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Two surveys

September 2020 N=640
May 2021 N=802

Partners
NewMR & Confirmit

Over two dozen organizations
worldwide

ABEP (Brazil), AEDEMO (Spain), AIM (Chile), AIMRO (Ireland), ARF (USA), ASSIRM (Italy), CEIM (Argentina), CEISMU(Uruguay), Confirmit, CRIC (Canada), CUBE
(Belgium), ESOMAR, GreenBook, Infotools, Insight Management Academy (UK), Insights Association (USA), IMRA (Japan), NewMR, MOA (Netherlands), MRWeb,

OFBOR (Poland), Potentiate, PTBRiO (Poland), PUMa (Germany),QRCA (USA), Quirks (USA), RANZ (New Zealand), SAIMO (Argentina), SORMA (Romania), The Research
Society (Australia).



Sample Composition by Survey Wave
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Sample Composition by Survey Wave

Company Size
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- More work is being done in-house.

« Workloads and budgets are out
of sync.

* Primary data collection is still a
major focus.

 Platforms are a key enabler.
 Suppliers need to up their game.
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What proportion of projects are being

H 7 . . . .
conducted internally vs externally: Is internal increasing, staying the same, or
decreasing?

2020

2020 2021

2021

M Increasing = Same M Decreasing M Don't Know
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What proportion of projects are being conducted
internally?

By Region

By Vertical
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Workloads & Budgets

Volume of Projects Budgets

2020 Forecast 2021 2021 Actual 2021 Forecast 2022 2020 Forecast 2021 2021 2021 Forecast 2022

M Increase Same Decrease M Increase Same Decrease




Reasons for budget changes for 2022 Increased Decreased

Base 296 78
Performance reasons 15% 50%
Need for primary research 46% 15%
Need for analysing in-house databases 17% 1%
Need to expand expertise 14% 4%
Other 8% 29%
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Issues & challenges over next 2 - 5 years?

Confidentiality of data
Data ethics/Protection
Big data

Automation
Al/Machine learning
Social media

DIY research
Advances in Qual
Passive monitoring
Neuro & biometrics
Voice assistant resarch

Chat bots

I 79%
I 78%
I 75%
I 71%
I 71%
I 65%
I 64%
I 61%
N 48%
N 42%

I 33%

N 31%

Capacity

External factors

Data rich environment
Creating value

New frontiers

Speed & agility
Quality

Internalizing research

I 18%

I 16%

I 10%
I 0%
I 8%
I 7%
I 7%
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Headcount & Skills

Insights headcount in 2021

Not sure
2%

Skills in your organization

Quant researchers
Qual researchers
Strategic analysts

Data scientists
Web/Digital analysts
UX researchers

CX researchers
Storytellers

Others

None of these

86%
78%
62%
54%
49%
39%
38%
32%
4%

3%
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Technologies & Approaches Used Internally

Survey platforms — 66%

Data integration tools [N 64%
Analytic tools [ 57%

Social media analytics [N 55% Total Established Research 3790 39.54  38.37 42.73%
. 1.43 1.53 1.69 1.88%
Online qual platforms [N 47% 1343 1551 1684 18.76%

. . . 4.60 5.31 5.80 6.46%
Visualization tools | 39% °

1.42 1.73 1.88 2.09%

. 1.34 143 1.86 .08Y
Text analytics [N 36% 2.08%
Total Tech-enabled Research 20.79 23.98 26.38 29.38%

Artificial intelligence | 19% e i
10.20 11.24 11.85 13.20%

Video tools [ 14% Total Reporting 2264 2464 2484 27.67%

| Total | 8133 ] 8816 | 8979

Source: Global Market Research 2021: An ESOMAR Industry Report (2021)

Community software [N 13%

None of these F 4%



Balance of use for internal and external partners

Help solve strategic business issues 74%
: e 63%
Innovation and development assessment
N - I %
Deep-dive business analysis recommendations
- : I 43%
Answer short-term tactical questions 859

Providing P&L options and guidance I 2%

Cost and efficiency comparisons 29%

61%

B External Internal
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Performance of external partners

68%

Quality of research 12%

49%

Speed of response 550,

o 40%
Relevance of insights proposed ”

21%

Strength of presentations o

21%

2] ()]

Ability to convince your team(s) =

W Net rating ™ Net change

Net rating = Great% - Poor%
Net change = Improved% - Deteriorated%
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Insights Managers

e Demonstrate the ROI of research

* Get budgets and workload in sync

Skill up
Make thoughtful choices

Suppliers

50% of client work is not outsourced

Keep sharpening the sword
Insights, not just data
"Think like a marketer”

ESOMAR



THANKS FOR LISTENING

reg.baker@esomar.org

Users & Buyers Global Insights Study 2020
|
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