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Now in its fourth year, this event showcases Companies sharing their ideas include:
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Barbie Clarke,
Managing Director,
Family, Kids & Youth

Children: Seen and heard — A showcase for new insights, researc

08.30

09.00

Registration and refreshments

Chair’s welcome

Children today: Getting connected

Marc Goodchild, 09.10 KEYNOTE: Examining trends in Web 2.0 for young children
Head of Interactive @ Generation XYZ: Does this exist any more?
and On-Demand, @ The use of the intemet vs traditional play: Finding the balance
BBC Children’s @ Examining opportunities for market research professionals

@ Using this knowledge: Methodology
Stephen Mellor, 09.50 Social media monitoring: The rising influence of buzz and word of mouth
Senior Consultant, ® What are kids saying online?
Youth and Kids, @ Bringing the practice of social media monitoring to life
Harris Interactive ® What is it, how does it work and what it is designed to do?

@ Using this social monitoring tool to understand what young

people are talking about

@ Sharing research results
Peter Robinson, Head 10.20 Trends in online entertainment for kids
of Quantitative Research, @ Overview of youth media landscape (TV, cinema, radio, online)
Dubit, and Julie Adair, @ A look at media consumption across age groups from 3 to 12
Director, Online Operations, @ Special focus: Kids’ online entertainment
Europe, Disney @ The use of virtual worlds, games, social networks and apps

@ Online needs and motivations: What attracts kids and keeps them coming back?

@ Audience segmentation: Profiling typologies of users

@ Disney case study: Developing online products to satisfy kids' varied

entertainment needs
10.55 Morning refreshments

Changing attitudes and behaviours: The family and young children

Pete Maginn, Head 11.15 Family influences: Who’s the Daddy? An exploration of British dads
of Child and Youth, and their role in the family
Mluminas ® How much involvement do dads have in purchasing for their children?

@ Are all fathers the same?

® What do fathers actually do in helping out with the children?

® How brands can capitalise on opportunities by targeting dads and children
Carrick James, MD, 11.45 The impact and future of licensed characters

® The growth of licensed characters as brands

@ Characters and the licensed market today

@ Media convergence and the creation of characters

@ What is the future of character creation and how will this affect children’s
programming, children as consumers and the licensing industry

Carrick James Market

Research, and Marie Laver,
Insight and Strategy Manager,
Children’s and Licensing,

formerly of the BBC

12.20 Children and the credit crunch

® The credit crunch effect

@ Impact on family life

@ Credit crunch tactics and implications

Joanne CIiff,
Managing Director,
Platypus Research

In association with

MRS
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12.50 Networking lunch

Putting children into sharper focus: Ethical market research

Agnes Nairn, 14.00 Rights and wrongs of research with children: Today’s challenges
Marketing Professor, @® Ethically, how old is a child anyway?
EM-Lyon Business School ® The online ethical challenge: Who am I talking to?

® Getting parents involved: Pros and cons, online and off line
® The fine line between market research and marketing
@® Balancing two children’s rights: participation and protection

Moderator: 14.30 PANEL DISCUSSION: The ethical issues in using children

Barbie Clarke in market research in the online environment

Panellists: Agnes Nairn, @ The question of age and the independent safeguarding forum

Marketing Professor, ® The legal issues and relevant EU and World Health Organisation initiatives
EM-Lyon Business School; @ The disparity in codes of conduct

Laura McClarty, @ A UK view, a US view and a continental European view

Head of Research, Dubit;
John Mayes, Associate,
K&L Gates; Barry Ryan,
Standards and Policy
Manager, MRS

15.00 Afternoon refreshments
Using market research to get results

Andrew Therkelsen, 15.20 Co-creation: The power of creativity with children in researching
Director, Discovery successful publishing formulas

