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Global market research industry 

grows by 0.4% in 2011 

• Global turnover reaches US $ 33.5 

billion. 

 

• While it confirms that the Market 

Research sector continues to recover, 

certain individual markets have not been 

as fortunate as they might have 

expected. 

 

• Latin America relinquishes its position as 

the fastest growing region in 2010. 

 

• The North American region and Asia 

Pacific take over and jointly hold the title 

in 2011. 
 

 



HOW IT BREAKS DOWN 

Market size 2011: US $33,5 billion  

ESOMAR estimates. Rounded figures presented.  

Percentage point changes in market share, 

compared to 2009, are provided between brackets 
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Global turnover: US 

$33,540 million 

Europe, 
$14,140 42% 

North 
America, 

$11,188 33% 

Asia Pacific, 
$5,754 17%  

Latin 
America, 

$1,858 6% 

Middle East 
& Africa 
$601 2% 

Within Europe, Finland 

accounts for 1% or 

research spend. 



Top 10 research markets 

  
Country US$m 

Net growth 
(%) 

1 USA 10,459 2.1 

2 Germany 3,232 4.1 

3 United Kingdom 3,189 -7.6 

4 France 2,735 0.6 

5 Japan 2,126 1.1 

6 China 1,323 5.8 

7 Italy 807 -2.9 

8 Brazil 777 -3.7 

9 Australia 737 -3.3 

10 Canada 729 -3.1 

29 Finland 130 0.4 

• The top 10 markets account for 78% of 

global turnover. 

 

• Germany, whose growth remained in 

line with expectations, has risen to 2nd 

place and Japan consolidated its 

position, recording 1.1% net growth. 

 

• The UK – seeing significant declines in 

government spending – Italy, Brazil, 

Australia and Canada all posted net 

declines in 2011. 
 

 
 

 



Breakdown of Europe 
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Fastest growing markets 

Europe still holds as the largest region for research (representing 42% of the total 

market), but saw a 1.3% net decline in turnover. Germany and Luxembourg are the only 

two EU 15 countries in the list op top-performing European markets. Latvia tops the 

growth chart, followed by outsourcing hub Bulgaria. Finland posted 0.4% net growth with 

turnover totaling US $130 million. 



Spend by Research 

Method 



Spend by Research 

Method- Finland 
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Finland is ranked 4th in the list of top 10 countries with the highest online 

research spend as a % of total spend. In Japan, New Zealand and the 

Netherlands, the proportional usage of internet is slightly higher.  



Spend by client type – 

Finland 2011 
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• It may not be a surprise that 

manufacturers account for the 

largest share of research spend 

within Finland.  

 

 

• With 25%, media clients come in 

second place.  
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Summary of key changes 

between 2010 and 2012 

1. The costs for CLT (central location testing) have 

increased by about 20% over the last two years, 

and the prices for CATI have increased by 10%.  

 

1. However, the trend for prices of online research 

is generally negative.  

 

1. Face-to-face is the most expensive modality, 

often twice as expensive as online, with CATI 

falling between the two. 

 

1. In the markets with the largest volume of 

research spend (USA, the UK, Germany, France 

and Japan) the price of online research fell. 



Global Index:  

The top 10 most expensive 

countries for research 
Countries 2012 Global 2012 2010 

  Index Ranking Ranking 

USA 241 1 1 

Switzerland 239 2 2 

Canada 229 3 10 

Japan 222 4 5 

UK 187 5 9 

Sweden 168 6 4 

Germany 165 7 6 

Denmark 162 8 8 

France 161 9 3 

Netherlands 156 10 7 

• The 10 countries which were the 

most expensive in 2010 are still the 

most expensive in 2012 (although 

there are a few changes in the rank 

order positions). 

• The USA and Switzerland occupied 

the two most expensive positions, 

followed by Canada in third.  

Finland is not included in Global Prices 

Study 2012 since too few quotes were 

received for the information to be analysed 

and displayed. 



Beyond Boundaries 

An increasing number of new businesses, 

big and small, are competing for a share of 

what’s come to be known as the ‘’business 

intelligence’’ wallet. 

 

ESOMAR has attempted to gauge how 

much bigger this bigger sector is for two 

reasons: 

 

• It gives weight to industry 

discussions with governments and 

regulators. 

 

• It helps to ensure that the 

standards of quality we have 

established are as relevant to the 

new world of research as they have 

been to more established 

businesses and approaches. 
 

