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The QSP Summit is one of major references
of current marketing and management, as
a place for reflection about relevant topics, trying to anticipate opportunities and
indicate ways to solve new challenges. This
edition is in line with this purpose. Under
the theme “The Future Trends”, this edition plans to predict the Future Consumer,
Retail Future, Brands Future, Future Cities, Health Future and Mind Future. It will
approach also current topics as Big Data,
Storytelling, Gamification and Motivating
Employees. An edition filled of prestigious
speakers, visionaries, leaders and experts
from nowadays and who points to ways.
But the QSP Summit 2015 brings us much
more: international case studies, thematic
workshops, exhibition areas, Trends Forum, Out of the Box and several surprises.
An intensive day of knowledge sharing,
networking opportunities and discussion.
QSP Summit is a unique event that brings
together a thousand participants around
great thinkers and references, in one
of most renowned and vibrant marketing and management events in Europe
which achieves the 9th edition in 2015.

SPEAKERS
Michio Kaku
Futurist, Physicist and Bestselling Author
Michio Kaku, Ph.D., is an internationally recognized authority in two areas. The first is
Einstein’s unified field theory, which Kaku is
attempting to complete. The other is to predict trends affecting business, commerce,
and finance based on the latest research in
science. He is one of the most widely recognized figures in science in the world.
He holds the Henry Semat Chair in Theoretical Physics at the City University of
New York. He graduated from Harvard
University in 1968 (summa cum laude and
1st in his physics class). He received his
Ph.D. in physics from the University of
California at Berkeley in 1972, and been a
professor at CUNY for 30 years. He has
taught at Harvard and Princeton as well.
His goal is to complete Einstein’s dream
of a “theory of everything,” to derive an
equation, perhaps no more than one inch
long, which will summarize all the physical
laws of the universe. He is the co-founder
of string theory, which is the leading candidate today for the theory of everything.
Kaku is the author of several international
best-sellers, Hyperspace and Visions: How
Science Will Revolutionize the 21st Century, as well as Physics of the Impossible, and
Physics of the Future. For Visions, he interviewed 150 of the world’s top scientists
about their vision for the next 20 years in
computers, robotics, biotechnology, space
travel, etc. These scientists are inventing
the future in their laboratories.
Kaku’s book about the latest in cosmology,
Parallel Worlds, was a finalist for the prestigious Samuel Johnson Prize for Non-Fiction in the UK, and a finalist for the Aventist science book award.
Similarly, his latest book, Physics of the Future: How Science Will Shape Human Destiny and Our Daily Lives by 2100, also spent
5 weeks on The New York Times best seller
list, starting in April 2011. It reached #6 on
the bestseller list. His book is based on interviews with over 300 of the world’s top
scientists, many of them interviewed by
Kaku for his BBC, Discovery, and Science
Channel specials he has hosted. Physics of
the Future is perhaps his most ambitious
book, detailing how the world’s scientists
think the world of commerce, medicine,
computers, and space exploration may
evolve into the next 20, 50, and even 100
years (following in the footsteps of Jules
Verne, who, with astonishing accuracy, predicted the world 100 years into the future).

He also does considerable public speaking
on international radio and TV. He has appeared on the Larry King Show, Nightline,
60 Minutes, Good Morning America, CNN,
CNN-Financial, ABC TV News, BBC TV,
BBC-Radio, PBS’s Nova and Innovation,
and Tech-TV. He has appeared on numerous science specials, including PBS’s Steven Hawking’s Universe, Science Odyssey,
and Einstein Revealed, the BBC’s Future
Fantastic, Parallel Universes, Copenhagen,
Channel 4’s The Big G: the story of gravity,
the Discovery Channel, the Learning Channel’s Exodus Earth, A&E, and many science
documentaries.
He was featured in the full-length,
90-minute feature film, “Me and Isaac
Newton”, which was nominated for an
Emmy in 2001.
Kaku has also a series of major science
specials. He has also hosted a new 3 part,
3-hour documentary, for BBC-TV about
the future of science, called Visions of the
Future.
Starting in 2008, Kaku became a regular
host on the Science Channel/Discovery
Channel, hosting their Sunday line-up of
shows. Starting in 2009, he has hosted 24
episodes of Sci-Fi Science, based on his
best seller Physics of the Future. Recently,
he was one of the featured scientists in the
History Channel’s acclaimed Universe series, and the Discovery Channel’s How the
Universe Works series.
He also hosts his own national weekly radio program, which airs in 130 cities in the
US and also the KU national satellite band
and internet, called Science Fantastic.
Kaku has also written for Time magazine,
Newsweek, The Wall Street Journal, Discover magazine, New Scientist magazine,
Astronomy magazine, Wired Magazine,
BBC Focus magazine, The Sunday London
Times, the London Daily Telegraph, and
been quoted in Scientific American, The
New York Times, The Washington Post, the
Philadelphia Inquirer, Wired magazine, and
Fast Company magazine. He has written
cover articles for New Scientist, Astronomy, and the Sunday London Times.
Michio Kaku frequently keynotes major
business conferences about the next 20
years in computers, finance, banking, and
commerce. In particular, he has keynoted
major conferences for major corporations,
many of them controlling hundreds of billions of dollars in investments.

