With decades of experience in the industry,
Oaklins' marketing data & insights specialists
share what is on their radar to help you create
and maintain momentum.

"This issue of what was the Spot On Market Research
newsletter comes to you not only with a fresh and
attractive new design, but with a brand new name:
Marketing Data & Insights. What's behind the change?
Quite simply the recognition that a technology revolution
has upended the placid world of market research.
A tsunami of disruption is washing over the industry,
leaving both damage and opportunity in its wake.
We intend to cover it all — through the dealmaker's lens,

of course — in the coming issues and years."

KEN SONENCLAR
MANAGING DIRECTOR
OAKLINS NEW YORK, USA
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Market overview

While industrial-era market research
businesses were built on manually
administered and moderated surveys,
polls, focus groups and panels, today’s
challengers and disrupters come out

of the information era and are built on
data, data science and technology. This
means that what happens in the lower
tiers of the data-to-insights technology
ecosystem bubbles right up to those
businesses providing data and insights
to their customers. The changes in the
lower tiers impact the breadth of possible
insights, how fast they can be produced,
and how quickly and directly they can be
put in the hands of decision-makers or, in
some cases, decision-making software.

October’s deals aside, 2018 will
unquestionably be important for the
industry. Earlier this year, Salesforce.com
— SaaS pioneer and leading enterprise
customer relationship management
(CRM) and marketing software provider —
acquired two companies to stave off the
potential threat of becoming less relevant
in the emerging data ecosystem.

This has been good news for companies
like Talend, which help customers create
consolidated virtual data layers on top
of their disparate databases and data
sources. However, it’s not such good
news for companies like Salesforce

or Oracle: while remaining important,
these companies risk becoming just

one among many databases or data
sources, potentially marginalizing their
importance in the future.
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Back in March, Salesforce started to
address this issue with its surprise
purchase of MuleSoft at a premium
price of US$6.5 billion. This would solve
the problem by enabling Salesforce’s
customers to stay with Salesforce, while
starting to consolidate data from other
internal databases and data sources

to support applications like customer
journey analytics and omni-channel
customer experience analytics through
the Salesforce platform. However, there
remained one problem: how to connect
with other third-party marketing data
sources, particularly those providing
internet marketing data, while also
enabling customers to quickly onboard
new data sources and databases as they
become available. As a result, in July,
Salesforce followed up the MuleSoft
acquisition with a smaller deal of
US$800 million to acquire Datorama, a
data integration platform widely used by
marketers and marketing agencies.

Assuming the integration of these two
platforms into Salesforce’s core CRM and
marketing cloud platforms goes well, this
puts Salesforce in a strong position to
act as a buffer for its customers between
the changes happening in the lower
tiers of the data and insights technology
ecosystem and its customers’ analytics
capabilities and data management
needs. These mergers and acquisitions
moves by Salesforce also portend the
company becoming a capable and
extensible customer data platform (CDP)
for companies who want to consolidate
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their customer data assets in one

place in order to undertake the kind of
360-degree customer analytics now
becoming so critical to underpin omni-
channel and customer journey marketing
programs.

It is clear, moreover, that large
enterprises are not going

to abandon their complex
patchwork of databases and
data sources. To the contrary,
the pace of innovation in

the ecosystem will drive a
proliferation of this situation.

Given Salesforce’s recent acquisitions,
we may see further M&A activity
among Salesforce’s competitors

as they scramble to get their data
integration, omni-channel analytics,
customer journey analytics and CDP
strategy in place, all in a world moving
quickly to cloud-based data technology
architectures.

Keep in mind that we are only four or
five years into the disruption now taking
place in the industry — nearer the
beginning than the end.

— John Matthews, Oaklins DeSilva+Phillips



Disrupting the
Customer Service Model

The power of the customer has never
been greater than it is today. No longer
are customers exclusively dependent
on brand marketers for information to
make their purchase decisions. They
are now also likely to learn what they
can from a variety of online sources,
including reviews from other customers.
These customers share their satisfaction
or displeasure via social media, surveys
and satisfaction ratings, putting brand
marketers on notice in real time in a
whole new way.

Moreover, there is a wide and
measurable gap today between how
well brand marketers think they engage
their customers and how much value
those customers feel they’re getting.

The State of Engagement (2017),
Marketo’s study of both brand marketers
and customers, clearly shows a critical
gap between marketer and customer
perceptions. While customers want

to be heard and serviced as unique
individuals, they are dissatisfied with the
experience that brand marketers are
providing to them. The brand marketers
who figure this out first and adjust their
strategies will be the winners.

