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SINGAPORE

MARKET OVERVIEW

In Singapore, the majority of females

between the ages of 20 and 39 have

received at least secondary education. As of

2012, Singapore contains 579,700 women

in the corresponding age group. 3% of

these women have received primary

education, 20% received secondary

education, and 76% received tertiary

education.

While The New Savvy targets women looking to take control of their financial situation

regardless of their educational level, we believe that women with tertiary education are the

segment most interested in financial information. The New Savvy will act as an extension of

their education, making the target market within Singapore under half a million people. The

number of women in Singapore aged between 20 and 39, with at least a secondary education, is

expected to increase to 100%. This would significantly increase the size of our target market.

The New Savvy will appeal to women who contribute to the labor force. According to

Singapore's labour force statistics, the employment rate for women is at one of its highest levels -

76 percent for the prime working ages of 25 to 54.



Singapore has worked hard to improve the gender equality.

 Looking at the 2015 demographics trends, there are more females than males in

Singapore, and this difference is increasing for the last 5 years. Looking at the State

Statistic data (Gender), for the period 1970-2015, the literacy rate for women with age

15 and over has increased from 54.3% back in 1970 up to 94.9% in 2015. For the same

period, the male literacy rate went from 83% (1970) to 98.6% in 2015, which is 4.3%

more than females. If we look at the labor structure, in 1970, 76.5% of the employees

were male, while 23.5% female.  That has changed up to now (2015) where 55.2% of the

employees are male, and 44.8% are female.

 Singapore had risen to tenth out of 138 countries on the United Nations Gender

Inequality Index and women literacy had increased to 93.8% and over half of entering

students in universities were female.

 On the managerial level, there is constant improvement through the years. According to

the Report on Women’s Representation on SGX-listed Companies’ Boards:

 The number of directorships (board seats) held by women rose 10% to 448 in 2014

from 406 in 2013.

 As at end 2014, women held 8.8% of the 5,082 directorships on companies listed on

SGX, up from 8.3% as at end 2013 and 8% as at end 2012. The improvement of 0.5%

was higher than in the previous year.

And yet there are still gender gaps that Singapore women still face in 2015.

1. Some women are still not equally paid as their male counterparts for the same job.

In the 2014 Labour Force Statistics, women earn less than men in all occupational

categories except clerical and support. In most categories, this differential is more than 10

percent.

2. Although a roughly equal number of women enter tertiary institutions as men, there is a

fall-off of employed women in their 30s because of child-rearing and caregiving. Some

25 years ago, then prime minister Lee Kuan Yew said: "It is not possible to have a man



continue to treat his marriage as if a wife's role is the same as that of his mother's

generation... Wives cannot alone carry the burdens of managing the home and bringing

up the children." Even as more Singaporean women become wage earners, and

breadwinners in some cases, our Asian values-based society has to evolve and become

more accepting of modern life choices - that men can stay at home and be the primary

caregivers of families.

3. Women are still under-represented at senior management levels. To some extent, this

is due to point two, which results in the dwindling of the available pool of female

candidates for higher positions. Companies and bosses must, therefore, be open-minded,

consultative and creative in considering alternative work plans specifically targeted at

female work-life balance. According to BoardAgender, in Singapore in 2013, only 8.3

per cent of SGX-listed companies have women on their boards. Singapore is still behind

its regional peers and at about half the percentages of the European Union, United States,

and Australia.

4. According to Central Provident Fund statistics, older Singapore women do not

accumulate as much in CPF savings as older men. In 2013, the median CPF savings

for women aged 51 to 54 was about $90,000, and for males, $130,000. Bear in mind also

that almost a quarter of women would have left the labor force in their prime working age

primarily for caregiving reasons, further affecting CPF savings. Anecdotally, many

women have less control over their own or their family's finances than men. With

Singapore women living longer than men, financial education over a woman's lifespan,

particularly in her golden years, will become more crucial.

Up to date, many networking communities are emerging in Singapore to cater solely to the needs

of female entrepreneurs. Below is a list of female-focused groups in the country:

1. The Athena Network Singapore

2. Creating Responsible and Innovative Businesses (CRIB) Society

3. PrimeTime Business and Professional Women’s Association



EVENTS INDUSTRY IN SINGAPORE

OVERVIEW

Asia, and specifically Singapore, continues to be an appealing destination for MICE (Meeting,

Incentive, Conference, and Exhibition) organizers due to its excellent air connectivity, vibrant

business ecosystem, robust economic sectors and knowledge networks, and diverse leisure

activities. Apart from being a base to more than 7,000 multinational corporations, Singapore’s

strategic location in a resurgent Asia is the perfect Launchpad to access the emerging economies

of ASEAN and the vast markets in China and India.

As we can see from the picture Singapore for is on the 1st place in meeting organization (3rd

consecutive years) with 994 meetings. Also for the 7th year in a row is voted for Top

international meeting city according to Union of International Associations 2013 and 12th year in

a row as Asia’s Top convention city according to ICCA Global Rankings 2013.

Singapore has a rich history in

event organization. From 2002 to

2016 in Singapore are held 2500

conferences, trade fairs,

workshops, exhibits, courses and

webinars from which 214 were

about Finance. Looking in the

coming year, there are 187

scheduled events from March

2016 to June 2017, out of which 8

conferences are finance related.

Looking more specific to conferences with woman as main target, we’ve identified 8

conferences, out of which 4 are in 2016:

 2014, Women In The Community: THE POWER OF M.I.N.D

 2014, Excel Women's Conference



 2015, Deutsche Bank organized the 4th annual Women in Asian Business 2015

conference.

 2015, Women's Educational Leadership Conference

 2016, Women in Leadership Summit

 08.03.2016, SCWO International Women’s Day

 16.03.2016, Second International Women's Conference

 20.03.2016, Skills for a Better Future” Exhibition and Seminar

LIST OF RELEVANT ASSOCIATIONS IN EVENT INDUSTRY

In Singapore, there are several organizations and associations that are working in the event

industry in Singapore. Among them, these are most relevant:

 Singapore Exhibition & Convention BureauTM (SECB)

 Contact Centre Association of Singapore (CCAS) SACEOS

WOMEN ASSOCIATIONS AS INDIRECT COMPETITION

Looking more specific into associations that have women as the primary focus, we can notice

that Singapore has a strong network of organizations working with women. Some of them even

offer financial services and education:

 Singapore Business & Professional Women

 Financial Women's Association of Singapore

 Singapore Women’s Association

 The Athena Network

 Girls2Pioneers



COMPETITION: TOP EVENT COMPANIES IN SINGAPORE

In Singapore, there are around 446 event organization companies for different types of events.

While screening the competition, we’ve identified the largest locations for venues and

exhibitions.

 Sands Expo® - is the newest with 120.000 m2 events space, can host up to 45.000 people.

 Suntec Singapore Convention & Exhibition Centre – Opened 1995, and renovated in

2013 (US$ 133 million renovations), has over 42.000 m2 of customizable space.

 MAX Atria/ Singapore EXPO - Singapore EXPO has 100.000 m2 space. Max Atria was

launched in 2012 as Singapore EXPO’s convention wing with 12.000 m2.

ADVERTISING INDUSTRY IN SINGAPORE

OVERVIEW

Singapore has several advantages that make it an ideal place for media and advertising

companies to settle in Asia. With a pro-business environment, good infrastructure, and a very

tech-savvy population, Singapore provides a great environment for businesses in content

production, communication and data analysis.

Here are several specific characteristics that make Singapore very attractive for media and

advertising companies:

• Singaporeans are very proficient in their use of digital technologies. This characteristic

drives an important trend of growth of about 10% per year in the Internet advertising

industry.

• Creating a business in Singapore is very easy, with a process that is completed in a few

days compared to other countries where it can take weeks.

• The technological infrastructure is well developed, with 4G mobile Internet available

everywhere.

• Singaporean workers are very skilled.



• English is the primary business language, making it easy for American and European

businesses to settle and do business.

When it comes to technology, the penetration of the mobile market is 150% (3 phones per 2

people) with 85% of Singaporeans owning a smartphone. Together with a broadband penetration

of about 95%, Singapore is a world leader in the use of information and communication

technologies use.

Singapore is one of the most connected countries in

the world. However, it is still falling behind when it

comes to digital advertising market which is worth

barely $1.5 billion (According to India’s Google

SEA VP). At 11% digital ad market penetration,

that’s a drop in the ocean compared to neighboring

economies Australia and China, who are at 40%.

The Digital Advertising can be split into these categories: 1) Banner Advertising, 2) Video

Advertising, 3) Search Advertising, 4) Social Media Advertising and 5) Classifieds. Here we will

look at each of them separately.

BANNER ADVERTISING

Banner advertising is one of the most common forms of digital advertising. In Singapore,

revenue in the "Banner Advertising" segment amounts to US$ 70.2 million in 2016 and is

expected to show an annual growth rate (CAGR 2016-2020) of 13.22% resulting in a market

volume of US$ 115.3 million in 2020. The chart below shows the participation of Desktop and

Mobile banner advertising in the total revenue.



SEARCH ADVERTISING

Paid-for-search advertising (SEA) denotes text-based advertisements that are displayed next to

or above organic search results in a search engine based on local or keyword-related factors.

Google's AdWords is the biggest provider of search advertising on the market. In Singapore,

revenue in the "Search Advertising" segment amounts to US$ 96.6 million in 2016 and is

expected to show an annual growth rate (CAGR 2016-2020) of 9.41% resulting in a market

volume of US$ 138.4 million in 2020. The chart below shows the participation of Desktop and

Mobile search advertising in the total revenue.

SOCIAL MEDIA ADVERTISING

Social advertising includes all ad spending generated by online social networks such as

Facebook, Twitter or LinkedIn. In Singapore, revenue in the "Social Media Advertising" segment

amounts to US$ 45.1 million in 2016 and is expected to show an annual growth rate (CAGR

2016-2020) of 6.79% resulting in a market volume of US$ 58.7 million in 2020. The chart below

shows the participation of Desktop and Mobile social media advertising in the total revenue.



CLASSIFIEDS

Revenues from classified ads are the fees paid by an advertiser to display an ad or listing

around a specific vertical such as automotive, recruiting or real estate. The fee has to be

paid by the advertiser, regardless of the outcome of the ad, instead depending on factors

such as the ad's position, size or display duration. In Singapore, revenue in the "Classifieds"

segment amounts to US$ 33.2 million in 2016 and is expected to show an annual growth

rate (CAGR 2016-2020) of 5.49% resulting in a market volume of US$ 41.1 million in 2020.

The chart below shows the participation of Desktop and Mobile Classifieds advertising in the

total revenue.

VIDEO ADVERTISING

Video advertising is a fast-growing, due to the vast amount of professional or editorial video

content that can be found on the Internet today. In Singapore, revenue in the "Video

Advertising" segment amounts to US$ 10.2 million in 2016 and is expected to show an

annual growth rate (CAGR 2016-2020) of 23.34% resulting in a market volume of US$ 23.7

million in 2020. The chart below illustrates the participation of Desktop and Mobile video

advertising in the total revenue.



SUMMARY OF DIGITAL ADVERTISING

Having in mind the above charts, we can make few key expectations about this industry:

 Revenue in the "Digital Advertising" market amounts to US$ 255.4 million in 2016.