The Future of Consumer
Since we will be hyperconnected in the future, with the internet everywhere and nowhere, we are headed toward something I
call “perfect capitalism,” when supply and
demand become perfect. This means that
advantage shifts to the consumer, who now
knows everything about a product (including its real cost, its profit margin, etc.).
For the producer, who faces a consumer
who knows everything about its product,
they can fight back by using (a) data mining (b) big data (c) targeted marketing
(d) branding.
Every revolution has its winners and losers.
The big winners will be the consumer and
society, which will have cheaper and better
products. The big loser will be the middle
men (e.g. agents, tellers, brokers, etc.).
The middle men will eventually go extinct,
unless they provide something that robots
cannot:
intellectual capital. This means providing
experience, talent, leadership, innovation,
intuition, creativity, etc. that robots cannot
provide.
So under perfect capitalism, either you
ride the wave of digitalization and provide
intellectual capital, or you go bankrupt.
So in my talk, I will talk about who will and
who won’t have a job in the future, and
about which nations will become rich, and
which will become poor, under perfect
capitalism.
Based on interviews with over three hundred of the world’s top scientists, who are
already inventing the future in their labs,
Kaku - in a lucid and engaging fashion presents the revolutionary developments
in medicine, computers, quantum physics,
and space travel that will forever change
our way of life and alter the course of civilization itself.
Kaku’s astonishing revelations include:
· The Internet will be in your contact lens.
It will recognize people’s faces, display
their biographies, and even translate their
words into subtitles.
· You will control computers and appliances via tiny sensors that pick up your brain
scans. You will be able to rearrange the
shape of objects.
· Sensors in your clothing, bathroom, and
appliances will monitor your vitals, and
nanobots will scan your DNA and cells for
signs of danger, allowing life expectancy
to increase dramatically.

KEY POINTS
• In the near future, chips will cost a penny, so computers will be everywhere and nowhere, like electricity today.
• The internet will be in our contact lens. When we see people, we will see their bio next to their name, and also subtitles if they
speak Chinese to us.
• Cars will drive themselves. Even wall paper will become intelligent.
• We are headed toward something I call perfect capitalism, when the laws of supply and demand become perfect.
• Who are the winners and losers in this future? Who will have jobs?I will answer this question.
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speakers
Joerg Niessing
Affiliate Professor of Marketing and Executive Director of INSEAD eLab

Joerg Niessing is an Affiliate Professor of
Marketing at INSEAD. He holds a PhD in
Marketing from Muenster’s School of Business and Economics. At INSEAD, Joerg
is teaching Brand Management, (“Big”)
Data Analytics, Market Driving Strategies,
Digital Transformation & Social Media. He
is also the Executive Director of INSEAD
eLab, the research and analytics center at
INSEAD that focuses on the intersection
of data analytics, customer insights and
new technologies. Joerg gives talks and
consults for a number of organizations in
his area of expertise.
Before joining INSEAD Joerg worked as
an Associate Partner at Prophet; a strategic brand and marketing consultancy.
At Prophet he was leading the customer
insights practice for clients such as Mondelez, eBay, United Healthcare, PepsiCo,
T-Mobile, United Airlines, Samsung, Elec-

trolux, GE Healthcare, UBS, Cartier and
Zurich Financial. Joerg has been working
in over 25 countries.
Before joining Prophet, Joerg was a managing director at the Marketing Center
Muenster. During this time he led several
marketing projects for a variety of German
DAX companies including BMW, Deutsche
Post, Volkswagen, Lufthansa and Deutsche
Bahn.
The future of Brands
The digital economy is entering a new
age. Big data, crowdsourcing, real-time
demand analytics, social-media marketing, gamification, image-centric branding,
location-based marketing, mobile marketing, etc.: Digital tools and trends are invading the business environment, provoking
significant changes in the way we work,
communicate, and sell.

