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Key Industry Issues

• Definition of online panels evolving

• Threat of real time analytics and customer interaction / feedback

• Growing ability for brands to get direct consumer input and feedback

Changing perception of market research industry
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Key Value Drivers for Market Research

Key Industry Themes

Technology-Enabled

“Infrastructure, scale, & data”

Social

“Become part of the conversation”

Mobile

“Fish where the fish are”

Online

“Global reach at a low cost”
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Continual Shift to Online Channels

Source: ESOMAR.

The Continuing Rise of Online Research

• Online continues growth at the 
expense of telephone and face to 
face

• Online research spending now at 
$7.5BN
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• Technology underlies rapidly shifting business models in the Market Research industry

Technology-Enabled

Infra
stru

ctu
re

Scale

Data

• Internet

• PC

• Mobile, tablets

• Able to reach & engage global 
audience

• Low cost 

• Technology driven

• Rich data sets

• Alternative data collection 
methodologies 

• Privacy concerns remain an issue
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• With nearly 2 billion people speaking in social media, brands are seeking to become part of the 
conversation

• Low cost market intelligence driven by thoughtful engagement

Social

Coca-Cola Starbucks

Example of 
Coke using 
Facebook to 

elicit 
feedback on 

bottle 
design

Example of 
Coke using 
Facebook to 

elicit 
feedback on 

bottle 
design

Massive 
audience

Massive 
audience

Example of 
Starbucks engaging 
customers to elicit 

information

Example of 
Starbucks engaging 
customers to elicit 

information

Keeping its 
audience engaged 
with point scoring 

system

Keeping its 
audience engaged 
with point scoring 

system



6

Mobile

Today

• Mobile phone market research works the 
same way as online research but uses the 
Internet browser  

• Questionnaires are delivered via an SMS or 
WAP message, automatically launches the 
survey on the mobile phone.

• Questions are then answered, and the data 
is gathered in real-time

What’s Next

• Opt-in Apps

• Geo-specific engagement

• Social networking integration

• Game driven engagement

• With 5.3 billion mobile subscribers, market research companies are find new and innovative ways to 
engage consumers in the go

• Mobile will quickly overtake the PC as the most popular way to get on the Web

• Industry is in the midst of developing best practices for deployment

• Hit people with surveys any time –
able to “measure the moment”

• Wherever they are

• Whatever they are doing

• Always on

• Primarily communication device

• Rich surveys (MMS Video's / 
Photo's)
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Public Companies in Market Research

Traditional B2B Data Online Measurement

Source: CapIQ.
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Public Company Valuations
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Traditional B2B Data Online Measurement

Traditional +11%
Measurement +20%

B2B Data +99%

Online -86%

Source: CapIQ.
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Select M&A Transactions

Acquirer  /  Target
LTM Rev 
MultipleDate Commentary

Traditional Market Research

B2B Data

• Highly fragmented

• Lots of “Moms & Pops”

• Picky strategic buyers

• Typically vertically oriented

• Higher value proposition and 
proprietary

Transaction 
Value ($MM)

NA NA

$525.0 1.00x

$196.3 NA

$25.0 NA

07/27/11

01/09/08

09/18/08

03/17/10

03/08/10 $643.2 1.29x

01/05/10

12/01/09

10/02/10

04/21/10

$94.4

$56.0 NA

NA

$162.3

$63.0 NA

5.6x – 8.2x
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Select M&A Transactions (cont’d)

Date Commentary

Online Market Research

• High valuations and M&A 
activity in the mid 90’s

• Healthy level of activity this 
year

Acquirer  /  Target
LTM Rev 
Multiple

Transaction 
Value ($MM)

$100.0 1.54x02/07/11

$237.7 2.02x02/14/11

NA NA06/02/11

NA NA10/06/09

NM NM06/26/09

$121.8 1.64x10/23/09

$84.4 1.41x01/28/09

$421.5 3.06x08/06/08

NA NA10/07/08

NA NA09/07/11

OTX
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Select M&A Transactions (cont’d)

Data Driven / Measurement

• Consistent value proposition

• Many successful outcomes

• Broad universe of buyers

Date CommentaryAcquirer  /  Target
LTM Rev 
Multiple

Transaction 
Value ($MM)

$43.7 4.41x05/28/08

$240.0 6.00x04/19/07

$75.0 5.03x03/03/08

NA NA06/27/07

NA NA07/09/07

NA NA01/14/11

$223.0 NA04/06/08

07/28/09 $5,071.9 2.34x
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Traditional Market Research

• Challenging market dynamics given exploding online channels

• Many players thinking through consolidation and exit opportunities

B2B Data

• Vertical focus and proprietary approach drives value

• Subscription oriented businesses get premiums

Online Market Research

• Use of new technologies and techniques drives values

Measurement

• Data and data analytics drives value

• Historically has achieved premium valuation to broader sector

• Exit timing doesn’t matter

Advice to the Audience 
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