 The market's largest segment is the segment "Search Advertising" with a market volume

of US$ 96.6 million in 2016.

 $US 125.7 million of total revenue in the "Digital Advertising" market will be generated

through mobile in 2020.

 The retail industry accounts for the largest revenue share that is 3.68% of Display

Advertising revenues in 2016.

 From the chart below we can see the continuously growing revenues in this industry

from 2014 to forecasting till 2020 (according to Statista). As we can see the highest

percentages of advertising is falling to banner advertising and search advertising, with

social media and classified advertising coming second and video advertising with the

lowest share but still increasing over the years.

New marketing strategies for connecting brands to Singaporean consumers need to be clever

and well contextualized: the right content needs to be integrated into the right context. Since

Singapore is a rather small market, clients are often more willing to take risks and innovate in

their communications, as failure would not be as catastrophic as in a larger market.

New technologies enable media and advertising companies to collect a large amount of detailed

data on Singaporean consumers. Consumers’ behaviors can, therefore, be analyzed and

predicted much more precisely: this data especially opens new promising horizons for location-

based advertising and individual targeting.



COMPETITION

There are more than 100 Digital advertising companies in Singapore. Here are the top 10 digital

agencies in Singapore:

 Carbon Interactive

 Langoor

 The Secret Little Agency

 Blanct

 Interuptive

 Flok

 Vintedge Pte Ltd

 Gyro

 Tribal DDB



MARKET REASERCH SINGAPORE OVERVIEW

OVERVIEW

According to Global Market Research 2014, The Market Research industry in Singapore, based

on the turnover, is the 38th largest market globally and the 13th largest in Asia (Pacific). In

addition, 70% of turnover originates from domestic clients and 30% comes from international

customers. Singapore’s reputation as one of the most open, transparent and vibrant business

centers in the world is well deserved. It was one of the first Asian countries to court foreign

investors actively and to allow 100% overseas ownership of firms when virtually all of its

neighbors sought to protect workers and local businesses from international competition.

The table below gives an overview of market research expenditure in Singapore – growing from

US$ 58 million in 2009 to US$ 138 million in 2013.

If we look which type of companies spend most on Market Research the, table below shows

that manufacturing industry contributes the most in the Market Research (40%), followed by

financial services and the public sector (15%), and Others (7%).



As the manufacturing industry is spending the most in market research, we’ve further down

narrowed the type of manufacturers that spend on Market Research – 23% consumer non-

durables manufactures, 6% Pharmaceutical and Automotive manufacturers, and 5% consumer

durables manufacturers (making it a total of 40%).

If we look at what kind of market research method is used mostly, according to the table below,

75% is quantitative, 20% qualitative and 5% other. If we further analyze the breakdown of

qualitative and quantitative methods, we can see that from quantitative the most represented

is the online method (30%), and in qualitative are the group discussions (10%).

LEGAL ASPECT OF MARKET RESEARCH IN SINGAPORE

Singapore has always been pro-business, and it has been one of the first ports of call in Asia for

foreign research companies in which to set-up shop for the past 40 years. With a focus on

services, an energetic and well-educated workforce, a fair and efficient legal system, a sensible



tax regime and the fact that English is the lingua franca of business, Singapore has always been

a research hub in Asia. We estimate that almost 60% of research revenues billed in Singapore is

work conducted offshore.

The Singapore government itself is a significant buyer of research and has actively sought to

position Singapore as a regional hub for marketing research as well as a center of excellence. It

proactively consults researchers on ways of making these happen.

There are no restrictions on political polling and the only legislation that affects survey research

is in data privacy. In 2011 and 2013, MRSS was consulted on the establishment of a national Do

Not Call (DNC) registry and legitimate marketing and social research have been exempted from

the DNC legislation. Submissions on theData Privacy Act from our industry were made jointly by

MRSS and ESOMAR.

MARKET REASERCH CHALLENGES

Logistically, Singapore is one of the easiest places to conduct research. Most survey instruments

and discussions are in (simplified) Mandarin and English. Sampling seems relatively

straightforward as there are no rural areas or secondary cities, Singapore is a city-state with 5.3

million residents on 700 sq.km of land (at low tide). Approximately 60% are citizens, and the

rest are mainly permanent residents, foreign workers, and students. Add to that 14.4 million

tourists in 2012 and research that just focuses on citizens might be excluding some major

market segments. Over the past for decades Singapore`s domestic research market has grown

and its heading towards 125 million US$, but the cost to set up firms is high (office rental ext.).

For expatriate researchers, Singapore is one of the most expensive cities to live in. Mercer’s

cost of living survey in 2012 rates Singapore fifth after Luanda, Moscow, Tokyo and N’Djamena

(Chad). Hong Kong - Singapore’s traditional rival as a headquarters location for Asian research

firms - is the sixth most expensive city for expats.

COMPETITION

As for competition, Singapore is ranked on the 38th place in the global market research and on

the 13th place in the Asian market, so the competition is tight because Singapore is one of the



fastest growing market for the market research industry. As the competition is strong, some of

the market research agencies specialize in specific industries. Of our primary concern are

market research agencies with a focus on financial industry. We’ve identified 11 of them.

 Agility Research & Strategy

 Blackbox Research Pte Ltd

 SKIM

 Acorn Marketing & Research Consultants PTE LTD.

 Axanteus Reseach

 ABN Impact

 Consulting group – Asia Insight PTE. LTD

 B2B International

 InsightAsia Research group

 Kadence International LTD

 Joshua Research Consultants PTE LTD

FINANCE/WOMEN ORIENTED ORGANIZATION AND ASSOCIATION

In Singapore, the Finance Women Association (FWA) is the most known association for women

who organize a seminar in the financial sector. Their mission is to promote and advance the

standards of professionalism in the field of financial services industry for females and also to

organize events where women can learn and be part of the association.  They have annual

membership fee:



MALAYSIA

MARKET OVERVIEW

Malaysia has an estimated population of 31 million (2016).

Globally, there are many financial education programs. However, according to OECD Women

and financial literacy report, many countries don't have any women related financial program.

The chart below shows the list of countries and degree of financial education programs for

women. It is interesting to note that Malaysia has no women programs reported (2013).

The chart below shows the policymakers’ perception of women’s status in their country.

Akram, the founder of Women in Islamic and Ethical Finance Forum, which was set up just last

year but already has over 5,000 members, said that, in many ways, the issues women are facing

in Islamic finance mirror those in the wider finance industry: talented female candidates are

available, but they are not always securing the top roles. Yet she is optimistic this is beginning to

change.



According to the UNICEF public opinion review in 2015 in regarding women equality in

Malaysia, and got to 8 great results.

1. The status of women and men in Malaysian society. 70% stated that the men’s status is

higher, 22% and reported that men and females are equal.

2. Women and men in Malaysia share equal responsibility in housework and

childcare. More than half (57%) wholly or partly disagree that man and women share

equal responsibility for housework and childcare while only 25% partially of fully agree.

3. Women in Malaysia are treated equally as men in the workplace, including for

salary and promotion. 46% of the respondent disagree, 45% agree.



4. Women in Malaysia should have the same chance of being elected to political office

as men. Most of the respondents (88%) agree with this statement while only 7% disagree.

Malaysia's ranking in the global gender gap ladder has continued to slide, and is now at the 107th

spot out of 142 countries, according to the World Economic Forum's Global Gender Gap Report

2014. Looking at the Asian region, it is 2nd lowest, right next to Cambodia (108th).

The next chart shows that Malaysians consumers focus on building their savings. Given the

increasing general cost of living in the country, Malaysian consumers continue to be prudent

about their spending habits.



EVENTS INDUSTRY IN MALAYSIA

OVERVIEW

Malaysia Convention & Exhibition Bureau (MyCEB) was established in 2009 by Ministry of

Tourism, Malaysia to further strengthen Malaysia’s business tourism brand and position for the

international business events market.Its services range from facilitating bids for regional and

international conventions, incentives and corporate meetings, assists meeting and event planners

on the availability of local products and services to providing on-site event support under its

Business Events Unit (BEU).

According to MyCEB factsheet (November 2015) there are several advantages in Malaysia for

event organization:

 World-class conferences and meeting venues (See end of competition section).

 Social tours to complement any business event – have exotic tropical islands and

UNESCO heritage sites.

 Easy of communication – English, most Malaysians can speak at least 3 languages.

 Unique off-site venues – have unique locations like Suffolk House in Penang, Central

Market, Forest Research Institute Malaysia (FRIM), Thean Hou Temple and Batu Caves.

 Steady economy – overall growth rate between 5%-5.5%

 Sound infrastructure and easy visa requirement

 Valuable Government Support

Looking at the 2014 trade fair markets by estimated net square meters sold, the table below

shows where Malaysia is located.



Malaysia, the world’s biggest Islamic debt market ahead of Saudi Arabia, will alone need 56,000

professionals across the whole finance industry by 2020, according to the Malaysia International

Islamic Financial Centre. Today, the most interested in finance learning in Malaysia are men and

students. Also, the increased incidence of divorces and single parenthood mean that more women

are left to fend for themselves and their children, and single women may face unusual difficulties

in arranging their finances.

The London-based Women in Islamic & Ethical Finance Forum is mentoring members to

encourage more female participation in Shariah-compliant finance and is aiming to train 100

women within the next two years.

LIST OF RELEVANT EVENT ASSOCIATIONS

In Malaysia, there are several associations that organize different type of events. Here we will

review some of them.

 IBFIM is an institute whose objective is to serve the needs of the Islamic finance

industry stakeholders in talent and business development. Since 2001, IBFIM has been

conducting training programs as well as extending business and Shariah advisory

services. There is a large list of events in the finance field organized by IBFIM, which is

1-3 days long (ex. Ethics in Islamic Finance, Islamic Financial Planner, Capital Market,



etc.). To date, IBFIM has trained 32 percent of the total Islamic Finance Industry

workforce.

 The Financial Planning Association of Malaysia (FPAM) is a non-profit organization

formed in 1999 with a mission to establish the global CFP mark as the leading symbol of

excellence for personal financial planning in Malaysia. Since its inception till to date,

more than 10,000 members have undergone or are undertaking its programs. FPAM

educates the Malaysian public on the benefits of financial planning and raises the level of

professionalism in the delivery of financial products through a comprehensive and

holistic approach. FPAM has a membership database of 1.651 members and have a

variety of courses (financially oriented) and events.

 MFPC is an independent body that offers financial planning services. They have four

categories of membership: Organizational members, corporate members, Individual

members and Affiliate members. Also, MFPC offers financial one-day events which

normally cost from USD19.58 to USD48.94 for nonmembers of MFPC and their

members there is a discount.

 Alfalah Consulting is an international consulting and training provider specialized in the

areas of Islamic finance, business, management; personal and professional development

and motivation. Their clients are organizations and institutions from various countries

and industries, and 70% are from Malaysia, and 30% are from other countries. The

normal price for one and two-day events is from USD600-USD700, and they have a

group discount of 10%.

DIRECT COMPETITORS

Looking at the event industry, we’ve identified several direct competitors:

1. REDmoney Events designs organizes and hosts industry-leading conferences, forums,

roadshows and seminars focusing on the Islamic financial markets across a global, regional and

national level. The prices range from US$ 527 per delegate, with discounts for up to 5

2. Lanyrd, an event company for finance events and conferences in Malaysia. The events are

generally from 2 days to 10 days long and cost from USD 4,950 to USD 9,900.