But what has changed from a branding
perspective? Is having a strong brand still
important in a world of rational consumer
and perfect information? Are the rules of
successful branding changing? How can
we reach the multi-dimensional customer?
And even more important: Is the Generation Y still brand loyal and willing to pay
a brand premium? To answer these questions we will first discuss key digital trends
that are changing the way how companies
do business today. Next we will explore
why some brands are very successful while
other brands fail. How can companies create positive branded customer experiences that resonate with their target groups
and drive economic value? We will finally
bring these two dimensions together and
will learn what has changed and what has
not changed when it comes to successful
branding strategies in the future.

KEY POINTS
• Brands are not dead but traditional branding tools are dying
• In the digital age, brands matter more than ever. Trust certainly matters more than ever in a digital world
• Don’t forget everything that you have learned about branding
• Although digital trends are disrupting the way companies do business you still need to focus on some basics to build a strong brand
• Marketers need to engage with customers and create outstanding customer experiences where consumers connect with brands
• Smart marketers understand and study the complex ‘consumer decision journey’

Natalie Berg
Global Research Director at Planet Retail

Natalie has been analyzing UK and global
retail trends for over a decade, with a particular focus on the shifting big-box channel. She has published work on key industry topics such as the rise of click & collect
and private label trends, and regularly
appears as a guest contributor for retail
stories on the BBC, Sky, CNBC and Bloomberg. Natalie’s first book Walmart: Key
Insights and Practical Lessons from the
World’s Largest Retailer was published in
2012 to coincide with the company’s 50th
anniversary. Prior to joining Planet Retail,
Natalie covered the US supermarket sector
at Kantar Retail, working from their Boston
and London offices. Natalie has a Bachelor
of Science in International Business from

the University of Connecticut and has also
completed studies at Ecole Supérieure de
Commerce in Grenoble, France.
Future Retail
The word ‘disruption’ is often used to describe the current state of the retail sector.
From discounters to digital, the disruptors
have permanently altered the way that
both shoppers and retailers behave. In this
presentation, we will examine how retailers must adapt in order to survive in today’s ever-changing world. We will look at
the driving forces behind the major structural shifts and how mobile technology
and the rise of click & collect are contributing to the rapid convergence of physi-

cal and digital worlds. But we can’t forget
the traditional bricks & mortar store. We
will look at the store of the future and how
retailers can use a combination of technology, services and exclusive brands to drive
customer engagement, making physical stores fit for 21st century retailing. In
today’s crowded and increasingly transparent marketplace, it’s more important
than ever before to have a clearly defined
brand proposition – here we will examine
the winners and losers. The industry may
be undergoing a seismic shift but we can’t
forget that the fundamental elements of
retail remain the same – price, product,
service, location.

KEY POINTS
•
•
•
•
•

Retailing in a world of disruption will require new levels of agility.
The store of the future will be far more connected and tailored to individual shopping needs.
Shopping habits learned during the recession are now firmly entrenched. Retail is undergoing structural, not cyclical, change.
Click & collect is bridging the gap as online and offline worlds rapidly converge.
There is no room for ‘middle of the road’ retailers. Without a clear and consistent brand proposition, retailers will fail to survive.

THE FUTURE TRENDS

CASE
STUDIES

AMAZON

Amazon.com opened on the World Wide Web in July 1995. The company is guided by
four principles: customer obsession rather than competitor focus, passion for invention,
commitment to operational excellence, and long-term thinking. Customer reviews,
1-Click shopping, personalized recommendations, Prime, Fulfillment by Amazon, AWS,
Kindle Direct Publishing, Kindle, Fire phone, Fire tablets, and Fire TV are some of the
products and services pioneered by Amazon.

SPEAKER:
O. Schmitz · Head of Business Development Europe · AMAZON

ASDA

Founded in the 1960s in Yorkshire, Asda is one of Britain’s leading retailers. It has more
than 170,000 dedicated Asda colleagues serving customers from over 550 stores. Its
main office is in Leeds, Yorkshire and its George clothing division is in Lutterworth,
Leicestershire. More than 18 million people shop at Asda stores every week and 98 per
cent of UK homes are served by www.ASDA.com. Asda joined Walmart, the world’s
number one retailer, in 1999. The past decade has seen Asda successfully grow through
a wide range of new online and retail propositions, supported by an increasingly rich
understanding of customer needs.