Brand marketers are responding by
personalizing the customer experience
(CX). They are acting at the enterprise
level by aggressively transitioning to a
more customer-centric model. Delivering
a superior, personalized customer
experience at the individual level, and at
scale, will be the new model with which

to compete and grow. To achieve this
goal, brand marketers must establish

a continuous relationship with their
target customers along their decision
journey — from discovery to purchase to
renewal to advocacy. Reaching this level
of understanding means knowing where
each customer (or potential customer)
resides along the path to purchase,

and being able to answer questions

and serve up relevant content to inform
and influence the journey in real time.
Delivering a superior, personalized
customer experience at each touchpoint
will be the basis by which customers
buy, renew and advocate — or not!

“By 2017, 89% of marketers

expect customer experience
to be their primary
differentiator.”

The effective use of marketing insights to
drive consistently solid decision-making
at each touchpoint of the customer-
decision journey is critical to delivering
superior, personalized customer
experience. The quality and importance
of these insights are improving rapidly,
taking advantage of the wealth of
structured and unstructured data, both
online and offline, in combination with the
more powerful analytics and technology
that enhance them.

Most buyers don't believe you are trying to understand them

83%

of marketers say their
engagement efforts are effective

33%

of buyers believe
brands try to deliver value

Source: The State of Engagement (Marketo, 2017), a study among B2B & B2C customers and marketers
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Brand marketers and the marketing
insights firms that serve them will
determine how to organize and link this
data in the most logical way, so that
more is known about individual target
customers, their paths to purchase and
how they respond to marketing programs
in real time. As more is learned, brand
marketers will develop better marketing,
customer knowledge and competitor
insights to drive more effective planning
and improved performance across all
marketing activities. The use of these
insights will be the key to consistently
delivering a superior, personalized
customer experience and driving
profitable top-line enterprise growth.

To address this new focus, we believe
that the traditional four Ps foundational
model of marketing — product, pricing,
promotion and placement — now need
to include personalization as the fifth

P. This model is the framework for the
four broad areas of decision-making that
are the growth drivers for a company.
Personalization will become the filter that
organizes and integrates the four Ps into
a personalized customer experience for
the target consumer.

This transition to a personalized
customer experience focus is
changing relationships between brand
marketers and traditional marketing
and commercial insights firms, opening
opportunities for non-traditional, tech-
enabled players to compete. To be
successful, marketing insights services
firms will need to understand why

and how demand for their services

is changing and be able to respond
appropriately to add value and deliver
against evolving customer expectations.

The goal now for brand marketers must
be to deliver personalized customer
experiences anytime, anywhere.
Marketing insights services firms must
demonstrate how their portfolio of
services helps the brand marketer
achieve this goal.

— Elaine Riddell and Jim Follett,
Oaklins DeSilva+Phillips



Market multiples
and valuation trends
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Market multiples and valuation trends
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Market cap and Total Enterprise Value (TEV) based on closing stock prices on 27 November 2018

Valuation trends in the market research industry
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About Oaklins

Deep local roots,
global commitment

Oaklins brings you opportunities from across the world and
we meet you with our expertise wherever you are

OAKLINS OFFERS A
COMPREHENSIVE RANGE
OF SERVICES

M&A advisory (buy- and sell-side)

Growth equity and equity capital
markets advisory

Debt advisory

Corporate finance services

Marketing data & insights is one
of our focus areas. Combining Managing Director
comprehensive sector knowledge New York, USA
with global execution has led T +1 212 651 2602
Oaklins to become the most
experienced M&A advisor in the
marketing data & insights sector,
with a large contact network of

the most relevant market players
worldwide. This results in the best
possible merger, acquisition and
divestment opportunities for market
research companies.

If mergers, acquisitions or divestitures
of businesses or business units

are part of your strategy, we

would welcome the opportunity to
exchange ideas with you.

Managing Director
New York, USA
T. +1212 6512616

Oaklins is the world’s most experienced mid-market

M&A advisor, with 800 professionals globally and dedicated
industry teams in 40 countries worldwide. We have closed
over 1,500 transactions in the past five years.
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Oaklins disclaimer

This report is provided for information purposes only. Oaklins and its member firms make no guarantee, representation or
warranty of any kind regarding the timeliness, accuracy or completeness of its content. This report is not intended to convey
investment advice or solicit investments of any kind whatsoever. No investment decisions should be taken based on the contents
and views expressed herein. Oaklins and its member firms shall not be responsible for any loss sustained by any person who
relies on this publication.

© 2018 Oaklins. All rights reserved.

Oaklins is the collective trade name of independent member firms affiliated with Oaklins International Inc.
For details of the nature of affiliation please refer to www.oaklins.com/legal.