3. Alliance for Financial Inclusion- AFI - enables financial policymakers to interact and

exchange knowledge. They have network events for finance, financial inclusion of women,

finance joint learning, etc.

In addition to the direct competition, we’ve identified many indirect competitors that partially or

indirectly solve the same problem.

UNIVERSITIES AS INDIRECT COMPETITION

There are a lot of Universities in Malaysia that offer financial courses and financial education.

The top 3 universities for finance based on QS University Rankings: Asia are:

1. IIUM University offers finance events and conferences (conference on Islamic economics

and finance, banking and finance discussion, a special talk on Islamic finance and

banking, etc.). The most of them are one-day long.

2. University of Malaya – they have a lot of conferences in different fields.

3. Universiti Utara Malaysia (UUM) - offers academic schools for finance, banking, and

economy. Also, they have a calendar of events and activities, but now there are no events

scheduled.

ONLINE FINANCIAL COURSES AS INDIRECT COMPETITION

1. Euromoney Learning Solutions

2. Financial Planning Malaysia

3. CIMA

4. Financial Times Live (FT Live)

While screening the competition, we’ve identified the largest locations for venues and

exhibitions:

 Kuala Lumpur Convention Centre

 Borneo Convention Centre Kuching

 • PERSADA



 Putrajaya International Convention Centre (PICC)

 MATRADE Exhibition and Convention Center (MECC)



ADVERTISING INDUSTRY IN MALAYSIA

OVERVIEW

Looking at the global E&M (Entertainment and Marketing) market growth size matrix below,

Malaysia’s E&M market is located between the “slow growth” and the fast “up & comers” group

due to the presence of both mature and emerging segments.

The advertising industry in Malaysia is divided among Newspaper, Television, Radio, Out-of-

home, Internet and other. The chart below gives an overview of the Malaysia advertising spend

by ownership. As it can bee seen, 56% of the advertising was in Newspaper, 29% in Television,

5% in radio, 3% in out-of-home and only 2% in internet advertising.



Even though traditional, non-digital media will continue to dominate overall E&M spending

throughout the coming five years, the growth will be concentrated in digital platforms with

revenues increasing at a CAGR 19.5%. The bulk of the revenues will be from the rise in Internet

access. Malaysia`s digital consumer spending and presence in the advertising space are small

and in their infancy. For example, Internet advertising accounts for 2% of total advertising

expenditure in 2012 and is only expected to increase to 4% in 2017. In comparison, the internet

advertising share of global advertising expenditure is much higher at 21% in 2012 and is

forecast to reach 31% in 2017. Much of Malaysia`s digital potential remains untapped despite

the growth in internet access and the mobile Internet penetration. To harness this segment and

compete effectively in the digital space, E&M companies must get connected to costumers. The

explosion in their media choices propelled by the rise of the internet has put costumers

increasingly in control over the information they can access.

Malaysia share of digital and non – digital spending (Source)

The Digital Advertising can be split into these categories: 1) Banner Advertising, 2) Video

Advertising, 3) Search Advertising, 4) Social Media Advertising and 5) Classifieds. Here we will

look at each of them separately.

BANNER ADVERTISING

Banner advertising is one of the most common forms of digital advertising. The banners come

in various shapes sizes formats and are displayed on a website accessed via desktop PCs or in a



mobile-enabled website or app. In Malaysia for the "Banner Advertising" segment amounts to

US$ 96.4 million in 2016 and it`s expected to show an annual growth rate (CAGR 2016-2020) of

10.78% resulting in a market volume of US$ 145.1 million in 2020. The chart below shows an

overview of the Desktop and mobile banner advertising participation in total revenues.

SEARCH ADVERTISING

Paid-for-search advertising (SEA) denotes text-based advertisements that are displayed next to

or above organic search results in a search engine based on local or keyword-related factors. In

Malaysia for "Search Advertising" segment amounts to US$ 99.2 million in 2016. It`s expected

to show an annual growth rate (CAGR 2016-2020) of 10.83% resulting in a market volume of

US$ 149.7 million in 2020. The chart below shows the participation of Desktop and Mobile

search advertising in the total revenue.



SOCIAL MEDIA ADVERTISING

Social advertising includes all ad spending generated by online social networks such as

Facebook, Twitter or LinkedIn. In Malaysia for "Social Media Advertising" segment amounts to

US$ 67.0 million in 2016. It is expected to show an annual growth rate (CAGR 2016-2020) of

10.68% resulting in a market volume of US$ 100.5 million in 2020. The chart below shows the

participation of Desktop and Mobile social media advertising in the total revenue.

CLASSIFIEDS

Classified ads are the fees paid by an advertiser to display an ad or listing around a specific

vertical such as automotive, recruiting or real estate. The fee has to be paid by the advertiser,

regardless of the outcome of the ad, instead depending on factors such as the ad's position, size

or display duration. In Malaysia for "Classifieds" segment amounts to US$ 26.2 million in 2016.

It is expected to show an annual growth rate (CAGR 2016-2020) of 7.19% resulting in a market

volume of US$ 34.6 million in 2020. The chart below shows the participation of Desktop and

Mobile Classifieds advertising in the total revenue.



VIDEO ADVERTISING

Video advertising is a fast-growing, due to the vast amount of professional or editorial video

content that can be found on the Internet today. In Malaysia for "Video Advertising" segment

amounts to US$ 41.6 million in 2016. It is expected for the video advertisement to show an

annual growth rate (CAGR 2016-2020) of 19.57% resulting in a market volume of US$ 85.1

million in 2020. The chart below shows an overview of the Desktop and mobile video

advertising participation in total revenues.

SUMMARY

Having in mind the above charts, we can make few key expectations about this industry:

 Revenue in the "Digital Advertising" market amounts to US$ 330.3 million in 2016.

 The market's largest segment is the segment "Search Advertising" with a market

volume of US$ 99.2 million in 2016.

 US$ 176.9 million of total revenue in the "Digital Advertising" market will be generated

through mobile in 2020.



 The retail industry accounts for the largest revenue share, that is 3.74% of Display

Advertising revenues in 2016.

 From the chart below we can see the continuously growing revenues in this industry

from 2014 to forecasting till 2020 (according to Statista). As we can see the highest

percentages of advertising is falling to banner advertising and search advertising, with

social media and video advertising coming second and classifieds with the lowest share

but still increasing over the years.

LIST OF COMPETITORS

Looking at the competition in Malaysia in regarding advertising industry, we’ve identified a list

of top 20 competitors. We will analyze the top 10 of them:

 Leo Burnett Malaysia

 WIRE KL

 BBDO Malaysia

 LINs Advertising & Marketing

 JWT Malaysia

 People ‘n Rich

 TBWA Kuala Lumpur -



 Advertising.MY

 Naga DDB

 BRANDTHINK

In addition to the competition, there is advertising association, Malaysian Advertisement

Association (MMA) that have a combined marketing and communications spend of 1.4 billion

US$.

PRICES

Here are some of the companies in Malaysia that offer advertisement and their prices:

 TheStar news portal in Malaysia.

 Star2 lifestyle portal in Malaysia.

 CarSifu automotive portal in Malaysia.

 mStar news portal in Malaysia.

 MyStarjob employment portal in Malaysia publisher list.

 Propwall.my real estate portal in Malaysia publisher list.

 StarProperty.my real estate portal in Malaysia publisher list



MARKET RESEARCH INDUSTRY IN MALAYSIA

OVERVIEW

Malaysia is a multi-ethnic, multicultural and multilingual society. The following needs to be

factored into the research design before other standard demographic profiles like age, gender and

income level.

 Race – The largest ethnic group is Malays, who make up the majority of the Malaysian

population at 67.4%.

 The language of the respondent\'s choice – Three main languages are used in Malaysia,

i.e. Bahasa Malaysia (the national language), English and Chinese (with common dialects

such as Mandarin, Cantonese, Hokkien, etc.). For quantitative surveys, researchers would

need to develop comparable questionnaires in these three local languages. The right

language used will allow respondents to co-operate and feel at ease in expressing their

genuine opinions.

 Location – Before selecting priority areas of research, one needs to consider the

differences between urban and rural communities, as well as West Malaysia (Peninsular)

and East Malaysia (Sabah and Sarawak).

Traditional research methods such as computer-assisted telephone interviewing (CATI) and

face-to-face interviews are still widely used in Malaysia because they make it easier to get in

touch with different socioeconomic groups. Although there is a growing trend in using online

research methods for a fast turnaround project time, the sample representation of the general

population and internet penetration level in the specific target group should be evaluated based

on the research objectives. It is good to know the following for internet-based population:

 There were 17,723,000 internet users in Malaysia as of June 2012, and the internet

penetration rate stands at 60.7% of the total population.

 The online population in Malaysia is skewed to younger people aged below 40 years old

(79.7%).



If we look at the Market research growth rate 2012/13 on Asia Pacific, we can see that

Malaysia has a growth from US$ 73 million in 2009 to US$ 115 million in 2013.

If we look in which type of companies spend most on Market research, the table below shows

that manufacturing industry spends most in the market research (54%), followed by the public

sector and the media (9%), utilities and business to business are with (6%).

As the manufacturing industry is spending the most in market research, we’ve further down

narrowed the type of manufacturers that spend on Market Research – 50% consumer non-

durables manufactures, 7% Automotive manufacturers, 4% consumer durables manufacturers,

3% Pharmaceutical manufacturers, and 1% other manufacturers (making it total of 65%).



If we look at what kind of market research method is used mostly, according to the table below,

73% is quantitative, and 22% is qualitative and 5% other. If we further analyze the breakdown

of quantitative and qualitative methods, we can see that from quantitative, the most

represented are Telephone method (30%), and in qualitative, the most represented is Group

Discussions (17%).

LAWS THAT IMPACT THE MARKET RESEARCH IN MALAYSIA

The Malaysian Personal Data Protection Act 2010 (PDPA) came into effect on 1st January 2013

to regulate the processing of personal data in commercial transactions, imposing restrictions on

how the personal data of an individual is being collected and handled by organizations in

Malaysia. The PDPA has a direct impact on market research practices in Malaysia. The role of

market research agencies falls under the “data processors” category as they are offering services

from data collection and processing, tabulation and analysis of results to reporting of research

findings for clients.

Before conducting a market research study from a client-owned database in Malaysia, the client

is required to seek their consumers’ consent in a written notice before releasing their personal

information to a Malaysia-based market research company. This allows the market research

company to access the personal information of the consumers who have agreed to participate in

surveys and/or focus groups and then contact them to gather opinions on a particular research

study on behalf of the client.

The chart below shows that Malaysia and Singapore are the countries in which the people are

most concerned about how their personal data is collected and used.



RELEVANT ASSOCIATIONS IN MALAYSIA

1. Institute of Marketing Malaysia is the only registered Institute in the country which

activities are: training and education, publications, social and networking activities and

other marketing activities. There are six (6) categories of membership, and these are

Corporate, Fellow, Ordinary/Individual, Associate, Student and Life Member. Details of

membership for the year 2013-2014 are as follows:

The Institute’s income is derived

mostly from seminars, training

programs, membership fees and

publications. The financial revenue for

2013 was USD 191859.57.