SPEAKER:
Alex Chruszcz · Senior Director of Insight, Pricing and Data · ASDA

FARFETCH

Farfetch is a revolutionary way to buy fashion. The pioneering website brings together
more than 300 of the world’s best independent designer boutiques, from Paris, New York
and Milan to Bucharest, Tokyo and Mumbai, allowing customers to shop an unparalleled
range of labels and pieces. Founded in 2008 by the Portuguese entrepreneur José Neves
and now with offices in Porto, London, LA, New York, Sao Paulo and Tokyo, Farfetch
offers these bricks-and-mortar boutiques the opportunity to compete with the major
players in online retail. And, for lovers of beautiful fashion, it offers the chance to indulge
a passion and shop the world.

SPEAKER:
Andrew Robb · Chief Operating Officer · FARFETCH
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THE
TRENDS
FORUM

The Trends Forum is an important opportunity to debate the main global market
trends. In this edition some of the biggest players will discuss retail trends, in a unique
and essential debate.
• Included in the event • Registration is compulsory • Limited number of participations

speakers:
Natalia López · Iberica Marketing Manager
and Digital Media · Adobe Systems Iberica
Damien Viel · Diretor YouTube and Google
Branding Solutions · Southern & Eastern Europe,
Middle East & Africa
Cláudio Fernandes · CEO · AdClick
Jiri Voves · CPO & Co-Founder · Socialbakers

KEY POINTS
• Mobile 3.0: The next transition from mobile Internet computing will be 		
wearables, nearable, hearable or everywhere computing?
• Advertising 3.0: is traditional advertising being killed by Content 		
Marketing, Native Advertising, Time-shifted TV?
• Data 3.0: Big data is only for Big companies or can small companies 		
have a big data strategy?
• Infrastructure 3.0: IS Cloud the foundation of the Internet of the future?
• Market 3.0: Will Asia going to be the biggest e-commerce market in the world?

José Yánez · Director of Marketing
Cloud · Salesforce

Moderation:
Alexandre Nilo da Fonseca · Responsible for Content and Communication and
Head of Group Strategy for the Digital Economy · PT Portugal
TIME: 50 minutes

OUT OF
THE BOX
KEY POINTS
• Is the individual as a consumer more concerned with social and 		
environmental issues?
• Is it possible to speak of the emergence of a new set of values in society,
Nuno Miguel Peres · Emeritus Professor,
driven by concerns with the next ones, concerns with social issues, and
Department of Physics and Researcher and Director
concerns with environmental protection?
of the Center of Physics at Universidade do Minho
• How do new social values of individuals, many of them stemming from the
Great Financial Crisis of 2008, are reflected in their consumption decisions?
José Luís Pio Abreu · Psychiatrist at Hospital da
Universidade de Coimbra and Associate Professor • And how do companies, also constituted by individuals, are able to
reflect this trend in their strategic choices?
at School of Medicine
• What is the role of business in building a better world?
• What can you expect from the corporate world in order to build a legacy
for the future?
speakers:
Rui Costa · Investigator at Fundação
Champalimaud

Moderation:
Susana Costa e Silva · Professor and Researcher · Universidade Católica
TIME: 50 minutes

THE FUTURE TRENDS

FREE
WORKSHOPS
Storytelling
An Evolution From Messaging, to Narrative to Storytelling

speaker:
Denise Kaufmann
Partner, CEO · Ketchum London

KEY POINTS
• How has brand storytelling evolved?
• How can you take a brand narrative and create stories?
• How to make your story engaging
• Who owns the story – and does it matter?
• What makes a story shareable

Moderation:
Ana Fleming · Marketing Director · Ricon Group
TIME: 50 minutes

Future CITIES

speaker:
John Heeley
Director, Best Destination Marketing
and Visiting Fellow · Sheffield Hallam
University

KEY POINTS
• Academics and practitioners alike work to a paradigm whose fundamental
generalisations do not accord well with the ‘reality’ of urban destination marketing
as it is currently being undertaken by Europe’s DMOs
• In practice, DMO marketing lies at the margins of tourist destination choice,
meaning that only a handful of urban DMOs are actually delivering significant
returns in terms of increased business turnover and employment generation
• Lack of USPs and/or DMO realpolitik considerations account for the prevalence of
‘marketing of everything’ approaches which are diametrically the opposite of
what one would expect to happen under the current paradigm
• Current theory - as embodied in the ‘4 Ps paradigm’ - is ripe for change, and the
basis for such a reworking is proposed by the author
• Into the future, DMOs should ‘re-acronym’ themselves as DCOs

