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Agenda 

Day 1: Wednesday, December 9, 2015

Networking and Coffee: 8:30 – 9:00 am 

Welcome and Opening Remarks: 9:00 - 9:15 am
Catharine P. Taylor, Program Director, The Conference Board

9:15 – 10:00 am
Keynote: 
Facebook on the State of Customer Insights — and 
How to Realize the Promise in Your Data
When it comes to the state of customer insights in 2015, who better 
to talk about the sea change brought by digitally-driven consumer 
research than Facebook? The world’s largest social network, with 
almost 1.6 billion monthly active users – 1 billion of whom use the 
service every day — it has one of the best insights engines that has 
ever existed. What has Facebook learned about how to derive value 
from the myriad voices of customers? How is Facebook enhancing 
the insights features it offers advertisers, and what does it mean 
for the larger world of using social data to complement traditional 
and non-traditional consumer research? In this opening keynote at 
The Conference Board’s Customer Insights Seminar, Helen Crossley, 
head of audience insights research at Facebook – and a former 
Procter & Gamble executive – discusses the state of customer 
insights today through the lens of this powerful social platform. 

Presenter:
Helen Crossley, Head of Audience Insights Research, Facebook

10:00 –10:45 am
Presentation:
How to Ensure Consumers Get Value From Giving 
Their Data
For marketers and customer insights specialists, perhaps the 
most perfect world they could imagine is one in which consumers 
actually feel they derive real value from sharing their data. But 
it’s certainly not easy to successfully navigate this delicate quid 
pro quo. The fact is that most of today’s consumers, while not 
exactly mistrustful, are resigned to having to give something 
to get something. While realizing that sharing their data to get 
some goods and services is unavoidable, what they’d like is 
more transparency, control -- and real reciprocity. The good 
news is that some companies are finding that when consumers 
are allowed more control over their digital footprint, and receive 
tangible value in exchange, they are more willing to share 
information about themselves that can further drive marketers’ 
decisions. This creates a virtuous sharing cycle in which both 
consumers, and marketers benefit. Natasha Hritzuk, who sits 
on the board of the Advertising Research Foundation and is 
former senior director of global consumer insights at Microsoft, 
presents insights into consumers and their attitudes toward, and 
relationship to, their data.

Presenter:
Natasha Hritzuk, Board Member, Advertising Research 

Foundation and I-COM

Networking and Refreshment Break 10:45 – 11:15 am

11:15 am – 12:00 pm
Presentation:
IBM and icanmakeitbetter Demonstrate How to 
Move Marketing Research from Projects to an 
Ongoing Insights Process
The always-on customer has begotten something unique to the 
customer insights discipline: the always-on researcher, who uses 
an ongoing insights process to make what he or she does an 
integral part of the way the company does business. While this 
has the practical result of removing the need to fight over project 
budgets, by putting an insights process at the center, research 
also moves into a new role: as an accelerator of innovation, that 
can move products and services from ideation to iteration to 
validation — with insights building upon each step in the process. 
Sounds great in theory, but how does it work in practice? In 
this interactive presentation, IBM – with its insights provider, 
icanmakeitbetter -- will demonstrate how to transform the 
power of listening and engaging fully and openly with customers, 
making the shift from conducting individual research projects to 
gathering insights on an ongoing basis. 

Presenters:
Paul Janowitz, CEO/Founder, icanmakeitbetter
Tyler Kettle, Senior Advisor, Client Research, 

IBM Market Development & Insights

Lunch: 12:00 – 1:00 pm

1:00 – 2 pm
What’s on Your Mind? Peer-to-Peer Roundtable 
Discussions
Everyone in the customer insights field has concerns about how 
they go about their business – from hiring the right personnel and 
vendors, to getting buy-in about business insights from the C-suite. 
During this one-hour time block, attendees can go to one of several 
open discussion roundtables with their peers, sharing stories, 
offering advice, and discussing best practices that will improve not 
only their professional networks, but also their professional abilities.