For the year 2013-2014, the Institute organized a total of Twenty-One (21) seminars and

programs for their members both in-house as well as public programs, like Sales

Training, Integrated Marketing Conference, etc.

2. Malaysian Advertisers Association is the single body representing the interest of

advertisers in all areas of commercial communications. They organize events such Global

Marketer Conference, Self-Regulation in Malaysian Advertising, etc.

3. Marketing Research Society of Malaysia MRSM - provide a stimulus to encourage,

support and foster change and growth in the marketing research industry and amongst its

practitioners, achieving highest possible standards of professionalism and practice in

Malaysia. Membership of MRSM is open to all individuals domiciled in Malaysia. There

are various categories of membership (individual member, corporate member, student



member, life member). The joining fee is US$ 12-24 and then annually US$48-97$

depending on whether you are individual or company. They also organize events, training

program, conferences.

MARKET RESEARCH COMPANIES IN MALAYSIA

There is a list of 329 market research companies in Malaysia which offer different market

research services. Some of the companies have broaden pallet of services, but these market

research agencies have stated that work in financial and online industry:

 Acorn Marketing and Research Consultants

 TNS MALAYSIA

 JOSHUA RESEARCH CONSULTANTS

 GfK

 MASMI Research Group

 VoisBox Research

 Dynamic Search



INDONESIA

MARKET OVERVIEW

Indonesia is well-positioned geographically regarding world trade flows, with extensive natural

resources and immense potential, deriving not least from its large young population.

From 1960 till 2016 the population has grown from 88.692.697 to 257.733.333, which is an

increase of 290%. This made it 4th country in the world by population. If we look at the

population by gender and age, we can conclude the following:

 0-14 years: 26.2% (male 33,854,520/female 32,648,568)

 15-24 years: 17.1% (male 22,067,716/female 21,291,548)

 25-54 years: 42.3% (male 54,500,650/female 52,723,359)

 55-64 years: 7.9% (male 9,257,637/female 10,780,724)

 65 years and over: 6.5% (male 7,176,865/female 9,308,056).

In addition to the population by gender, we can also look at the education level by gender. The

table below shows the male/female educational level in Indonesia. The data is from 2011, but

that is the latest available official data on education by gender.



The next table shows the vital economy information from 2010 to 2014. The Population is

growing, and the unemployment rate is decreasing.

Statistics Indonesia reports a total labor force of 121.8 million in 2014 of whom 114.6 million

were working (94.1%), and 7.2 million (5.9%) were unemployed:

Although it does not contain newer information, we can see the unemployment rate within

women and man. The women unemployment rate is decreasing.



A characteristic of Indonesia is that the level of

unemployment is highest for people between the

age of 15 and 24, far above the country's

national average. Female unemployment has

declined rapidly and is reaching the male

unemployment rate. However, gender equality,

as in most countries, is an issue in Indonesia.

Although considerable progress has been made

in several key areas (education and health), women are still more likely to work in the informal

sector.

The chart shows that 30% of men owners in Indonesia were members of business associations

while 55% of Indonesian women owners were. Out of economies surveyed, Indonesia was

distinguished by having the largest difference between men’s and women’s membership in

business associations and regarding having the lowest reported rates of male business association

membership.

Overall, 74% of Indonesian businesswomen used a computer, compared to 60% of businessmen.



EVENT INDUSTRY IN INDONESIA

OVERVIEW

The event industry in Indonesia can expect a positive business climate thanks to its growing

economy and despite the new government’s policy to watch costs. The Indonesian economy is

projected to grow 5.2 to 5.6 percent in 2015. This growth rate will propel Indonesia to the top

three in the world, after China and India.

From 2002 to 2016 in Indonesia were organized 437 different conferences, workshops, summits,

seminars and from all of them, 38 conferences were for finance. The business events industry in

Indonesia is huge. With a population of more than 200 million, Indonesia is the 4th largest

country in the world.

According to a survey by the Financial Services Authority (OJK), 75 percent of household

finances are managed by women. However, from that percentage, only 51 percent plan their

family’s finances. This may be due to Indonesian women’s level of financial literacy, which is

relatively low compared to men. An OJK survey in 2013 showed that women’s level of financial

literacy is at 18.84 percent while for men it is at 25 percent.

LIST OF RELEVANT EVENT ASSOCIATIONS

Indonesia has many associations, but there is not a significant number of event associations. It

will be explained the most important and famous event associations:

1. Indonesia Exhibition Companies Association (IECA)

2. The Indonesian Financial Management Association (IFMA)

3. International Postgraduate Network (IPN)

DIRECT COMPETITORS

The competition in Indonesia would not be a big challenge, because the number of event

companies, especially in the finance area, is too small and some of them are internationally

oriented, not just in Indonesia. Major conference cities in Indonesia are Jakarta and Bali.



1. Academic Fora – they have a business and financial conferences in Indonesia and other

countries.

2. RajaMICE - has extensive experience in organizing tailor-made events for various kinds

of conferences.

3. IDC ASEAN – Organizes many conferences and events including financial.

4. Euromoney Seminars - hosts over 80 events globally, covering various aspects of finance,

insurance, and law.

5. Global Trade Review (GTR) - the world’s leading news source, publisher and event

organizer for the global trade, commodity, export, and supply chain finance industries.

ADVERTISING INDUSTRY IN INDONESIA

OVERVIEW

From this picture below, Indonesia with 259.1 million is the fourth most populated country in the

world. From them 88.1 million are active internet users and that figure is growing every day and

79 million of them are active social users. Also, we can see that Mobile industry is very

developed with 326.3 million.



Spending on entertainment and media in Indonesia has grown rapidly in recent years, driven by

the country’s expanding middle class and rising disposable incomes.

As we can see from the picture, according to PwC,

Global entertainment, and media outlook 2014-2018, the

Indonesian entertainment and media market will grow at

a CAGR of 10.1%  to 2018, far outstripping the CAGR

of 5.7% projected for Asia Pacific as a whole, and the

5.0% CAGR forecast globally. As well as growing at an

overall CAGR more than twice that of the global

entertainment and media market, Indonesia is projected

to see every segment of its entertainment and media

industry except music outpace global segment growth

rates over the five years to 2018.

As more and more of the country’s 250 million people

enter the middle class, access to devices that allow them to view online content expand. Enlarged

smartphone and tablet screen sizes have also made mobile “an increasingly popular way for

viewers to access content. Companies were predicted to spend more than US$ 800 million on

digital ads in 2015, up 80% from 2014’s US$ 460 million, according to an April study by data

tracker eMarketer. Of that amount, US$ 130 million will go toward ads targeted for mobile

devices, a whopping increase of 200% from US$ 4 million last year, it said.

However, even though growth in Indonesia will be spearheaded by Internet advertising and

Internet access, the Television Advertising and Newspaper Publishing will hold on to its position

as Indonesia’s largest segments.



DIGITAL ADVERTISING

Indonesia has a young and growing population with tremendous market potential, which is

helping the transition to a new digital era. The world’s largest archipelago and its 250 million

people are open to foreign brands. Internet penetration in Indonesia still has significant room to

grow, with 149 million users by the end of 2015 and 281 million Internet subscriptions. The

Internet will be the most important channel to reach consumers in what McKinsey Global

Institute believes will become the world’s seventh largest economy by 2030, surpassing the UK

and Germany. Indonesia’s young population will be the key to its economic growth – and

consumer spending.

Rapid growth in spending on digital advertising in Indonesia is providing a huge help to

advertisers, and telecommunication companies as increasing connectivity change the way

companies go about marketing. Many brands now go straight to digital without having to spend

big on more traditional marketing, such as billboards and television ads.



As we can see from the picture above, Indonesia’s Digital spending is in constant growth and is

expected to get to US$ 1.16 billion in 2016. According to Statista the revenue in the "Digital

Advertising" market amounts to US$ 1,226.3 million in 2016.

The Digital Advertising can be segmented into 5 segments: Banner advertising, video

advertising, search advertising, social media advertising and classified advertising.

BANNER ADVERTISING

Banner advertising is one of the most common forms of digital advertising. As the second most

popular segment in Indonesia, the revenue in the "Banner Advertising" segment amounts to US$

385.6 million in 2016 and is expected to show an annual growth rate (CAGR 2016-2020) of

24.26% resulting in a market volume of US$ 919.2 million in 2020. The chart below shows the

participation of Desktop and Mobile banner advertising in the total revenue.

SEARCH ADVERTISING

Paid-for-search advertising (SEA) denotes text-based advertisements that are displayed next to or

above organic search results in a search engine based on local or keyword-related factors. SEA is

the most popular advertising segment in Indonesia with revenues that amounts to US$ 545.2

million in 2016 and is expected to show an annual growth rate (CAGR 2016-2020) of 24.18%

resulting in a market volume of US$ 1,296.5 million in 2020. The chart below shows the

participation of Desktop and Mobile search advertising in the total revenue.



SOCIAL MEDIA ADVERTISING

Social advertising includes all ad spending generated by online social networks such as

Facebook, Twitter or LinkedIn. In Indonesia, revenue in the "Social Media Advertising" segment

amounts to US$ 108.5 million in 2016 and is expected to show an annual growth rate (CAGR

2016-2020) of 25.16% resulting in a market volume of US$ 266.4 million in 2020. The chart

below shows the participation of Desktop and Mobile social media advertising in the total

revenue.

CLASSIFIEDS

Revenues from classified ads are the fees paid by an advertiser to display an ad or listing around

a specific vertical such as automotive, recruiting or real estate. This is the less used advertising

tool in Indonesia with revenue that amounts to US$ 31.8 million in 2016 and is expected to show

an annual growth rate (CAGR 2016-2020) of 5.50% resulting in a market volume of US$ 39.4



million in 2020. The chart below shows the participation of Desktop and Mobile Classifieds

advertising in the total revenue.

VIDEO ADVERTISING

Video advertising is a fast-growing, due to the vast amount of professional or editorial video

content that can be found on the Internet today. Revenue in the "Video Advertising" segment in

Indonesia amounts to US$ 155.2 million in 2016 and is expected to show an annual growth rate

(CAGR 2016-2020) of 37.05% resulting in a market volume of US$ 547.6 million in 2020. The

chart below shows the participation of Desktop and Mobile video advertising in the total

revenue.

SUMMARY OD DIGITAL ADVERTISING

Having in mind the above charts, we can make few key expectations about this industry:

 Revenue in the "Digital Advertising" market is US$ 1,226.3 million in 2016.

 The market's largest segment is the segment "Search Advertising" with a market volume

of US$ 545.2 million in 2016.



 US$ 876.3 million of total revenue in the "Digital Advertising" market will be generated

through mobile in 2020.

 The retail industry accounts for the largest revenue share that is 3.70% of Display

Advertising revenues in 2016.

 From the chart below we can see the continuously growing revenues in this industry from

2014 to forecasting till 2020 (according to Statista). As we can see the highest

percentages of advertising is falling to banner advertising and search advertising, with

video advertising and social media coming second and classified advertising with the

lowest share.

E-PUBLISHING

In this chapter, we will add the ePublishing segment of Digital Media that is defined as paid

editorial/written content distributed over the Internet, including eBooks, eMagazine, and ePaper.