Moderation:
Afonso Camões · Journalist and Director · Jornal Notícias
TIME: 50 minutes

GAMIFICATION
KEY POINTS
• Why you should take care about gamification and how you can benefit from it?
• The relationship among gamification, serious games, advergames and games
with a purpose
• Examples of gamification in several application fields
• Gamification and the MDA framework
• A methodology to successfully design a gamified approach for your business
speaker:
José Cortizo Peres
Co-founder and CMO · BrainSINS
Moderation:
Nádia Reis · Brand Activation and Social Responsibility
Activation Director, CSR and Public Relations · Sonae MC
TIME: 50 minutes
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FREE
WORKSHOPS
Future of Mind

SPEAKER:
Michio Kaku
Futurist, Physicist and Bestselling Author

KEY POINTS
• We have learned more in the past 10 years about the brain than in all of human
history, because of advances in physics.
• Telepathy, telekinesis, recording memories - all there thought to be science fiction,
until now. In the lab today, we can do all of the above, including photographing dreams.
• Recording memories, which has been accomplished in animal studies, could help
• millions of people with Alzheimer’s.
• With government funding, it is possible to create an exoskeleton so that paralyzed
patients can walk again.
• A form of immortality may also be accomplished if the Brain Initiative of Obama
can successfully map the entire brain.

ModeraTION:
Hugo Figueiredo · Brand and Communication Director · NOS
TIME: 50 minutes

How Google Motivates their Employees?
KEY POINTS
• Creating a culture centered on “mission, transparency, and voice.”
• How Google looks at moonshot thinking and innovation across the company
• Why a focus on “passion, not perks” is a foundation for long-term retention and
productivity
• How Google manages the balance between creativity and control in an era
of massive growth.
• Google’s data-driven approach to rewarding and motivating employees.

SPEAKER:
Cliff Redeker
Head · Google Talks

ModeraTION:
Hélder Pais · Managing Partner & Career Manager · Global Headhunters
TIME: 50 minutes

BIG DATA

SPEAKER:
Brendan Moran
Head of Product · WGSN INstock

KEY POINTS
• Why you should care about retail analytics and big data and how you can benefit
from it?
• Analyses which compares e-commerce product catalogues from retailers across the world
• Highlighting where competitive advantages can be found across a number of categories
• Lessons learned in successfully adapting your buying processes with Big Data and
analytics (illustrated with real life use cases)

ModeraTION:
José Luis Reis · University Professor, Researcher and Consultant
in technology and information systems area
TIME: 50 minutes

THE FUTURE TRENDS

PRIVATE
WORKSHOP
Future HEALTH

SPEAKER:
Jan Vincents Johannessen
CEO · The Norwegian Radium
Hospital Research Foundation

KEY POINTS
• How will new diagnostic and treatment methods change the health sector in the
coming years?
• Will more use of screening for diseases really save more lives, or will they mainly
result in overtreatment and side effects?
• How will the increased life expectancy influence public health spending?
• Will our lives be less and less in the hands of the health authorities, and more and
more in the hands of players on the stock exchange?
• Will new developments stem from academic centers or the pharmaceutical industry?
• Will the private and the public health sector be coworkers or become fierce competitors?
• Will health personnel become more and more business people, and less and less
good Samaritans?
• How will the developed countries meet the fact that the world is a borderless 		
health village?
• What did we learnt from SARS, HIV/AIDS, Ebola, Influenza pandemics?
• How long can those who have suppress those who have not?

