University. Peter 

is a graduate of Case Western Reserve University (B.A.) and 

New York University (M.B.A.). 

Chuck Ross runs TVWeek.com. Chuck joined EM – published 

by Crain Communications – in January 2000 as its editor. 

Prior to that he was the media editor at Crain Communications’ 

Advertising Age. Chuck began his professional career selling 

cable TV door-to-door for Theta Cable Television. He then 

began his journalism career as the West Coast Correspondent 

for Cablevision magazine. He has also been a reporter covering 

the business of TV for The Hollywood Reporter and The San 

Francisco Chronicle, and was executive editor of Inside Media.

Matt Sato is a manager at Accenture specializing in 

marketing analytics. Matt has 10 years of analytics experience 

in database marketing, pricing analytics and decision 

sciences. Matt holds an M.A. in economics from Johns 

Hopkins University and B.S. in economics and finance from 

the University of Illinois. 

Rino Scanzoni is chief investment officer for GroupM. 

He also holds the title of chairman of Mediaedge:cia. Prior 

to joining Mediaedge:cia, Rino served as executive vice 

president, managing director of MediaVest Entertainment. 

Prior to the formation of MediaVest Entertainment, Rino 

served as executive vice president and director of national 

broadcast for MediaVest, TeleVest and D’Arcy Masius Benton 

& Bowles. Rino is a graduate of Queens College-CUNY of 

New York. 

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.  

Vivienne Segal is president of VS Research. She held 

the title of vice president research director at Interbrand, 

Gerstman + Meyer before she founded VS Research in 

1997. The company services many Fortune 500 companies 

across a range of categories. Vivienne holds a B.A. (honors) 

in psychology and anthropology from the University of 

Manchester in the U.K. 

David Shanker is global president of Ipsos Observer. Prior 

to joining Ipsos, David was the chief operating officer of OTX 

Research based in the firm’s Los Angeles headquarters He 

was also a member of the company’s board of directors. Prior 

to that, he spent 13 years in senior executive positions at 

Information Resources, Inc., most recently as IRI’s president 

and chief customer officer, North America.
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Daniel Slotwiner leads the Measurement Solutions Group at 

Facebook, Inc. Over the past decade, Daniel has held a variety 

of positions in the market research and media measurement 

industry. Starting with his work at Knowledge Networks, 

Daniel sought to improve panel management techniques 

and led many research initiatives concerned with improving 

representation, retention and weighting practices. At Google 

and Facebook, Daniel’s research and responsibilities have 

focused on media measurement and ad effectiveness.  

Brad Smallwood is head of measurements and insights 

at Facebook, Inc. Prior to joining Facebook, Brad was the 

general manager of Yahoo’s multi-billion dollar display 

advertising marketplace. With companies like Namezero, 

AllAdvantage, and Revcube he developed a series of state of 

the art ad targeting and ad serving techniques. Prior to his 

transition to online, Brad was one of the early innovators in 

the pricing space developing and running the pricing and 

revenue management systems for a variety of industries 

including airlines, hotels and shipping. 

Jim Spaeth is a partner at Sequent Partners and the Media 

Behavior Institute. Before co-founding Sequent Partners, Jim 

served as president of the Advertising Research Foundation. Prior 

to his leadership role at ARF, Jim spent over a decade developing 

new research tools to improve clients’ business performance 

at PEAC ViewFacts, ScanAmerica and ASI. He has also led the 

media research and planning function at General Foods and 

Young & Rubicam. Jim holds a B.A. in mathematics, an M.S. in 

econometrics and a Ph.D. in economics. 

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. 

He has also taught media metrics seminars at Columbia 

University’s Business School for over 10 years. He received 

his Ph.D. in sociology from Columbia University. 

Charlie Treadwell is marketing strategy manager for 

Corporate Affairs Marketing, part of Cisco’s Corporate Social 

Responsibility (CSR) program. Charlie develops strategies for 

leveraging the networked platform to help Cisco’s community 

partners reach their philanthropic objectives. He helps tell 

Cisco’s CSR story in engaging, soul stirring ways to inspire 

employees, organizations and individuals outside Cisco to 

become socially responsible citizens. 

Rich Tunkel is director of sales and manages and leads 

Arbitron’s dedicated team of radio station sales and service 

professionals in the Northeastern United States. In his career 

at Arbitron, Rich has served as the liaison for broadcast 

TV stations, cable operators and cable networks during the 

initial demonstration phase of the first U.S.-based test of the 

Portable People MeterTM (PPM), in Philadelphia. Previously 

he was vice president of radio sales at Scarborough Research.