 

 

 

 

 



How do we define and 

measure such an expanded 

market?  

 

ESOMAR established a working group 

to work out:  

•how to frame the broader ‘’business 

intelligence’’  

•and to explore how that might impact 

upon existing measures, codes and 

practices. 

 

Data collection 

While that review is still going on, 

ESOMAR has sought to estimate the 

size of the market in two different ways: 

•by talking to YOU, our local contributors 

all around the world.  

•via market intelligence provider Outsell, 

Inc., USA 
 

 

 

 

 

 

 

 



Big Data: Opportunity or 

Threat for Market Research? 



First trend estimate 

  2011 2010 

  GMR Outsell GMR Outsell 

Traditional MR USD $33.5bn  USD $26.7bn USD $31.2bn USD $25.8bn 

Marketing Reports & Research   2.51   2.5 

Media Monitoring   0.6   0.54 

Sample & Panel Providers   1.05   1 

Web Traffic Measurement   0.86   0.75 

Social Media Communities   5.18   3 

Survey Software   0.36   0.25 

IT & Telecom Research   3.1   2.8 

Total Value   USD $40.36bn   USD $36.64bn 

• Outsell give the MR 

industry a size that 20% 

bigger than the 2011 

GMR figure. 

 

• If we look at what input 

our local contributors 

provided us, the picture 

expands even further: 

 

• USA  + 62% 

• UK  + 71% 

• Turkey  + 36% 

• Argentina + 15% 

• Hong Kong + 10% 

 
 

 

 



The rise (and rise) of online 

research 
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The Top 10 Internet countries 

globally..... 

Internet Users Mio’s 
Source: Internet World Stats 



• Listening –vs– Asking… 
 

• Consent..?? 
 

• Representative –vs–  Convenience 
sampling 
 

• Privacy..??? 
 

• Children..?? 

continuing 

Some  Challenges for Online Research 





But with technology comes 

diversification... 



…not to mention… 



NEW 
$10Bn ?? 

Additional 

$10Bn 

Traditional 
$35Bn 

…leading to the industry 

market value coming under 

review… 



Mobile...bypassed the fixed line….& toothbrushes! 

Fixed line  

internet Toothbrushes 

Mobile 

phone 

appliances 

SIM 

cards 

World 

Population 

• There are more mobile internet users in China than any other country; 

• The % of people regularly accessing the mobile web in Japan & urban China is 2x that of the USA 

• 45% of the worlds population is now covered by 3G networks 

And…so what about mobile? 



In Africa, the Americas and Asia-Pacific, mobile is THE preferred comms option! 

Source: International Telecommunication Union, via mobiThinking, Nov 2011  

Where is Mobile Going? 



But what exactly IS  “MOBILE” ?? 

? 
? ? ? 

? 

? 

? 



• Not one mode, but many modes: 
 

• Lack of common universe/population definitions 
 

• Lack of consistent and reliable coverage data 
 

• Lack of device comparability 

 

• Cultural, gender, language and literacy issues may 
cause difficulties in some markets- response bias? 
 

• AND…Remember On-line…. 
(i) what happened 10 yrs ago 
(ii) Privacy, Consent, Children etc… 

Some Challenges for Mobile Research 





Then....    &     Now.... 

• We will tell you when to respond 

 

• We will tell you what we want to know 

 

• We will decide how long it will take 

 

• We will decide if we give you anything 

• I will tell you if I want to respond 

 

• I will tell you what I want you to know 

 

• I will decide how long I will take 

 

• I will decide if I want something for it 



On the internet, nobody knows you’re a dog 









Developments in Europe  

Proposed EU General Data Protection Regulation  

 

Potential entry into force between 2015-2017 

• Regulation means same law in each member state 

• Re-asserts EU’s rights-based approach ie privacy is a right 

• Also applies to non-EU based companies processing EU citizens data 

and it will likely have global impact  

 

ESOMAR working with EFAMRO: this year met 7 politicians, issued 3 

position statements & coordinate with associations in France and 

Germany for national responses 



Developments in Europe  

Principles will remain the same: 

 

• Inform the data subject prior to collection about the purpose 

 

• Collect as little data as is necessary 

 

• Retain identifiable data for as short a time as is necessary   

 

• Data collected cannot be used for any other purposes  

 

• Ensure the security of the data, report any breaches.   