ModeraTION:
Manuel Sobrinho Simões · Professor and Director, Department of
Pathology and Oncology of the Medical Faculty of Porto, Director of
IPATIMUP and Vice-President of Health Cluster Portugal
Duarte Araujo · Executive Member of Riopele
and Chairman of Oásis Plaza
TIME: 50 minutes
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PROGRAM

TIME

QSP Summit 2015 - The Future Trends

08h00/09h15

Registration

09h15

Welcome Session

09h30

Michio Kaku

10h20

AMAZON

10h45

Coffee Break and Networking

11h15

Natalie Berg

12h05

FARFETCH

12h30/14h15

Break and Autographs Session

14h15/15h15

THE Trends Forum
Adobe/Youtube/Adclick/
Socialbakers/Salesforce
Moderation:
Alexandre Nilo da Fonseca

15h30

Joerg Niessing

16h20

ASDA

16h45

Coffee Break

17h00/18h00

Future of Mind
Michio Kaku
Moderation:
Hugo Figueiredo
End Session

THE FUTURE TRENDS

OUT OF THE BOX
Rui Costa/José Pio
Abreu/Nuno Peres
Moderation:
Susana Costa e Silva

How Google Motivates
their Employees?
Cliff Redeker
Moderation:
Hélder Pais

Storytelling
Denise Kaufmann
Moderation:
Ana Fleming

BIG DATA
Brendan Moran
Moderation:
José Luis Reis

FUTURE CITIES
John Heeley
Moderation:
Afonso Camões

gamification
José Cortizo Peres
Moderation:
Nádia Reis

future health
Jan V. Johannessen
Moderation:
Manuel S. Simões
Duarte Araújo

REGISTRATION

To participate in this event, you must complete correctly the enclosed
registration form - or you can download it in www.qspmarketing.pt/summit - conjointly
with the payment proof, please send both to the following email, fax or address.
Payment method
Bank transfer in favor of:
QSP – Marketing, Lda.
NIB: 0007 0000 00060757406 23
IBAN: PT50 0007 0000 0006 0757 4062 3
Help-Desk: (+351) 91 625 2000 (09h30-19h00)
Fax: (+351) 226 108 552
E-Mail: conferencia@qspmarketing.pt
QSP – Consultoria de Marketing, Lda.
Av. Boavista, 1167, 4º andar, sala 5
4100-130 Porto · Portugal
www.qspmarketing.pt/summit
PROTOCOLS
ACEPI · Electronic Commerce and Interactive Advertising Association
AEP
· Portuguese Entrepreneurial Association
AIDEC · International Association for Development and Business Competitiveness
ANPME · National Association of Small and Medium Enterprises
AMES · Spanish Marketing Association
APCOR · Portuguese Cork Association
APPM · Portuguese Marketing Association
ATP
· Textile and Clothing Association of Portugal
BPCC · British Portuguese Chamber of Commerce
POPAI · The Global Association for Marketing at-Retail
10% discount in corporate passes and 15% discount in individual passes, not cumulative
with discount.
REGISTRATION INCLUDES:
· Free access to Conference
· Dossier with conference presentations
· Coffee Breaks
· Certificate of participation
· Free access to exhibition area
· Free access to workshops according with availability
· Internet Wireless Free
SIMULTANEOUS ENGLISH TRANSLATION
AT AUDITORIUM AND PRIVATE WORKSHOP.

NOTES
· The content of presentations is completely speaker’s responsibility.
· Due to force majeure, small changes in the program might occur.
· For additional information, please visit the website:
www.qspmarketing.pt/summit
· Registrations according with auditorium capacity
· Limited Capacity
· Lunch not included

PASS

FEE

UNTIL 23th JANUARY

Individual

550€

480€

Corporate (3)

1.500€

1.300€

PREMIUM (10)

4.100€

-

Plus VAT.
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MAIN SPONSOR

SPONSORS

FORUM SPONSOR

MEDIA PARTNERS

INSTITUTIONAL SUPPORT

TRANSLATIONS

OFFICIAL HOTEL

SUPPORT

PROTOCOLS
ACEPI
AEP
AIDEC
ANPME
AMES
APCOR
APPM
ATP
BPCC
POPAI

· Electronic Commerce and Interactive Advertising Association
· Portuguese Entrepreneurial Association
· International Association for Development and Business Competitiveness
· National Association of Small and Medium Enterprises
· Spanish Marketing Association
· Portuguese Cork Association
· Portuguese Marketing Association
· Textile and Clothing Association of Portugal
· British Portuguese Chamber of Commerce
· The Global Association for Marketing at-Retail

Informations: QSP - Consultoria de Marketing, Lda.
		Av. da Boavista, 1167 - 4º andar, room 5 · 4100-130 Porto · Portugal
Help Desk:
(+351) 91 625 2000 · Phone: (+351) 226 108 552 · Fax: (+351) 226 108 552
		conferencia@qspmarketing.pt · www. qspmarketing.pt/summit

