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Agenda

« Marketing Research 2.0 Project

« Scope Expansion of MR Function — A Case Study of
Nissan Ml

* Q&A with Audience




Profile: Naoki Takahashi

Expert Leader
Corporate Market Intelligence Division
Nissan Motor Co., Ltd.

Over 30-year experience in marketing research and
CRM analytics with diversified areas in terms of
industry, methodology, marketing theme, etc.

Joined Nissan 2003, develops and manage global
marketing research scheme and leads cross functional
projects for creation and restructuring of the company
business processes

Before joining Nissan, worked for Intage Inc., managing
diversified areas of customer research projects and
CRM initiatives in terms of industry, methodology,
strategic implications, etc.

MBA, Kellogg Graduate School of Management
BA in Sociology, Doshisha University
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Marketing Research 2.0 is...

« A group of people who are engaged in marketing
research and want to make contribution to it

« Consisting of people from both MR firms and MR
function in client companies

« Aiming to make proposals to solve/improve issues in
Japan’s MR industry
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So far...

* Proposed “Research Partner Sheet” with a pilot use case
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Recently...

« Got support by Japan Marketing Association
« Wil provide seminar in early next year
« The beta Website has been in place.

» Needs support for the facilitation
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The Journey of Nissan Ml

In the beqginning Future
OnIy Japan and

G h
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..
functions '
..

Few Interaction wit Manages global Ml
Global :
MI team in other teams all over the 2

governance '
countries world

Budget
ownership

Influence on :
g .. From top executive
decision Limited ) o
: to project level i
making
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Nissan MI’s Global Governance

« Corporate Market Intelligence collects customer insights
from all over the world.

Corporate Market Intelligence Div.

Global Customer Insight Dept.
(Nissan & Datsun)

Expert Leader Global Market Science Dept.
Global Infiniti Market Intelligence Dept.

Japan/A&O
Mi

Alliance Market Analysis Dept.
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Nissan MI’'s Scope

« Has been expanded to global and functions across the
company

 Still on the way of expansion

Corporate Strategy

Corporate

Agenda | ineup Global Marketing
VUYL Targe R
g Sales & Service
. Sales & Service
Making Model

Develor Marketi

Advanced Planning Plan

Product Planning

Product Quality =




Definition of “Insight”

* “Innovative way of understanding customer and making
people excited to create an idea”

 the igniter for both customers and planners

For consumers For planners
“l didn’t realize the reason | “l was struggling with it, but
like it, but now I've got it!” now I’ve struck the point!”,

“Then, this idea must be

working!”
o)
HE&
@ “XX% of customers want versatile seating arrangement”
@ “Customers want to make their family relax in the car.”

1©
¢
0
“The fathers of the family intending to buy a new minivan want to feel he provides value to his
family by offering relaxation with something he selected and by looking at they are relaxing.”

© “He wants to have occasions where he can feel himself as a good dad.” 12

For example...



Evolution of MR Function

Market Research as Consumer insights

—_ﬁ- g
"order takers" as a competitive advantage

90% of benchmarked
companies are in Stages 1 and
2

Strategic insight organization

o Strategic foresight
organization

Traditional market
research

Little/no access to Seni Insights leader(s)

i nior i
senior leaders part of senior management
Mix skewed toward tactical "Strategic” research a priority
< Hanl:l— Involved across functions

Little involvement
outside marketing Leaming organization/culture

Focused on hindsight < - Focused on foresight/
prediction across sources

Source: BCG 2009
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Focus in MR Function’s Role

A) Make a
proposal

B) Provide
support/
consultancy

C) Assess risks/
opportunities

D) Collect/
analyze data

Stage 1:
Traditional
market
research

Stage 2:
Business
Contributors

Stage 3:
Strategic
Insight

Stage 4:
Strategic
foresight

*Based on
research/
analysis/
forecast

*For a project

eBased on
accumulated
knowledge

*For a project

*Based on
accumulated
knowledge

*For a
business
domain

*To support
current
paradigm

eBased on
accumulated
knowledge

*For a
business
domain

*To promote
paradigm
shift
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In the Course of Expansion, Nissan M| Has Earned...

« Research budget ownership
« Global management
« Seats in decision making meetings

* Responsibilities and resources of stakeholder
organization

 Validator role for sales volume plans
« Assessor role for marketing ROI

... getting trust from executives and stakeholders by any
means

And, nothing was given but earned.



Preparation for the Future

Accelerate

Work as a company leader function

Decrease the reliance on survey research

Use more non-research data, both internal data and external data
Use up-to-date tools and methodologies

Keep and develop capabilities necessary for the above scope

Always in trial of cutting edge methods, tools, frameworks with
supporting budget generated by reducing the costs for inefficient tasks

Use optimal resources across alliance

Keep

Engage with wide range of stakeholders

Attract talent from in and out of the company as being a respected position

Career path connecting with other functions and across regions develop people expertise
Working with and supported by top-notch agencies



Thank you
Q&A



