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The most exciting thing happening in research today is
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GLOBAL MARKET i GRIT
RESEARCH 2014 - '

An ESOMAR Industry Report

In cooperation with BDO Accountants & Adviscrs

GreenBook
Research Industry Trends Report
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Global Market Research Turnover 2013

Africa 1%
Middle East 1%

Rest of the world

Europe 12,242

40%
TOTAL TOTAL

US$ 40,287 US$ 40,287

million

Japan
North America

France
39% | 3,468 | 5,065

Source : ESOMAR A



A2 T4 T —RALEF46% (FHANMER RS

Spend by Research Method 2013
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Comparison of Market Research Turnover with Ad Spend 2013

: MR Turnover
MR Turnover | Ad Spend | MR as % of | Population ;
. s i

14,491 158,551 9.5% 47.38
2 United Kingdom 5,065 24,526 20.6% 64 79.03
3 Germany 3,468 24,863 13.9% 81 42.92
4 France 2,679 16,685 16.1% 64 42.09
5 Japan 1,843 39,827 4.6% 127 14.47
- China 1,686 44,821 3.8% 1,361 1.24

Source : ESOMAR
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GMR Report : 18R Zi# X C - Beyond Boundaries

The research industry has grappled
- for some years with a dilemma over its

2 A B E YO N D future: should it reach out and embrace
BOU N D AR' ES as partners the new businesses (and

techniques) that have germinated on

Some of our industry’s most influential thought the fringes of the sector, or should it
ieodelR s hoWiEE " " "9ed from a . draw a clear line between an established
macroeconomic perspective, and what that means for ?

market research demand. Includes study gesults on the . respected industry and new players
j the broader market eéardl"’ 4
sze of the SNl 4 % . who often don’t even see themselves as

. researchers?

‘It’s hard to protect your

5 oil field in the age of data
GLOBAL MARKET 3 . ' .
fracking’

In cooperation with B0O Accountants & Advisors

For clients, this question has largely
become an irrelevance. They are investing
significant proportions of their budgets
with suppliers of data, information and
analysis that are not part of the traditional
research industry. For them, if someone
provides a workable, efficient solution

to a business problem, they usually

get the green light.
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“I dont care where insights come from. If they come from
niche players, If they come from technology companies, if they
come from media and publishing companies, if they come from
analytics, if they come from consulting, that’s OK with me.”

PFUSFA4OKXATE, A2BIFTa 2D THE.
14291 MIETHE/ENELS LiBDIR,

Source : “P&G's Lewis calls for shift away from traditional methods” research. 2011.9.21
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Brand/Marketing e R 2 Bucinee Techno-Insights

Consultancies Y (Consumer Facing)

e.g. Google, TW, FB
|

Brand/Marketing Techno-Irsights
—e Research Enables (1) - Consumer

facing e.g.

Management Y «.cinlict & - Techno-Insights
= ecialls =
Consultancies Software P Facebook (Data Analytics)

smaller agencies

e.g. BCG, McKi Sample/

vianagement Panel

Consul*ancies Specialists ) Techno-\nsights
e.g. Bain BCG, Global full REE Y (2) - Data
il service MR Jniaiiabind Analytics

TeCh nO'led Smaller ‘Boutique’ TeCh nO'InSig htS
Consultancies peneralists SR X t /Web Analytics)
e.g. IBM el (o)~ Tox & e |

l e.2. IBM bl

Trend Consultancies Communities Communities

. Trend Consultancies .