2:00 – 3:00 pm
Afternoon Emcee:
Kelly Jones,  Director, Global Marketing Insights, AOL/Verizon

Panel:
Data Mining Among Millenials: Best Practices for 
Researching a Hard to Reach Segment
However you define millenials, one thing is for sure: they have 
different wants — and use different media platforms — than 
generations that came before, from their eschewing of owning a 
car for renting a Zipcar, to their willingness to cut the cord and 
watch their favorite shows a la carte. While this demographic is 
certainly fascinating, its habits also make it elusive. Just as you 
think you’ve figured them and their platforms out, they’ve moved 
on. How do you keep track of this tantalizing, always on-the-move 
market? Our panelists will tell you. 

Moderator: 
Gregory Furman, Founder and Chairman, 

The Luxury Marketing Council
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Panelists:
Caroline Fabrigas, President, Scentinvent
Heidi Steiger, Former President of US Bank Private Client 

Reserve
Jeff David, General Manager, Knickerbocker Hotel
Bob Shullman, CEO, Shullman Research Center
Cindy Hoddeson, Director, Monaco Government Tourist Office

Networking Break: 3:00 – 3:15 pm

3:15 – 4:00 pm
Presentation:
The Evolving Intersection Between Digital and 
Physical Shopping
While digital data collection grabs most of the headlines, it’s 
important to remember that most shopping still occurs in the 
physical realm, and that often, the two kinds of shopping are 
intertwined. Activities such as showrooming – where consumers use 
physical retailers for product research, but ultimately buy online – 
have put a new spin on what it means to be a 21st century shopper, 
and many shoppers do the reverse -- particularly for considered 
purchases – by doing extensive online research before going to 
a store to purchase the product. This creates the opportunity – 
and need -- for marketers to communicate more effectively with 
shoppers both online and in-store. Fortunately, Perception Research 
literally has an eye on both realms, and will share insights from new 
research that draws on the company’s Eye-Tracking technology, 
which documents exactly what people see (and ignore) as they shop. 

Presenter: 
Scott Young, President, Perception Research Services

4:00 – 5:00 pm
Panel:
The Wheat from the Chaff: Separating What Insights 
Are Game-Changing — And What Aren’t
Maybe your insights team has just discovered that customers for 
your detergent brand also like a specific kind of athletic shoe, or 
that they are more likely than most people to get takeout from 
Chipotle. While such insights may be fascinating, they also may 
not mean much; just because insights exist doesn’t necessarily 
make them valuable. In this session, our panelists – including an 
executive from the world-renowned Mayo Clinic — will present 
guidelines on how to figure out which insights have real promisefor 
your business, and perhaps just as importantly, which do not.

Moderator: 
Richard Shapiro, Founder/President, 

The Center for Client Retention

Panelists:
Laurie Wilshusen, Director of Market Research, Mayo Clinic
Shawn Nelson, Founder/CEO, Lovesac
Alan Way, Executive Director/Private Clients Louis XIII, 

Remy Cointreau
Tracie Simon, Director of Events and Marketing, 

Hampshire Hotel Management

Day 2: Thursday, December 10, 2015

Registration and Coffee: 8:00 – 8:30 am

Day One Recap: 8:30 – 8:45 am

8:45 - 9:30 am
Case Study Presentation:
Customer Journey Mapping — How AXA Picked a 
Vendor and What It Learned From the Process
As with many companies, AXA — a worldwide leader in financial 
protection strategies and wealth management — faced a formidable 
challenge when it came to picking an outside company that 
could help it map its customers’ journeys, combining feedback 
from customers, from a variety of channels, and turning it into 
a unified, actionable set of insights. In choosing which of two 
companies to go forward with, it faced a conundrum: whether to go 
with the longtime AXA vendor which had deep insurance industry 
experience, but only some journey-mapping experience, or one that 
specialized in journey-mapping but had no insurance or financial 
services expertise. Which one did they choose? And what did they 
learn along the way? AXA’s Eve Snyder will tell you.