 



Developments in Europe  

Proposed requirements include: 

• Special conditions for historical, statistical & scientific research  

• But also prior consent if collecting children (under 18) + sensitive data 

• Incentives for approaches that involve minimisation, anonymisation & 

pseudonymisation (eg masking or separating identifiers)  

• A broad ban on profiling that could impact MR sampling 

• Shrinking of legitimate purpose could affect clients’ ability to provide 

customer lists for MR 

• Strict limitations on further processing 

• Companies to name a data protection officer, duty to notify if a breach 

• Repeated breaches fined up to 5% of annual global turnover 

 

 



Gathering intelligence 

8 topic 
areas 

monitored 

Data Protection and privacy 

Cookies and Do not Track 

Do Not Call 

Big Data, data brokers and broader footprint of market research 

Self and Co-Regulation, corporate social responsibility, bribery & corruption 

Unfair commercial practices 

RFID 

Cloud Computing 



Data privacy legislation – a global trend 

source: Behunin & Associates P.C. 



Professions have codes,  

designed to engender: 

 

 

- Trust 

- Respect 

- Consent 



A small mistake can cast a VERY long shadow….. 



Some Key points.... 

 Be transparent 

 

 If in doubt, get consent 

 

 Do not enter private spaces 

unless invited (password?) 

 

 Read the ESOMAR guidelines! 

 

 If we lose the trust of our respondents, we no 

longer have a profession ! 



Who is ESOMAR ? 

• The World association of market research professionals, whose 

aim it is to encourage, advance & elevate the cause of MR globally 

• 5000+ members, in over 100 countries  

• Professional standards: ICC/ESOMAR code; developing and 

safeguarding the standards of research throughout the world 

• Public Affairs: Promoting & developing the interests of the market 

and opinion research industry with legislators worldwide 

• Global, regional and local conferences  

• Workshops, Summer Academies 

• Annual Congress 

• “Best Of” ESOMAR 

• Webinars 

• Local meetings / debates 

• Co-operation with local associations 

• Young Researcher of the Year 

• “Fringe” conferences 

• Graduate membership scheme 

• Formal Link to UGA and the MRII; 

more links being established 

• Guest lectures in Universities 

• “Developing Talent” days in 3rd 

level colleges 

• Academic institution membership to 

be available in 2012 onwards 



Market researchers shall… 

1. Conform to national & international laws 

2. Behave ethically 

3. Take special care when researching among children & young people 

4. Ensure respondents’ cooperation is voluntary 

5. Respect the rights of respondents & ensure they are not harmed  

6. Never allow personal data collected for MR to be used for other 

purpose  

7. Ensure projects are carried out & reported accurately, transparently & 

objectively 

8. Conform to the accepted principles of fair competition 



New guidance on hot issues 

 
 

Guideline on Social 
Media Research 

Mobile research Questions to help… 

The new Mobile Research Guideline covers smart phones 
and tablets including online interactive, passive and 
ethnography: a short version coming soon for respondents 
and app developers 

 

 

 



ICC/ESOMAR International Code: 4,900 individuals, over 150 

companies + 63 national/international market research 

associations 

NORTH AMERICA 

Canada  

USA (CASRO*) 

AAPOR* 

LATAM 

Argentina 

Brazil (ABEP, ASBPM) 

Colombia 

Costa Rica 

Mexico* 

Peru* 

Venezuela 

 

Italy (ASSIRM, AISM) 

Lithuania 

Netherlands 

Poland (OFBOR, PTBRIO) 

Portugal 

Russia (OIROM, GROUP 

7/89)  

Romania 

Slovakia 

Spain (AEDEMO, ANEIMO) 

Sweden 

Switzerland 

Turkey 

 

EUROPE 

Armenia 

Austria 

Belgium  

Bulgaria 

Croatia 

Cyprus 

Czech Rep 

Finland 

France 

Germany (BVM, ADM) 

Greece 

Hungary (PMSZ, PPT) 

Ireland 

OTHER 

Iran 

Israel 

Kazakhstan 

Kenya 

South Africa 

(SAARF, SAMRA) 

APAC 

Australia (AMSRS*, 

AMSRO) 

Bangladesh 

China (CMRA)* 

India 

Japan 

Korea 

Malaysia 

New Zealand 

(AMRO, MRSNZ) 

Singapore 

Sri Lanka 

Thailand 

 

INTERNATIONAL 

EphMRA* 

AIMRI 

*Endorsed 



How can clients help enforce the ICC/ESOMAR 

Code? 



? 

? ? 

Career Days/Guest Lectures: 

http://www.mbs.edu/


Thank you 