In Indonesia, the revenue in the "ePublishing" segment amounts to US$ 47.8 million in 2016.

Revenue is expected to show an annual growth rate (CAGR 2016-2020) of 32.29% resulting in a

market volume of UA$ 146.3 million in 2020. The chart below shows us the number of users by

category and in total.



LIST OF COMPETITORS

There are more than 70 advertising agencies in Indonesia. Below we selected 5 that in our

opinion distinct from the others.

 Fortune Indonesia

 Leo Burnett Group Indonesia

 Mullenlowe Group Indonesia

 Rooted Communications

 Publicis Indonesia

 GetCRAFT

RELEVANT ASSOCIATIONS

There is some movement in the media associations in Indonesia. On November 2015, five

association’s joint forces to standardize online audience measurement in Indonesia, in an attempt

to accelerate digital advertising growth in the country. The five associations involved in this

initiative are Association of Asia Pacific Advertising Media (AAPAM), Indonesian Advertisers

Association (APINA), Indonesian Digital Association (IDA), Indonesian E-Commerce

Association (idEA), and Indonesian Advertising Companies Association (PPPI). Together they

represent the majority stake in Indonesia’s advertising ecosystem.

- IDA (Indonesian Digital Association)

- APINA (Asosiasi Perusahaan Pengiklan Indonesia)

- AAPAM (Association of Asia Pacific Advertising Media)



- idEA (Indonesian E-Commerce Association)

- P3I (Indonesian Advertising Companies Association)



MARKET RESEARCH INDUSTRY IN INDONESIA

OVERVIEW

Some unique challenges for market researchers in Indonesia include 1) a lack of secondary data

to support primary research, 2) a heavy reliance on face-to-face interviews and 3) the

geographic spread and 4) The big annual increase in minimum regional wages causes the cost

for research to increase beyond the inflation rate.

If we look at the Market research growth rate 2012/2013 on Asia Pacific, we can see that

Indonesia has a growth from US$ 78 million in 2009 to US$ 135 million in 2013. Globally, it is

ranked 29th in the world by “Market Research” market size.

If we look which type of companies spend most on Market Research, the table below shows

that manufacturing industry spends most in market research (65%), followed by Financial

Service (9%) and Wholesale and Retail (7%).



As the manufacturing industry is spending the most in market research (65%), we’ve further

narrowed down the type of manufacturers that spend on Market Research – 50% consumer

non-durables manufactures, 7% Automotive manufacturers, 4% consumer durables

manufacturers, 3% Pharmaceutical manufacturers, and 1% other manufacturers (making it total

of 65%).

If we look at what kind of market research method is used mostly, according to the table below,

87% is quantitative, and 12% is qualitative and 1% other. If we further analyze the breakdown

of quantitative and qualitative methods, we can see that from quantitative; the most

represented is a Face-to-Face method (53%), and in qualitative, the most represented is Group

Discussions (9%).



COMPETITION

By the ESOMAR global research company, there are 17 market research agencies in Indonesia.

We have managed to find 11 companies that have stated that do market research in the

finance industry. Here we look at each of them:

 GFK

 CIMINGO

 MARKPLUS INSIGHT

 Frontier Consulting group

 BDRC Asia

 ASHA

 TNS

 Kadence International LTD

 INDEPENDENCE

 RAD – They are international recognize by been accepted as a member of ESOMAR.

 MARS Indonesia



PHILIPPINES

MARKET OVERVIEW

The Philippines is among the most populated countries in the world, ranking 12th globally, 7th in

Asia, and 2nd in the Southeast Asia. Its population continues to increase with an annual growth

rate of 1.90 percent.

Women education has improved. The Commission on Higher Education reported 57.44% female

graduates (269,748) versus 42.56% male graduates (199,906) in the Academic Year 2009-2010.

However, women still lag behind men in employment—despite a rise in the percentage of

professionally licensed women in 2010 to 63.7% over men’s 36.3%—men’s employment in

2012 is still significantly higher at 78.4% over women’s 50.4%.

They have very good gender equality score, ranking 9th out of 142 countries (World Economic

Forum 2014), being among Finland, Norway, Sweden and Denmark.

October 2013 Labor Force Survey (LFS) showed a 0.1 increase in the Labor Force Participation

Rate (LFPR) for females at 49.8% (from 49.7% in 2012), and 0.2 decrease for males at 78.1%

(from 78.3% in 2012).



EVENT INDUSTRY IN PHILIPPINES

OVERVIEW

From 2003 to 2015 in the Philippines has been organized 229 different events and conferences,

of whom 75 are business events and just 5 events are for finance. About events companies and

organizers, there are 106 companies which organize different types of events, but very little from

the business and finance field.

LIST OF EVENT ASSOCIATIONS

The Philippines was ranked 68th globally regarding financial literacy index, according to a study

made by the Asian Development Bank (ADB). The ADB revealed in the study that the

Philippines does not have a national strategy for financial education.

Women in the Philippines are considerably more likely than men to be financially included.

Women are sixteen percentage points more likely than men to be financially included, a

difference that remains statistically significant even after controlling for income, education, and a

range of other individual characteristics.

The Technical Education and Skills Development Authority (TESDA) and Coca-Cola

Philippines were rolling out the Sari-Sari Store Training and Access to Resources Program

(STAR) in Tacloban City from September 2015, starting with the Training Induction Program.

The STAR (Sari-Sari Store Training and Access to Resources) Program in the Philippines

involves a 12-week training program that requires financial skills courses designed to develop

the women’s financial expertise and capabilities. The curriculum incorporate practical training

modules on financial education – such as how to prepare a business plan, how to develop a



budget, simulations of sari-sari store transaction, and overall management of income, expenses

and credit. Many of us on this forum have worked together to eliminate these business and

financial education barriers are facing women. Success will mean that women will invest more in

their families and their communities. A critical first step is arming women with financial

education. In the coming years, the STAR program is envisioned to empower 50,000 female

entrepreneurs in the Visayas and another 50,000 in Mindanao.

There are around 109 different woman’s organizations and associations in the Philippines and

among them and other financial associations, the most relevant for event industry are:

1. The Women’s Business Council of the Philippines (WBCP)

2. Philippine Association of Convention/Exhibition Organizers and Suppliers, Inc.

(PACEOS)

3. The People Management Association of the Philippines (PMAP)

4. The Fund Managers Association of the Philippines (FMAP)

5. Center for Global Best Practices Foundation, Inc. (CGBP)

DIRECT COMPETITORS

There is a very small number of companies which organize financial events and for that reason

below will also be look at companies that offer financial training programs and courses.

1. EX-LINK

2. BusinessCoach,

3. Registered Financial Planners Philippines –

4. International Marketing Group (IMG)

5. ARIVA!



ADVERTISING INDUSTRY IN PHILIPPINES

OVERVIEW

According to the Asia Digital Marketing Association (ADMA) and the Internet World statistics,

there are over a billion Internet users in the Asia-Pacific region, which amounts to over 46% of

the total Internet users in the world. The Philippines specifically has over 47.13 million Internet

users in 2015 (from a population of 101.47 million), the second-highest ranking in Southeast

Asia and the 6th in the whole of Asia.

Despite continuing media fragmentation and the emergence of new digital advertising platforms

the trust in traditional advertising still very strong. Television, magazine and newspaper

advertisements continue to be among the most-trusted forms of paid advertising for consumers in

Southeast Asia.

As we can see from the chart, Filipinos still trust most on the traditional advertising compared to

the other Southeast Asia countries. Newspapers advertising is the most trusted medium with 79%

with Television at the second with 78% and the Magazines with 75%. However, over the past

years there is constant increasing in the trust levels in the online advertising.



DIGITAL ADVERTISING

The strong digital lifestyle of the Filipinos is testament also to the equally strong economy of the

country. Despite suffering the worst natural disasters ever recorded, GDP growth rates continue

to be in its favor. As the country is cited as "Southeast Asia's Strong Man" and with a 33%

annual growth in some active mobile social accounts, it is good to see whether the Philippines is

fit to for the title "Digital Lifestyle Capital of the World."

The Digital Advertising can be split into these categories: 1) Banner Advertising, 2) Video

Advertising, 3) Search Advertising, 4) Social Media Advertising and 5) Classifieds. Here we will

look at each of them separately.

BANNER ADVERTISING

Banner advertising is one of the most common forms of digital advertising. The banners come in

various shapes sizes formats and are displayed on a website accessed via desktop PCs or in a

mobile-enabled website or app. In the Philippines for the "Banner Advertising" segment amounts

to US$ 44.3 million in 2016 and it`s expected to show an annual growth rate (CAGR 2016-2020)

of 12.00% resulting in a market volume of US$ 69.7 million in 2020. The chart below shows an

overview of the Desktop and mobile banner advertising participation in total revenues.



SEARCH ADVERTISING

Paid-for-search advertising (SEA) denotes text-based advertisements that are displayed next to or

above organic search results in a search engine based on local or keyword-related factors.

Google's AdWords is the biggest provider of search advertising on the market. In the Philippines,

revenue in the "Search Advertising" segment amounts to US$ 75.7 million in 2016 and is

expected to show an annual growth rate (CAGR 2016-2020) of 10.45% resulting in a market

volume of US$ 112.6million in 2020. The chart below shows the participation of Desktop and

Mobile search advertising in the total revenue.

SOCIAL MEDIA ADVERTISING

Social advertising includes all ad spending generated by online social networks such as

Facebook, Twitter or LinkedIn. In the Philippines, revenue in the "Social Media Advertising"

segment amounts to US$ 29.5 million in 2016 and is expected to show an annual growth rate

(CAGR 2016-2020) of 8.86% resulting in a market volume of US$ 41.5 million in 2020. The

chart below shows the participation of Desktop and Mobile social media advertising in the total

revenue.



CLASSIFIEDS

Revenues from classified ads are the fees paid by an advertiser to display an ad or listing around

a specific vertical such as automotive, recruiting or real estate. The fee has to be paid by the

advertiser, regardless of the outcome of the ad, instead depending on factors such as the ad's

position, size or display duration. In the Philippines, revenue in the "Classifieds" segment

amounts to US$ 48.9 million in 2016 and is expected to show an annual growth rate (CAGR

2016-2020) of 8.14% resulting in a market volume of US$ 66.9 million in 2020. The chart below

indicates the participation of Desktop and Mobile Classifieds advertising in the total revenue.

VIDEO ADVERTISING

Video advertising is a fast-growing, due to the vast amount of professional or editorial video

content that can be found on the Internet today. In the Philippines, revenue in the "Video

Advertising" segment amounts to US$ 46.4 million in 2016 and is expected to show an annual

growth rate (CAGR 2016-2020) of 34.77% resulting in a market volume of US$ 152.9 million in

2020. The chart below demonstrates the participation of Desktop and Mobile video advertising in

the total revenue.



SUMMARY OF DIGITAL ADVERTISING

Having in mind the above charts, we can make few key expectations about this industry:

 Revenue in the "Digital Advertising" market amounts to US$ 244.8 million in 2016.

 The market's largest segment is the segment "Search Advertising" with a market volume

of US$ 75.7 million in 2016.

 $US 219 million of total revenue in the "Digital Advertising" market will be generated

through mobile in 2020.

