
 
The New England Insights Association 2018 Fall Conference  

Sessions & Speakers 
 
 
 

8:00 am REGISTRATION AND NETWORKING  

   

 CONTINENTAL BREAKFAST  

 Breakfast sponsored by ISSUES & ANSWERS  

9:00 am WELCOME AND OPENING REMARKS  

9:05 am Keurig Insiders: An Integrated Data Approach to Consumer Panels 
 

Cathy James, Senior manager, Consumer insights, Keurig Green Mountain, Inc. 
Keurig has developed a set of proprietary consumer panels that integrate data from surveys, 
actual behavior from Internet of Things technology, Experian demographics, weather, and 
other sources. This talk will explain the business reasons behind the work, how and why the 
requirements and design factors were chosen, the challenges that had to be overcome, and 
the results. 

 

9:55 am The Era of Digital Personal Assistance and Other Futuristic Elements of Data Platforms 
 

Kalyan Lanka, Chief Strategy Officer, Simmons Research 
Data driven marketing is the way of the world now. However, this data rich age has brought 
modern headaches to marketers due to the enormous amount of time they must dedicate 
to digging through multiple datasets to find a compelling consumer story. These headaches 
are easily cured when they start utilizing data platforms that have easy search functions, a 
story viewing feature that translates the data for them and digital personal assistance like 
Alexa to quickly get answers to questions without lifting a finger. 
During this session, Simmons will demonstrate how to save time and energy without having 
to sacrifice quality insights by rethinking insights platforms not the insights themselves. 
 

 

10:25 am NETWORKING sponsored by CIVICOM  

MAY 22, 2018  |  8 AM – 6 PM  |   THE CONFERENCE CENTER  AT   WALTHAM WOODS 

 



  

10:40 am Bellwether Sampling for Improved Election Forecasting 
 

Elizabeth Wilson, Professor of Marketing, Suffolk University 
David Paleologos, Director, Political Research Center, Suffolk University 
The authors describe a non-traditional, highly effective public opinion polling methodology 
offering improved election forecasts. As well as conducting state-wide polls, the Suffolk 
University Political Research Center polls in small electoral units, bellwethers, which 
historically exhibit voting patterns close to the actual election outcome. Bellwethers 
combined with state polls correctly forecast election outcomes in 97% of trials where a clear 
winner could be determined (i.e., no ties). The contribution of this work is to offer an open-
source methodology for improving accuracy in election forecasting. 
 

 

11:25 am Tips and tricks for finding the best field partners for your business 
 
Angela McCue, Senior Manager of Field Operations, Applied Marketing Science 
There are many field companies out there and it’s easy to get overwhelmed and use the 
same partners indefinitely. It’s important to be sure that the partners you’re using are best 
for your projects and they are offering efficiency, competitive pricing, and quality data. 
There are many areas to evaluate them on and I’ll share tips and tricks for how to do this. 

 

12:00 pm LUNCH  sponsored by Active Measures  

1 pm Applying Consumer Neuroscience Technology to Optimize Marketing in the Age of 
Distraction 
 

Debbie Medvinsky, VP, Client Service, Nielsen Consumer Neuroscience 
Jennifer Weissman, CMO, Boston Ballet 
We live in a world where consumers are more distracted than ever, with shrinking attention 
spans and greater choice in how and where they consume media. So how can marketers 
know if their creative is strong enough to beat the rapid succession of advertising and make 
an emotional and lasting connection with their audience? 
 
Advances in neuroscience technology now allow researchers to capture non-conscious, 
unbiased, consumer response to reveal a level of deep insight that advertisers can use to 
optimize their communications. We hope to help close the knowledge gap that currently 
exists in the market research community when it comes to the field of consumer 
neuroscience through the sharing of real-world applications and examples. Joining us on 
stage will be the Boston Ballet, who recently used consumer neuroscience to optimize 
advertising for their largest ballet of the year, The Nutcracker.  

 

 



1:35 pm Strategic Storytelling 
 
David Intrator, Chief Meaning Officer, RTi Research. 
Attendees will be introduced to the basic concepts of effective storytelling in all media and 
its specific application to market research. Emphasis is placed on the importance of the 
foundational elements of any story, including shape, structure, and a unifying idea. 
Numerous real-world examples are used to illustrate these concepts. 
 
Through a new understanding of what a story is (and isn’t), attendees will become better at 
synthesizing mountains of data, sometimes from disparate sources, and create a compelling 
story that will incite action. 

 

2:20 pm NETWORKING BREAK – Photography sponsored by Research Now  

2:35 pm Consumer Psychological Testing in the Age of Data Science 
 
Ken Faro, Ph.D., Senior Manager of Research, Hill Holiday 
Market research has always been intrigued by psychological testing. Whether it’s projective 
tests or personality tests, marketers have tried to tap their use for better business 
advantages. But now, in a world that is exploding with data, how can we update 
psychological testing by merging it with data science? This talk will highlight the future 
possibilities of psychometrics for marketing. 

 

3:20 pm Trendspotting: Using Digital Tracking to Obtain Truly Unique Insight into Consumer 
Behaviour 
 
Peter Shafer, VP, Digital, Toluna 
Companies use digital tracking to understand path-to-purchase, media consumption and 
more. Few understand the power of Digital Tracking for trendspotting, and this provides 
unique insights about what consumers are doing online, how they’re engaging with 
competitors and more. 
Toluna tracked online behaviours of over 1,300 shoppers from Black Friday until January 
5th.  This session will provide a first-ever, in-depth look into actual shopper behaviours 
across many brand categories and across hundreds of retailers. 
This in-depth digital behavioural data is invaluable and can complement, as well as inform, 
survey research to generate even deeper insights than before possible. 
 
We’ll talk about some of our findings: 
•        The ever-expanding competitive set – what you need to know about where your 
customers are going and how they behave 
•        The frequency of online-cart cramming & cart-ditching 
•        How “Paths to Purchase” resemble a scavenger hunt 
•        What other things people do while shopping 
•        How SEO terms may not be getting you the results you want 

 



 
 
 
 
 
 
 
 

4:00 pm Case Study / Market Research Best Practices 
 
Tim O’Rourke, Managing Partner, Avidelo 
We will show our recent analysis illustrating that dollar-for-dollar primary research still has 
the biggest impact on marketing and sales. Leading the list of most impactful research are 
studies assessing new products or product extensions. Then we will present a case study to 
show that only models that accurately replicate markets can accurately predict the 
opportunity for new product offerings. 

 

4:30 pm  CLOSING REMARKS  

Until 
6 pm 

RAFFLE sponsored by Research Results &  
COCKTAIL HOUR sponsored by Critical Mix 

 

Sponsored by: 