Presenter:
Eve Snyder, Lead Director Customer Centered Transformation, 

Marketing, AXA

9:30 – 10:15 am
Presentation:
The Conference Board Nielsen Research Spotlight: 
Understanding the Chinese Consumer — And What It 
Means Globally
Few markets are harder for the West to understand than 
China, which nonetheless has the second highest GDP in the 
world, behind the U.S. The data we have about current Chinese 
consumption – much less how consumer behavior is likely to 
change over the next several years – is lacking in critical ways. 
Existing data sources are either unreliable or lack the type and 
level of detail that is needed for consumer-facing companies to 
feel confident about doing business in China. That’s why The 
Demand Institute, The Conference Board’s China Center and 
Nielsen China embarked on a major study to understand not only 
Chinese consumption now, but over the next ten years. In this 
presentation, you’ll learn not only what they learned about the 
China consumer, but what tools they used to gain those insights.

Co-presenters: 
Louise Keely, President, The Demand Institute,

Senior Vice President, Nielsen
Ethan Cramer-Flood, China Program Specialist,

The Conference Board; Associate Director, China and Asia 
Programs
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10:15 – 10:30 am
Demonstration and Results of PRS Mobile Eye-
Tracking (MET) Technology

Refreshment Break: 10:30 – 10:45 am

10:45 – 11:30 am
Panel: 
Artistic Scientists or Scientific Artists? Leading 
Brands Discuss Finding Data Geeks Who Can
Provide True Customer Insights
If data is the science of marketing, deriving insights from the 
data may be its art. But the problem many marketing research 
executives find is that too often, these two skillsets are mutually 
exclusive; they can’t seem to have the expertise they really want, 
which is people who can not only number crunch and produce 
data-rich charts, but also mine meaningful insights from them. 
Executives from both B2B and B2C marketers will discuss you how 
to find people who can do both.

Moderator:
Natasha Hritzuk, Board Member, Advertising Research 

Foundation and I-COM

Panelists:
Brian Glidden, Global Head of Marketing, Syntel
Dave Mihanovic, Vice President, Brand Management and 

Consumer Understanding & Insight, Hallmark Cards
Silvia Veronese, Director/Customer Success and Business 

Operations, Hewlett Packard Enterprise

11:30 – 12:15 pm
Presentation:
How PepsiCo Keeps the Lions Fed, Successfully 
Balancing Current Insights Needs With Building 
Out New Capabilities
As insights leaders, we’re influencing the business and driving 
strategic decisions day-in and day-out. To build or maintain a 
competitive advantage, we must always develop new proprietary 
capabilities that inform those decisions. The insights team at 
PepsiCo is not alone in confronting the challenge of keeping the 
day-to-day running while resourcing a “start up”; it can be daunting, 
and sometimes near impossible, given the immediate demands 
of the business, but it can be done! How do you find a balanced 
approach between the two that satisfies key stakeholders, leaders 
and customers? In this presentation, PepsiCo’s Shelley Pisarra, 
Senior Director, Shopper Insights & Strategy, will discuss how to 
keep current work top of mind and deliver value to the business 
while simultaneously giving your team room – and time -- to 
actually design and build the end product.

Co-Presenters:
Shelley Pisarra, Senior Director, Shopper Insights & Strategy, 

PepsiCo
Shantanu Mulay, Director, Shopper Demand and Loyalty, PepsiCo 

North America Commercial Team

Closing Remarks and Conclusion: 12:15 pm
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REGISTRATION INFORMATION

Online www.conferenceboard.org/customerinsights

Email customer.service@conferenceboard.org 

Phone  212.339.0345 
8:30 AM –5:30 PM ET, Monday – Friday 

Fees do not include hotel accommodations.

Location

The Conference Board Conference Center
845 Third Avenue (Between 51st and 52nd St), 3rd Floor
New York, NY 10022
Customer Service 212.339.0345

Cancellation Policy 

Full refund until three weeks before the meeting. $500 administration fee up to two weeks before the 
meeting. No refund after two weeks before the meeting. Confi rmed registrants who fail to attend and
do not cancel prior to the meeting will be charged the entire registration fee.

Team Discounts per Person 

For a team of three or more registering from the same company at the same time, take $150 off each 
person’s registration. One discount per registration. Multiple discounts may not be combined.

Pricing:

Members $1,795

Non – Members $1,995