 The retail industry accounts for the largest revenue share that is 3.68% of Display

Advertising revenues in 2016.

 From the chart below we can see the continuously growing revenues in this industry from

2014 to forecasting till 2020 (according to Statista). As we can see the highest

percentages of advertising is falling to banner advertising and search advertising, with

social media and classified advertising coming second and video advertising with the

lowest share but still increasing over the years.



DIRECT COMPETITION

There are more than 70 advertising agencies in the Philippines. Below we selected 6 that in our

opinion distinct from the others. First, 4 are foreign agencies with offices in Philippines and 2 are

local.

1. Foreign Advertising agencies

 Campaigns & Grey

 BBDO Guerrero

 FCB – Foote, Cone & Belding

 Leo Burnett MANILA -

2. Domestic Advertising agencies

 Virus Inc.

 SVEN

 Summit Media

 HDI Admix

RELEVANT ASSOCIATIONS

In the Philippines, there is Advertising Board of the Philippines (Adboard) composed of eight

national organizations involved in advertising that is unified together to uphold the progress of

Philippine advertising through self-regulation. Being the umbrella organization of the advertising

industry, its mission is to practice world class advertising along with advocating professional

ethics through responsible and truthful advertising.

The following are the national organizations which composes Adboard: Philippine Association

Of National Advertisers (PANA), Association of Accredited Advertising Agencies-Philippines

(4As-P), United Print Media Group (UPMG), Outdoor Advertising Association Of The

Philippines (OAAP), Advertising Suppliers Association of the Philippines (ASAP), Cinema

Advertising Association of the Philippines (CAAP), Marketing & Opinion Research Society of

the Philippines (MORES), Independent Blocktimers Association of the Philippines (IBA)



Below we will mention 2 of them:

o Philippine Association of National Advertisers (PANA) – Established in 1958 as

a non-profit, non-stock organization committed to the promotion of Truth in

Advertising. PANA was formed by advertisers for advertisers uniting the users of

advertising. Some of the members are Asia Brewery, Del Monte Philippines,

Bank of the Philippine Island etc.

o Association of Accredited Advertising Agencies Philippines - The 4A's is a non-

stock, non-profit organization composed of various advertising agencies whose

common objective is the promotion of and development of the advertising agency

business in conjunction with the advertising industry's goals. Also as a part of

4’A, there is Ad Summit Pilipinas that is organized every year. This year will be

held from 9 to 12 of March.



MARKET RESEARCH INDUSTRY IN PHILIPPINES

OVERVIEW

The information consists of Global Market Research data and Global Prices Study data (both by

ESOMAR), as well as National Market Research Association information and business advice

from the local ESOMAR Representative. In turnover, Philippines is the 37th largest market for

market research globally and the 11th largest in Asia (Pacific).



If we look at the Market research growth rate 2012/2013 on Asia Pacific, we can see that the

Philippines has a growth from US$ 70 million in 2009 to US$ 107 million in 2013.

Quick History of Market Research (source)

 The 1960s: The research industry took off after some great demand for consumer

information from FMCG companies. Started as standard U & A types and product testing

and other quantitative research continued up until the 1980s. Qualitative research only

really took a foot-hold in the mid-1990s.

 The 1970s: Many agencies were already established, and among them grew the idea of

an organization of the country’s research agencies. Francisco Lopez of The Research

Group, Rosario Henares of Asia Research Organization, and Fidela Zabala of Feedback

Inc. got together to discuss the formation of a research professionals’ organization

MORES (Marketing & Opinion Research of the Philippines).

 1986: The People Power Revolution brought about some liberalization in the market and

limited democracy, and from here a more ‘normal’ economy developed. There was also

an increased demand for opinion research.

 The 1990s: After the liberalization of the telecoms industry, demand for research in the

industry escalated due to increased appetite for mobile phone users. The Philippines is

known to be the texting capital of the world with over 160 million messages sent daily,

the highest per capita in the world.

 The 2000s: AGB entered the market in 2002. TNS introduced retail audit at late 2004.



 Today: In the Philippines there are around 30 Market Research agencies, dominated by

the large international agencies over the small local ones. Most of the researches are

made up of local business and in-bound business.

LAWS THAT IMPACT MARKET RESEARCH

There are two laws that impact the market research in the Philippines. The laws are:

 Republic Act No. 10173 (or the Data Privacy Act of 2012) is the country’s first data

privacy law. It is intended to protect the integrity and security of personal data in both the

private and public sectors. The specific implementation of rules and regulations are still

being finalised.

 Republic Act No. 10175 (or the Cybercrime Prevention Act of 2012) addresses legal

issues concerning online transactions. Included among the offenses are illegal access,

data interference, etc. The Act is currently suspended by the Philippine Supreme Court,

who will hear from petitioners and the Solicitor General in January 2013.

DOING BUSINESS IN THE PHILIPPINES

The challenges in doing business in the Philippines are that you will confront with 120 to 170

native dialects with 8 major ones. Mostly are spoken the 8 major ones but in summary, they are

not that different from each other. A significant portion of the research is done face-to-face

interview combined with the large population of 102 million that are living around 7107 islands

will make the researching difficult and also a challenge, but as the market grows the internet

usage is growing also.

Like most Asians, the Filipinos consider that smooth interpersonal relationships are vital for

doing business. The confrontational situations are difficult to handle, in the challenges we

mention that they have 120 to 170 dialects but in doing business they prefer to use the English

language as primal. The pace of doing business is casual and leisurely, and most important to the

Filipinos is always the family, most of the business organizations are modeled on the Filipino

family. Of great importance is the Philippine communication style is indirect in which they

observe the perception of the individual.



COMPETITION

As for competition, the Philippines is ranked on the 37th place in the global market research and

on the 11th place in the Asian market so we can say that the industry is still young. As for

competition, some of the market research agencies specialize in specific industries. Of our

primary concern are market research agencies with a focus on financial industry. We’ve

identified 8 of them:

 SIS International – SIS offers a large list of services including financial services, they

are part of several professional association. Their headquarter is in New York, and

they’ve been on the market for 30 years.

 TNS – As a part of one of the world’s largest insight, information and consultancy group

the stand as the leading customized marketing research company in the Philippines. They

offer a full-service operation that covers all aspects of marketing research and consulting,

and they are part of MORES association.

 INSIGHTSIMPACT INC. – A collaborated market research and strategy consulting

firm that specialize in qualitative and observation research. But they also conduct

quantitative in hybrid studies and there field capability is local to national.

 ACRE inc. – ACRE is a full-service research agency based in the Philippines. They

provide consulting services and cutting-edge solutions in market research large data

processing and demand analysis. Their clientele includes government, non-government

organizations.

 PSRC – With over 35 years of experience they are recognized as one of the leading

custom research companies in the Philippines. They also have the biggest qualitative

research team in the industry.

 Ipsos – A subsidiary of the only independent global market research company controlled

and managed by research professionals. They provide a long list of services in various of

the field and they operate worldwide.



 ASCEND - ASCEND is a predictive analytics company whose main core competence is

to provide business research for all industries and prescribe advice on the use of data

gathered in the research. They are part of Philippines Retailer Association.

STRAND Asia – STRAND-Asia envisions to become the leading technology-driven

research company in the Philippines. STRAND-Asia employs the latest predictive

analytics and data mining tools as well as innovative data processing technology.

THAILAND

MARKET OVERVIEW

According to the Office of National Economic and Social Development Board (2013), the Thai

population was about 63.8 million people in 2010. As of 1 January 2016, the population is 68.3

million people. The current male and female population is 49.1% vs. 50.9%. The population is

estimated to peak at 66.4 million people in 2026, before dropping to 63.9 million people in 2040.

Unemployment Rate in Thailand increased to 0.91 percent in January 2016 from 0.65 percent in

December of 2015. Unemployment Rate in Thailand averaged 1.49 percent from 2001 until

2016, reaching an all-time high of 5.73 percent in January of 2001 and a record low of 0.39

percent in November of 2012. Unemployment Rate in Thailand is reported by the Bank of

Thailand.

Below is a table about the Students of School-age Population in Thailand from 2006 until 2008:

published by the Department of Provincial Administration. Between 2006 until 2008, it

decreases steadily being 97.08%, 90.04% and 89.79% of total women’s school-age populations

respectively.



Furthermore, Thailand’s economy expanded by a low 0.9 percent in 2014 and is expected to pick

up slightly in 2015-2017.

The Thai government acknowledges the importance of women’s participation in the labor

market. For example, the 5th National Economic and Social Development Plan addressed the

issue of the development of the female labor force by supporting women’s education in both

urban and rural areas. This would include training and skills provision to increase efficiency and

productivity. The government also established a Women’s Development Plan in accordance with

the 5th National Economic and Social Development Plan (2012-2016).

There are also many related stakeholders cooperating to enhance financial knowledge and

skills among Thais, such as the Stock Exchange of Thailand, the National Credit Bureau Co.,

Ltd., the Federation of Thai Capital Market Organizations, and the Thai Financial Planners

Association. However, a strategic development plan is needed to reach beneficiaries, because

many people do not study financial literacy in school. They, therefore, need time to change

their thinking and become financially literate.



EVENT INDUSTRY IN THAILAND

OVERVIEW

Thailand creates borderless business potential through stable and sustainable business event

industry growth in the biggest marketplace with a regional population around 3,358 million. This

country’s skilled business events workforce not only boasts world-leading expertise but

‘globalized’ service with local flexibility which will help ensure business events success.

Thailand is known for its vibrant free enterprise economy, pro-investment policies, and as the 5th

best emerging market. The country enjoys unparalleled commercial advantages regarding its

MICE industry. From 2005 up to date, in Thailand has been organized 781 different events and

conferences, from whom 55 events are for finance. The chart below shows that the number of

events in Thailand increase from year to year.

Thailand held a leading position among the world's best-performing nations when it comes to the

occupation of senior business roles by women.

LIST OF RELEVANT EVENT ASSOCIATIONS

The Organization for Economic Cooperation and Development (OECD), a leading organization,

stimulating and supporting the development of financial literacy policies in many countries

around the world, conducted a financial literacy survey in 16 countries and determined that

Thailand had a lower-than-average level of financial management knowledge. The table below

shows the Thai financial literacy.



There are many event associations and organizations in Thailand which organize and promote

various events and conferences. Here will explain the most relevant associations for financial

events as indirect competition.

1. Thailand Convention and Exhibition Bureau (TCEB)

2. Business and Professional Women's Associations of Thailand Bangkok (BPW-

Bangkok)

3. The Thailand Incentive and Convention Association (TICA)

4. The Society of Interdisciplinary Business Research (SIBR)

5. Thai-European Business Association (TEBA)

DIRECT COMPETITORS

We’ve identified several event organizations in Thailand, but none of them organized finance-

related events. After further research, we’ve concluded that when it comes to finance-related

events, there are many financial education programs organized by the government, private

companies mostly Banks (as part of their corporate social responsibilities) and other NGO’s that

work in the financial sector.

For example:

 GSB and BAAC programs, such as “Debt Doctor” and “School Banks” target in low-

income rural areas.

 Kasikorn Bank’s K-Expert program targets middle-to-upper income households.



 There are also many corporate social responsibility programs run by other commercial

banks, such as the “Citi At-Risk Women” program and HSBC’s “Junior Achievement”

program.

