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Extracting & Actioning Insights

To Drive Profitable Consumer-Focussed Business Decisions

You will discover how to:

Appraise the ROI of research to gain internal buy-in and
investment, to benefit: Branding, marketing, advertising,
product development, planning, strategy and customer
relationship management

Develop a consumer-centric culture which places the
consumer at the heart of the business

Generate and leverage insights from a mass of
qualitative and quantitative data

Tailor insights to excite internal audiences and prompt
an immediate reaction

Gain a deeper understanding of the 360 degree
consumer: New techniques and approaches

Featuring an Entirely
Fresh Format:

{ ) Roundtable discussion groups

Facilitated speed networking
Interactive brainstorming
Extended panel sessions
Plus Shopper Focus
® Who is the new shopper?
How can we target them?

Witness 20 Leading Innovators Deliver Their Ideas
On How To Stay Ahead...
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Insight 2005 is dedicated to making sure you come away with firm, actionable
new ideas on how to turn consumer research into smart, profitable decisions
and innovative products or services. A stellar line-up of speakers from leading
organisations will inspire you to rethink how you conduct your research,
extract your insights and action them within your organisation.

This conference will go well beyond a discussion
of marketing research techniques. It will
encourage practical, creative thinking and a
clear understanding of how to transform your

organisation into a more consumer-focussed entity,
ready to tap into the ever-changing mindset of
your market. This is the one conference that you
cannot afford to miss in 2005!

At 1QPC’s Insight 2005, you will hear:

= How Vodafone effectively reached under-represented
groups of the Australian population, in order to
develop a national communications strategy

= What Hoyts, Unilever, GlaxoSmithKline and Green’s
General Foods think of the new consumer and how
businesses should evolve their understandings and
research methods to grasp this change

Simplot’s ideas on how shopper insights can
influence your purchaser’s decision and how you
can obtain buy-in from retailers and trade marketers

How Commonwealth Bank of Australia created
a company culture that places the consumer at the
centre of the business

What other delegates think will be the most relevant
and effective future trends in consumer and
shopper insights in the next 5-10 years

Pfizer’s tricks of the trade on how to get the most out
of your third-party supplier

How Ericsson implemented their consumer insights
to develop revenue growth initiatives, customer
relationship strategies, marketing campaigns

and products

= How Nickelodeon used a multitude of new techniques

for the successful planning of the Kids’ Choice Awards

= Expert advice from Westpac, Optus and Volkswagen

on how to appraise the value of research to gain
ongoing financial investment and internal support

= Aussie Bodies’ secrets on how they created an

award-winning new product in a competitive market

= Candid advice from Nine MSN on the values and risks

of conducting on-line research

The interactive format of Insight
L ) @:; 2005 will hold your interest and
allow you to not only learn from
a plethora of top presenters, but
will give you every opportunity
to effectively network and share
ideas with other high-level
managers and directors.

Interactive

Conference highlights include:

1. Focus on interaction between
delegates: Roundtable
discussions, brainstorming
around the room and
networking sessions

. Strong emphasis on how to
strategically extract and use
consumer / shopper insights
to drive maximum profitability,
throughout several units
of your business

. Award-winning speakers from
top companies across a broad
range of products and services
industries and media
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