Michelle Vangel is director of innovation at Cymfony. She 

champions best practices and efficiencies, and is currently 

working on the development of syndicated research offerings. 

Michelle also leads the design and implementation of 

select research programs that meet the complex business 

requirements of Cymfony’s largest Fortune 50 clients. 

Emily Vanides is vice president of Connections Research & 

Analytics at MediaVest. Before joining MediaVest, Emily was 

vice president, group director at PHD, an Omnicom company. 

She spent eight years at the FOX Broadcasting Company, 

most recently as vice president, Research and Marketing. 

Emily is a graduate of Carnegie Mellon University, with 

degrees in economics and psychology, and is a member of 

the Council For Research Excellence and the MRC.

Duane Varan, Ph.D. 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. Duane is the recipient of 

numerous awards including the Australian Prime Minister’s 

Award for Australian University Teacher of the Year.  
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Marc Vermut is vice president of strategy for MarketShare 

Partners. Marc began his career at PricewaterhouseCoopers, 

where he advised on M&A and corporate finance transactions 

in telecommunications, technology and entertainment. Marc 

holds a B.S. in economics from the Wharton School at the 

University of Pennsylvania and an M.B.A. from the UCLA 

Anderson School of Management.

Britta Ware is vice president of research solutions at 

Meredith Corporation. Prior to joining Meredith, Britta was 

the director for U.S. Advertising Research at Reader’s Digest. 

Before Reader’s Digest, Britta spent eight years in the NY 

offices of Saatchi & Saatchi Advertising as vice president, 

associate media director. In the six years prior to moving to 

NY, she held media planning positions in the San Francisco 

offices of Foote, Cone & Belding and Dancer, Fitzgerald, 

Sample. 

Steve Wolf is commercial director for Synovate’s Global 

Qualitative business, head of Synovate Qualitative in the 

U.S., a member of Synovate Qualitative’s Global Executive 

Team, and part of Synovate Qualitative’s Global Qualitative 

Leadership Team. Prior to joining Synovate, Steve ran and 

robustly expanded several other research/research related 

companies. He also designed/implemented large customer 

experience programs for a number of global organizations 

and fulfilled other qualitative and quantitative research needs 

for many companies across a multitude of industries. 

Edwin Wong is director of B2B Strategic Research & 

Insights, 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. 

Leslie Wood is the chief research officer at Nielsen Catalina 

Solutions. A pioneer and innovator in advertising analytics 

with more than 30 years of experience, Leslie Wood is 

responsible for the overall research function at Nielsen 

Catalina Solutions. Leslie Wood has a B.S. in mathematics 

from Hunter College and a Ph.D. from the University at 

Albany in information science with a specialization in expert 

systems and data mining.  

Pranav Yadav is the chief executive officer of Neuro-Insight 

US Inc. Prior to joining Neuro-Insight, Pranav worked at 

ReD Associates. Prior to Red, Pranav was part of the elite 

Structured Equity Derivatives group at Goldman Sachs, New 

York. Pranav graduated from Carleton College with degrees 

in mathematics, physics and economics and was educated in 

India and Singapore.  

Antony Young is the chief executive officer of Optimedia 

U.S. Inc. Antony has spent 16 years at Publicis Groupe in a 

number of key executive management roles in Asia/Pacific, 

Europe and the U.S. Some past career achievements include 

launching one of the first media agency networks in China 

and being a founding partner and chief executive officer of 

independent digital marketing start up AdXplorer in Asia.  

Richard Zackon, CRE facilitator, comes to his role 

with a B.A. from Yale, graduate degrees from Stanford in 

communications and statistics, a Fordham law degree and 

advanced training in executive coaching and speech act 

theory. He has worked for over 30 years in media research 

(agency, cable, online, researcher, academic) and teaches 

media research at NYU.  

Weidong Zheng is deputy manager director at CSM 

Media Research. Since joining CSM in 1999, Weidong has 

developed into one of China’s preeminent media experts. His 

continued concentration on research, publishing papers and 

editing publications is more and more focused on China’s 

new media environment and its rapid evolution.  

Dan Zigmond is the engineering manager and technical 

lead for Television and Video Data at Google. Dan was the 

founder and first manager of the Google TV Engineering team 

and has been with the company since 2006. Prior to that, 

he held senior engineering roles at Microsoft, WebTV, Wink 

Communications and other companies. He has been awarded 

over 30 U.S. patents and is the author of numerous technical 

publications. 
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