 Other small-scale programs, like the “Simple Finance Program,” which is run by TMB

Bank, Standard Chartered Bank, and Bank of Ayudhya, involve volunteers from financial

institutions who serve as trainers and target primary and secondary school students.

 The Stock Exchange of Thailand (SET) and the Securities and Exchange Commission

(SEC) run programs like, “Ngern Thong Khong Mee Ka (Making Sense of Money),”

“Ngern Thong Tong Wang Phan (Moneywise Planning),” and the “Petch Yod Mongkut”

competition.

 To reach to the public, The Securities and Exchange Commission (SEC) also broadcasts

one minute “Start-to-Invest” episodes on TV and has created a “Start-to-Invest”

application.

There are other policy organizations that are accountable for financial literacy such as the

Bank of Thailand, the Financial Consumer Protection Center, and the Securities and

Exchange Commission, which has a specific unit to promote financial knowledge.



ADVERTISING INDUSTRY IN THAILAND

OVERVIEW

According to “We are Social” the total population is 68.05 million in 2016. From that number

56% are active internet users and social media users. As we can see from the picture below the

mobile industry in Thailand is high-developed with more than 82.78 mobile connections.

The growth in advertising spending appeared to reflect the sluggish economy amid weak

consumption. The leading media-research company, Nielsen, reported that advertisers continued

to spend on digital television, radio, cinemas, outdoor media, transit, and the Internet.

With aggressive marketing and content strategies along with affordable cost, digital TV appeared

to be attractive for advertisers and surged by 143% while analog TV channels declined by 9.8%

and cable/satellite TV with a decrease of 16.27%, seemed to be hurt by the fierce competition in

the television industry.

The year 2015 was another bad period for print media as magazines and newspapers continued to

lose market share because advertisers were likely to relocate their spending to digital media and

digital TV. Nielsen reported that spending on magazine adverts fell by 14.28 %and newspaper ad

spending decreased by 6.45%.



However, out-of-home media saw growth in ad spending. Cinema ads saw an 18.05% increase.

Outdoor advertising witnessed a 7.32-per-cent rise and transit media showed a 17.44%, while

spending on Internet ads rose by 11.37 %.

Some big advertisers, including Toyota Motor Thailand, the Prime Minister's Office, Total

Access Communication (DTAC), Procter and Gamble (Thailand), Cola-Cola (Thailand) and Tri

Petch Isuzu Sales, increased their ad spending throughout last year. But the country's biggest

spender, Unilever (Thai) Holdings, cut its advertising expenditure to US$217.7 million from

US$261 million in 2014.

In the next chapter, we will review the Digital Advertising in Thailand and how it is split up into

categories.

DIGITAL ADVERTISING

As in the whole Asian-Pacific region, Thailand is a part of the so-called “Fast-track Asia” group

of countries that are expected to show a huge increase in digital advertising.

Unfazed by Thailand's faltering economy,

businesses are penciling in bigger budgets for

digital advertising as they target Thai consumers

via smartphone apps, social networking forums

and video-sharing websites. Digital advertising

spending in 2015 was forecasted to jump by two-

thirds to a record US$ 277.47 million in

Southeast Asia's second-largest economy,

according to the Digital Advertising Association (Thailand) (DAAT). While that lags the 44

percent and 53 percent growth in 2014 and 2013, respectively, the near-term outlook for online

advertising looks sharp as advertisers increasingly target Thai consumers in the virtual world.

The Digital Advertising can be split into these categories: 1) Banner Advertising, 2) Video

Advertising, 3) Search Advertising, 4) Social Media Advertising and 5) Classifieds. Here we will

look at each of them separately.



BANNER ADVERTISING

Banner advertising is one of the most common forms of digital advertising. The banners come in

various shapes sizes formats and are displayed on a website accessed via desktop PCs or in a

mobile-enabled website or app. In Thailand for the "Banner Advertising" segment amounts to

US$ 135.0 million in 2016 and it`s expected to show an annual growth rate (CAGR 2016-2020)

of 12.56% resulting in a market volume of US$ 216.6 million in 2020. The chart below shows an

overview of the Desktop and mobile banner advertising participation in total revenues.

SEARCH ADVERTISING

Paid-for-search advertising (SEA) denotes text-based advertisements that are displayed next to or

above organic search results in a search engine based on local or keyword-related factors.

Google's AdWords is the biggest provider of search advertising on the market. In Thailand,

revenue in the "Search Advertising" segment amounts to US$ 77.3 million in 2016 and is

expected to show an annual growth rate (CAGR 2016-2020) of 7.60% resulting in a market

volume of US$ 103.7 million in 2020. The chart below shows the participation of Desktop and

Mobile search advertising in the total revenue.



SOCIAL MEDIA ADVERTISING

Social advertising includes all ad spending generated by online social networks such as

Facebook, Twitter or LinkedIn. In Thailand, revenue in the "Social Media Advertising" segment

amounts to US$ 83.6 million in 2016 and is expected to show an annual growth rate (CAGR

2016-2020) of 5.94% resulting in a market volume of US$ 105.3 million in 2020. The chart

below shows the participation of Desktop and Mobile social media advertising in the total

revenue.

CLASSIFIEDS

Revenues from classified ads are the fees paid by an advertiser to display an ad or listing

around a specific vertical such as automotive, recruiting or real estate. The fee has to be paid

by the advertiser, regardless of the outcome of the ad, instead depending on factors such as

the ad's position, size or display duration. In Thailand, revenue in the "Classifieds" segment

amounts to US$ 25.5 million in 2016 and is expected to show an annual growth rate (CAGR

2016-2020) of 7.09% resulting in a market volume of US$ 33.5 million in 2020. The chart

below shows the participation of Desktop and Mobile Classifieds advertising in the total

revenue.



VIDEO ADVERTISING

Video advertising is a fast-growing, due to the vast amount of professional or editorial video

content that can be found on the Internet today. In Thailand, revenue in the "Video

Advertising" segment amounts to US$ 41.7 million in 2016 and is expected to show an

annual growth rate (CAGR 2016-2020) of 16.23% resulting in a market volume of US$ 76.1

million in 2020. The chart below shows the participation of Desktop and Mobile video

advertising in the total revenue.

SUMMARY OF DIGITAL ADVERTISING

Having in mind the above charts, we can make few key expectations about this industry:

 Revenue in the "Digital Advertising" market amounts to US$ 363.1 million in 2016.

 The market's largest segment is the segment "Search Advertising" with a market volume

of US$ 135.0 million in 2016.

 $US 234.8 million of total revenue in the "Digital Advertising" market will be generated

through mobile in 2020.

 The retail industry accounts for the largest revenue share that is 3.68% of Display

Advertising revenues in 2016.

 From the chart below we can see the continuously growing revenues in this industry from

2014 to forecasting till 2020 (according to Statista). As we can see the highest

percentages of advertising is falling to banner advertising, search advertising, and social

media advertising coming second and video advertising and classified with the lowest

share but still increasing over the years.



LIST OF COMPETITORS

According to campaignasia.com portfolio of agencies, there are 67 advertising agencies in

Thailand. Below we’ve taken random 5 digital advertising agencies and 2 Outdoor agencies.

DIGITAL ADVERTISING AGENCIES

 Neat Interactive -

 J. Walter Thompson (JWT)

 Lowe Thailand

 PHOINIKAS

 Leo Burnett Group Indonesia

OUTDOOR ADVERTISING AGENCIES

 PUBLICITAS

 Master Ad Public Company Limited (MACO)

RELEVANT ASSOCIATIONS

Digital Advertising Association Thailand (DAAT)- The purpose of the establishment of the

Digital Advertising Association (Thailand) is to promote the value of digital media and build

credibility. To educate and develop personnel and to fill industrial digital advertising potential.



To optimize the performance of digital advertising and expanding needs of the digital media

advertising market. To honor creating a better understanding between members.

Advertising Association of Thailand (AAT) - the basic principles of AAT are that all advertising

must be legal, honest and honored to present the truth, advertising should not conflict with good

moral. Also, the advertising should work under the principle of fair competition.

Media Agency Association of Thailand (MAAT) – The mission of MAAT is the prosperity and

stability of the media industry, development of human resources in the field of media agencies

and media business and to foster.



MARKET RESEARCH INDUSTRY IN THAILAND

OVERVIEW

The information consists of Global Market Research data and Global Prices Study data (both by

ESOMAR), as well as National Market Research Association information and business advice

from the local ESOMAR Representative. In turnover, Thailand is the 25th largest market for

market research globally and the 6th largest in Asia (Pacific).

If we look at the Market research growth rate 2012/2013 on Asia Pacific, we can see that

Thailand has a growth from US$ 114 million in 2009 to US$ 168 million in 2013.



DIRECT COMPETITION

As for competition, Thailand is the 25th largest market for market research globally and the 6th

largest in Asia (Pacific). By the ESOMAR, there are 14 market research agencies specialize in

specific industries. Of our primary concern are market research agencies with a focus on

financial industry. Here is the list of the top 10:

 ABN Impact – They are independent market research agency and they operate across

Asia. They offer full service of traditional research as well as innovative approach.

 Ipsos – A subsidiary of the only independent global market research company controlled

and managed by research professionals. They provide a long list of services in various of

the field and they operate worldwide. They are part of ESOMAR and TMRS association.

 Acorn Marketing & Research Consultants CO LTD – There are one of Asia largest

independent research network. With over thirty years of experience, they have earned the

reputation for quality, insightful, actionable for marketing decisions. They are part of

ESOMAR and TMRS association.

 GfK - Delivers vital global insights matched with local market intelligence from more

than 100 countries. They operate in many industries including financial services,

technology, public services, etc. This company has 2301 employees and the sales for

2014 is 161.0 million euro in Asia and Pacific.

 INNOV8ASIA – It is an independent market research agency, the focus on business to

business and consumers. Founded by a senior industry practitioners Khalid Khan and

Brooke Courtney, who have 50 years of experience together in the market research

industry. They also have special services like market research training courses, insight

generation, strategy, business planning etc.



 CNS Research LTD. – They provide comprehensive service market research. All are

research designed as for ad hoc research both Quantitative and Qualitative. They have

been awarded the ISO 9001 certificate for the high standard of the quality working

process. They are part of TMRS association.

 INTAGE (Thailand) CO. LTD – Intage Thailand is a subsidiary of INTAGE Inc., and

they are the largest market research company in Japan (global rank 9). They are well

equipped with high experienced project management team and 800 well-trained

fieldworkers. They are part of TMRS, associations.

 BMRS Asia – Founded in by British and local experienced research professionals, they

had worked for many years with the top 5 global research companies. And the research

directors have lived in Asia for a minimum of 10 years and understand the local language

and cultures. This mix of talent means that they can truly claim to have both local

understanding combined with global knowledge and insight. They are part of TMRS,

associations.

 Anova Marketing & Research Consultants CO, LTD. - They offer market research

service in all areas both qualitative and quantitative. Anova is the only paper-less market

research agency in the Mekong region in which the data is captured online or off-line by

tablets with 100% validations. They can provide faster turnaround time to data with

strategic, actionable recommendations. They are part of TMRS, associations.

