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The Intersection of Industry Trends & Career Advice

>_

As a partnership between a non-
profit and an educational
institution, we are in a unique
position to understand industry
and hiring trends
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Quiz Question #1:

How does the Bureau of Labor Statistics characterize the 2020-2030 job
outlook for “Market Research Analyst™?

Growth rate Growth rate vs.
2020-2030 average of other jobs

1 -2% Slightly slower
2 +4% Slightly faster

3 +12% Moderately faster
4 +18% Much faster

5 +22% Much faster
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Booyah!

OOHHOME | OCCUPATION FINDER | OOHFAQ | OOHGLOSSARY | A-ZINDEX | OOH SITE MAP

OCCUPATIONAL OUTLOOK HANDBOOK

Quick Facts: Market Research Analysts

: £61 920 Der vear
2021 Median Pay ‘?__F'*'_'gfj'Lp yea +22%

530.73 per hour

Typical Entry-Level Education 'ﬂ Bachelor's degree M uc h
Work Experience in a Related Occupation 'ﬂ' Mona

On-the-job Training ﬂ Mone faSter

740,900 than
22 (Much faster than average) avera ge

Employment Change, 2020-30 & 163,600

Number of Jobs, 2020 ﬂ

Job Outlook, 2020-30 &

Likely accelerated further
by the pandemic
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MR: Historical Context for Today’s Growth Trends

MR1.0: #Facts

* Media research put
emphasis on one
“correct” set of
numbers

» Clear expectations
between MR
clients & suppliers

* Pollsters measured
attitudes &
intentions — didn’t
offer advice
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Quiz Question #2:

In what year did this equation occur?

MRA (1957) + CASRO (1975) =
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1.0 to 2.0: From “Research” to “Insights & Analytics”

MRA (1957)
+
CASRO (1975)
Insights
Association
W

(2017)
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“‘companies

MR 3.1: Foresight - Expanding Synthesis Beyond Your Data are drowning
in data and

starving for
insights”

CUSTOMER RESEARCH

Understanding of today’s behavior, needs
and preferences.

FORESIGHT RESEARCH

Understanding of dynamics of change
and projection/imagination towards
future life.

E-)O

1HDIS3YOAL

Approaches like Approaches like

- Qualitative and quantitative surveys - Trend research / weak signals

- Behavioral observation and experiments - Scenario Planning

0 E)oES)0EO
ES)oES)0EDO

- In-depth-interviews

- Ethnographic research
- Netnography

—  Cultural analysis

- Science fiction

- Technology roadmapping
- Prediction Markets

- Time-series analysis

==

- Value and motivation research - etc

= etc.
Approaches like
Lead user

Trend receivers

Early adopters

Influencers

Eller, Hofmann &
Schwarz 2020

etc.
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MR 3.2: ResTech

Research + Technology = ResTech

Software, tools and techniques
with the potential to make research
faster, better and cheaper

MARKET RESEARCH =
MRI INSTITUTE INTERNATIONAL UNIVERSITY OF GEORGIA




Quiz Question #3:

Who is the world’'s richest market researcher?
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Growth in the MR Field: The Picture That's Worth 1,000 Words

= FOR THE

" FIGHT
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there’s a new “defining issue

MR 3.3: The Psychology of Uncertainty of our time” every week

Monthly Inflation Rate for OECD

Anxiety

< Risk
Exposure |

I

N o o @ P @ P S o S
G gl @ @@ g g g P RASEINL

O <> b 4
< ASY B 4B SV g

IKANTAR [CANTAR
Source: J. Walker Smith

MARKET RESEARCH =
MRI INSTITUTE INTERNATIONAL UNIVERSITY OF GEORGIA




Summing Up

* The thread linking all three trends: Learning

* MRIl research found that curiosity and the “love of learning” are
characteristics of successful MR pros

= Read, watch, listen to podcasts, take courses

» Demonstrate that you are a learner

= Degrees, certificates, certifications, write articles, be on a podcast, start a
podcast, sharpen your hard skills
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Want More? Check Out Free Webinars Via MRII/UGA/ESOMAR/CRIC

Designing for the Future Consumer: Using Foresight in
Foresight Business Planning (upcoming Sept 14) by Joanne
Lepore

ResTech: What Is "Research Technology” and Why Is it
Booming? by Vivek Baskaran and Jamin Brazil

ResTech

De-Risking Disruption: The Tension at the Heart of the
Future by J. Walker Smith

Psychology of Uncertainty
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https://event.on24.com/wcc/r/3502603/5C9F91AA00E1474D90EE75D94BB4F4F6
https://event.on24.com/wcc/r/3823686/7B3779B21D6C5BAD09DEC9ABA059DBA7

Thank You! Please stop by our booth!
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Stephen Kraus, Ph.D. Pamela Bracken
Executive Director, MRII University of Georgia
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