Research, and
Richard Maskell,
Managing Director,
Hothouse Fiction

Lucy Goodman,
Director and Producer,
Happy Films

Wassime Achkar,
Research and Audience
Supervisor, Al Jazeera
Children’s Channel

® Case study: Demonstrating how qualitative research allowed children to feed
into the creative development process and ultimately shape the outcome
® Showcasing the methodologies employed over a number of stages of research
to engage children in the process
@ How the Darkside series of books was then commissioned and how its commercial
and literary success was based on a template designed by research
® The way in which research will be used increasingly in the artistic world, and
the questions that surround how best to engage children in these processes

15.55 Gaining great inspiration from great research
® Understanding how to create relevance for children
@ The brief for a great idea comes from great research
@ Case study: Film industry

16.25 CLOSING KEYNOTE: Children around the world
® Describing audience diversity in geography, culture, economics, dialects
@ Challenges in dealing with this diversity: Uniform language, representation, content
@ Using research to understand audience preferences and needs
@ Using the intemet to reach out the community: Children, teachers and families

17.00 Chair’s closing remarks and close of conference

For booking information visit research-live.com/events

For sponsorship opportunities email jennifer.sproul@mrs.org.uk

Research partner Film partner

@& Munro e ﬁ\unwooa

Profit Through Knowledge



Children: Seen and heard, 27 January 2010, 15 Hatfields, London SE1 8DJ

Booking form
How to book

@ Vigsit www.research-live.com/events

@ Or send this form to: Kulvir Dhillon, Research Conferences, MRS, 15 Northburgh Street, London EC1V 0JR

@ Or fax it to +44 (0)20 7490 0608

@ Company Partners — please call +44 (0)20 7566 1853 or email kulvir.dhillon@mrs.org.uk

Where did you hear about this conference?

[ ] Email
[ ] Website — which?

[ ] Friend/colleague
[ ] Publication — which?

L] Direct mail
] Other — please specify

Delegate fee

MRS Member
Non-Member

Until 18 December

£345 (£396.75 inc VAT)
£500 (£575.00 inc VAT)

{ Please note. Early Bird fees

i must be paid in full by 18.12.09%

Delegate details

From 18 December

£395 (£454.25 inc VAT)

£550 (£632.50 inc VAT)

First name Last name
Company Job title
Email address Tel

Total fee | ¢ +VAT | £

= | £

Booking query contact

Company name

Email Tel
Address
Postcode Country

Payment methOd Please tick as applicable

Payment All fees are to be paid in pounds sterling and are subject to VAT at the standard rate of 15%, including international bookings.

[ ] Cheque/banker’s draft (made payable to The Market Research Society)

[ ] Bank transfer (MRS bank details: Barclays Bank PLC, 27 Soho Square, London W1D 3QR
Sortcode 20-67-59. Account no. 20618357. Swift Code BARCGB22. IBAN no. GB23 BARC 2067 5920 6183 57)

[ ] Invoice (Please note that all invoices must be settled prior to the event)

Address for invoice (if different)

Postcode

[ ] Credit card Please chargemy [ ] Visa

Country

[ ] Mastercard [ ] Amex Maestro/Switch — issue no:

Start date Expiry date Amount (inc VAT) £
Card No Validation code (last 3 digits)
Cardholder’s name Signature
Cardholder’s address (if different)
Postcode

Booking conditions: Substitutions may be made in writing at any time. However,
we are unable to make refunds or cancel invoices for cancellations received less than
28 days before the conference is scheduled to take place. Payment must be received
before the event to ensure entry. Please note that for overseas delegates payment is
required with the booking.

Data Protection: The Market Research Society processes the information provided
by members and non-members to enable it to carry out its activities in accordance
with its objectives and for its administrative purposes. We may use the information
to tell you about our other products and services.

We may also make it available to any person on request to enable them to contact you for
any purpose other than direct marketing. If you do not wish the information to be disclosed
in this way, please notify us in writing. The Society is occasionally approached by other
organisations who wish to engage in direct marketing to its customers. If you do not object
to the Society disclosing the information it holds for these purposes, please tick this box. D

I accept booking conditions (please sign)

The Market Research Society, 15 Northburgh Street, London EC1V 0JR.
Registered in England No 518685. VAT No. GB 239 8954 04.