Other

(incl. Biometrics, Big Data, BPO's)

(Biometrics, Big Data, BPO) Source : ESOMAR
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Estimated Market Size of the ‘Expanded’ Research Industry 2013

Total value expanded market

US$ 61.5bn Online analytics 7.2
Incremetntal Management consultancies 5.0
turnover IT & tekecom research 3.6
sub-segment Marketing reports & research 3.2
24.4bn i i .
Social media communities 2.2
Web traffic measurement 0.99
Traditional i
market research Sample & panel providers 0.92
37.1bn Media monitoring 0.54
(GMR 40.3bn) Survey software 0.44

Web and social media research 0.31

Source : ESOMAR/Outsell 1
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The one thing that will most impact the industry is

Big Data
Technology
Mobile
Panel
Passive
Behavioural
Results
Analysis
Client Understanding
Credibility
Diversity
DIY

W W Ww w s oo NN

Monopolization
Privacy

Cost Cutting
Efficiency
Automation
Neuroscience
Predictive
Raport
Real-Time
Social Change
Survey Engagement
Training

= e e e = NN W W

Source : GRIT 15
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Techniques Used/Considered Q1-Q2 2014

Techniques used/Considered: Q1-Q2 2014

Mobile Surveys

Online Communities
Text Analytics

Mobile Qualitative

Webcam-Based Interviews
Eye Tracking Under consideration
Big Data Analytics

Maobile Ethnography

Behavioural Economics Models
e No interest to date
Research Gamification

Prediction Markets

Facial analysis
Crowdsourcing

Biometric Response

Neuromarketing

Internet of Things/Sensor based Data Collection

Don’t ever expect to use

Wearables Based Research

Q1-Q2 2014; Base: 435 to 494
[ | In use [ | Under consideration [ | Mo interest to date [ | Mot sure [ | Don't ever expect to use

Source : GRIT 16
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Techniques Used/Considered Q1-Q2 2014

In Use + In Use +

Under Consideration In Use Under Consideration In Use
Mobile Surveys 90 64 Micro Surveys 59 25
Online Communities 82 56 Research Gamification 59 23
Social Media Analytics 77 46 Prediction Markets 47 19
Text Analytics 72 40 Facial Analytics 39 18
Mobile Qualitative 72 37 Vertual Envionments/Reality 43 17
Webcam-Based Interviews 66 34 Crowdsourcing 49 17
Eye Tracking 58 34 Biometric Responses 35 13
Big Data Analytics 70 32 Neuromarketing 38 13
Mobile Ethnography 62 30 Sensor Based Data Collection 43 12
Behavioural Economics Models 60 25 Wearable Based Research 31 7

Source : GRIT 17
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Techniques Used/Considered Q1-Q2 2014
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Source : GRIT 18
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ITeX : Insight Innovation eXchange mIIeX2014“"
is focused on the future of market research ..eXAs.;laf,f.lzZ:f
and on the wider insight profession, "
sessions cover topics such as: ﬁ1"e’S?°15‘"

lleX Europe 2015

Neuroscience
Wearable technologies
Behavioural economics

m lleX2015“

ented by GreenBook
lleX Latin America 2015

m lleXHealth
N a no Su rveys lleX :ecalth 2015
Gamification 0.2
Mobile ethnography mlle¥;915“‘

Geofencing and geolocation

lleX North America 2015

Source : GreenBook 19



IIeX TOFEKZEH| : SoLoMo x Technology x Brand Insight

“Are You Missing the Pictures?” Mary Tarczynski, Ditto

Understand the competitive set via social photo affinities

from IIeX North America 2014 20
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Traditional
MR Community Listening Technology

-Survey

. : -Passive -Big Data
-Interview -Conversation : -
FEa—. -Observation -Sensing
. -Analysis L -Interpretation -Algorism
Insights -Reporting + Communication -Discovery -Visualization
. -Engagement  -Support -Automation
Action N/A -Co-creation -Encouragement -Optimization

<MR Industry>
< Insights Industry >

24
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The reason why I find our ‘insights’ industry so exciting is that
we will see many new business models arising and new entrants
coming up and going down that will challenge the 100 year old
marketing research business model.

- Han de Groot, Macromill Global CEO

Source : GreenBook Blog, July 25, 2013

“An interview with MetrixLab CEO Han De Groot”
26



R DRESTETNEXLE

COBREREI, IMRA DEEY1 FCTHE - AU>O—RTEFET
CEBRIPCRRIE. A—J)LFE(E Facebook Massage THZEIFTUFET

masashi.hagihara@gmail.com

facebook.com/masashi.hagihara
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