 Video Research International (Thailand) LTD. – They are integrated marketing

information company. They are not only specializing in all audience measurement, media

research, but also, they have a broad range of marketing research systems, both

quantitative and qualitative surveys. They also have affiliations in Tokyo and USA.

LIST OF RELEVANT ASSOCIATIONS

ESOMAR- Founded in 1948 their aim has been to promote the market and opinion research in

effective decision-making. With over 4900 members in more than 130 countries, they have

moved the Market research industry to a new level. Their membership fees are:

 For individual membership – US$ 372.



 For corporate member as a client – US$ 2819.

 For corporate member as an agency is from US$ 1579-3947.

Thailand Marketing Research Society (TMRS) – TMRS, comprised of market researchers, social

researchers and users of market research, is aimed at promoting and upgrading the market

research industry in Thailand to international levels. Here is the membership type and the

membership fee:

 Individual membership - US$ 14

 Corporate (Marketing Research Company) – US$ 229

 Corporate (General Company) - US$ 143

 Student – US$ 5



INDIA

MARKET OVERVIEW

The current population of India is 1,322,117,977 and ranks number 2 in the list of countries by

population, right after China. 57% of the whole population are in the age group 18-25. Current

male population is 51.6% vs. female population 48.4%. India will add 110 million people to its

labor force in the next 10 years, including youth and women entering the workforce.

Over the next 40 years, India is projected to add 424 million working-age adults. If India can

increase women's labor force participation by 10 percentage points (68 million more women) by

2025, India could increase its GDP 16%.

India has one of the lowest female labor force participation (FLFP) rates— typically measured as

the share of women that are employed or seeking work as a share of the working-age female

population — among emerging markets and developing countries. At around 33% at the national

level in 2012, India’s FLFP rate is well below the global average of around 50%. Accordingly, a

FLFP rate of 33% implies that only 125 million of 380 million working-age Indian females are

seeking work or are currently employed.

From the chart below, it can be concluded that in all executive levels the percent of a woman is

very low in contrast to man where they dominate.

As incomes rise, women’s labor force participation often falls, only to rise again when female

education levels improve and consequently the value of women’s time in the labor market

increases.

The adult literacy rate (age 15 years old and above) has shown an upward trend. During the

period 2001 to 2011, the adult literacy rate had increased from 61 per cent in 2001 to 69.3 per



cent in 2011. The increase in literacy rate has been higher for females (11.5 percentage points)

than that for males (5.4 percentage points).

India represents the fastest growing region in the global economy. Of significance, is that more

than half the populations in Country are women. Financial literacy is important for the women in

India where rapid economic and financial transformation is occurring. In India, the innovative

and multidimensional financial literacy training programs become well established over the last

several years.

The table below shows whether the women attended Formal or Informal Financial Literacy

Program (63% vs. 62%) they feel empowered, which emphasizes the need for the Financial

Literacy Programs and especially for women.

A way forward for Indian banks can be based on the example of Exim Bank. With IFC’s help,

Exim Bank partnered with Sero Lease and Finance, a micro-leasing company in Tanzania, to

successfully help women graduate from microfinance to the formal banking sector by facilitating

the transfer of borrowers’ good credit histories from microfinance institutions to commercial

banks. The program has committed $1 million to target 30,000 women. The program includes

training on business planning, management, and banking services such as the loan application

process.

If we look at the period 2000-2015, we can see a drastic improvement from 5 million Internet

users up to 375 million users in 2015. If we look at the chart, we can see that the internet

penetration is 30% and as users in Asia they have 23%.



EVENT INDUSTRY IN INDIA

The past decade of the Indian economy have witnessed an alarming growth in the size of Event

Management Industry. It has

grown by leaps and bounds in the

recent past, and most of the

experts in the industry strongly

believe that this is just the

beginning of a new era. According to

the survey done by some leading

Research agencies, the organized Event Industry in India is expected to grow by at least by 25%

annually and is estimated to reach US$ 81.675 by 2014-15. The figure shows the progress of

event industry in India. The scope of events is wider day by day, which means that in India exists

all types of events, including business events,

corporate seminars, workshops, training

programs, educational events, etc. The next

figure shows the growth of Event Industry in

India compared to USA and Asia.

Another fact about event industry in India is the

number of organized events in 2014-15. The chart shows some expected organized events from

2013 until 2017 and does not include the multitude of “unorganized events” companies spread

across the country. The events’ size for 2013-14 was US$549.87 million, 2014-15 was

US$632.29 million. Expected size of the event industry for 2015-16 is US$733.41 million and

for 2016-17 is US$858.15 million.



From 2002 up to date, in India are organized 5998 different-oriented events, from whom 295

events are finance-oriented. The chart below shows that 23% are corporate events, such as

business meetings, workshops, seminars, and conferences.

India lacks the good infrastructure to promote event industry. The first and only international

convention center that India has is the Hyderabad International Convention Center. Other venues

include exhibition centers and hotel convention centers: Bangalore International Exhibition

Center, Bombay Exhibition Center, Pragathi Maidan, Indian Expo Mart, Chennai Trade Center

and large convention centers are among the tops venues.

LIST OF RELEVANT ASSOCIATIONS

In India, there are a lot of woman organizations, event associations which organize different

events, including financial events. Below will be explained the most appropriate organizations

and associations in India related to woman and finance.

1. The Event and Entertainment Management Association (EEMA) – non-profit

registered bogy of companies, institutions and professionals operating within Events.



EEMA’s member base includes students, young professionals, agencies, artists,

associations, etc.

2. Financial Planning Standards Board India (FPSBI) – organization which educates the

public on the benefits of Financial Planning. FPSB India has been organizing various

theme-based seminars such as “Second Financial Planning Congress 2007”, “Economic

& Financial Literacy: Seeking a blueprint of India”, etc.

3. The SME Finance Forum - works to expand access to finance for small and medium

enterprises. They have a lot of financial events and webinars.

4. Federation of Indian Women Entrepreneurs (FIWE) – provides training facilities to

Women Entrepreneurs, promote Entrepreneurship among Women and thereby empower

them to join the economic mainstream. Their target group is all women from rural, urban,

national and international areas aspiring to be socially and economically self-reliant and

empowered. FIWE’s clientele or membership comprises of 90% women, 80% of a rural

segment of which 50% belong to low-income group. They have events and seminars for a

woman such as banking on woman, women entrepreneurs’ conference and other business

events.

DIRECT COMPETITION

All finance-oriented events, conferences, workshops and seminars in India are organized by

different associations, NGO’s, banks, business universities and companies. Here will be listed

the most relevant companies as direct competitors in finance-oriented events in India.

1. Immensoft Business Intelligence (IMNBI) – company oriented in organizing and

delivering state-of-the-art Business Conferences. Its event’s portfolio is large, from

Conferences, Forums & Symposiums to Trainings & Workshops.

2. International Business Conferences (IBC) – company focused on conferences,

workshops, seminars, and forums. They covered various industries including finance

(Financial Articles, Corporate Finance, Credit Risk, Derivatives, Financial Modeling,

Investment & Portfolio Management, etc.). IBC's event calendar consists of Industry

Specific Events.



3. YOOGMA Business Services LLP – Indian company which offers conferences, public

workshops, in-house training, banking and finance trainings. The duration of its financial

trainings is one-to-two days.

4. Confianza – offers a wide range of Conclaves, Conferences, Training Programs, Product

Launches, Brand Promotion, Road Shows and Corporate Events. Examples of their

training programs are: Finance Training, Management Training, Sales and Marketing

training, etc.

5. India Inc. – London-based India Inc., which delivers business opportunities for clients

around India's increasingly globalized economic agenda and offers business events.

6. FinanceWalk - dedicated website for finance training programs providing Equity

Research Training, Investment Banking, Financial Modeling courses online and

classroom programs.

7. VRIDHI – financial consultancy company which offers financial seminars and one-day

workshops (financial planning, money management, etc.).

In addition to companies, there are several schools and universities that organize finance-

related events.

 The Indian School of Microfinance for Women (ISMW) – school focused to

spread financial literacy, especially women by building their financial awareness,

knowledge and skill to enable them to manage their finances and thereby making

them financially self-reliant and provide them better and secured future. ISMW offers

events and microfinance training. The school launched programs to improve financial

literacy and to provide financial inclusion to 12,500 of women.

 Other relevant competitors who offer financial events, seminars and workshops are

the Business Universities in India (Indian Institute of Management Calcutta)

 Indian Institute of Finance, etc.



ADVERTISING INDUSTRY IN INDIA

OVERVIEW

The Indian government has given tremendous support to the advertising and marketing industry.

Advertising expenditure is likely to increase in the financial sector, driven by Reserve Bank of

India (RBI) policies which could result in a more favorable business environment. The online

advertising market in India is expected to touch US$ 538.09 million in 2015 from US$ 413.92

million in 2014. The Internet's share of total advertising revenue is anticipated to grow twofold

from eight per cent in 2013 to 16 per cent in 2018. Online advertising, which was estimated at

US$ 436.50 million in 2013, could jump threefold to US$ 1.51 billion in five years, increasing at

a compound annual rate of 28 per cent. It is interesting to note that Indians paid US$ 3.79 billion

to access the Internet in 2013.

The chart below contains data on the online advertising expenditure in the Asia-Pacific region

from 2010 to 2012 with forecast until 2016. The source predicts online ad spending in Asia-

Pacific to reach 53.16 billion U.S. dollars in 2016.

From the next chart, it can be seen that in India there are 375 million of active internet users from

1.319 million total population.



However, television will continue to be the biggest advertising medium in India, even in 2020.

Television and print remain dominant. Vernacular newspaper advertising continues to drive

growth in print media while television continues to offer the highest reach. As it can be seen

from the chart, digital media will remain the fastest growing platform, but India is one of the few

large markets where all traditional media platforms, especially TV, will show positive growth.



DIGITAL ADVERTISING

Digital advertising continues to show the maximum growth with 45% in 2015, and an expected

47% growth in 2016. CVL Srinivas, CEO’s GroupM South Asia said in a note that “India is the

fastest growing ad market among all the major markets of the world.”

The market Digital Advertising includes the following sub-segments: 1) Banner Advertising, 2)

Video Advertising, 3) Search Advertising, 4) Social Media Advertising and 5) Classifieds. Here

it will be looking at each of them separately.

BANNER ADVERTISING

A web banner or banner ad is a form of advertising on the World Wide Web delivered by an ad

server. It is intended to attract traffic to a website by linking to the website of the advertiser.

Revenue in the "Banner Advertising" segment in India amounts to US$ 310.4 million in 2016.

Revenue is expected to show an annual growth rate (CAGR 2016-2020) of 16.82% resulting in a

market volume of US$ 578.0 million in 2020. The average revenue per Internet user currently

amounts to US$ 1.38. The revenue in the "Banner Advertising" segment currently corresponds to

0.01% of the country's GDP. The chart below shows the participation of banner advertising

desktop and mobile in total revenues.

SEARCH ADVERTISING

Search advertising requires advertising through search engines, each with their specific

advertising management platforms--Yahoo search advertising requires using Yahoo!

Advertising!, Microsoft uses adCenter, and advertising on Google requires using AdWords.



India’s revenue in the "Search Advertising" segment amounts to US$ 780.1 million in 2016.

Revenue is expected to show an annual growth rate (CAGR 2016-2020) of 15.07% resulting in a

market volume of US$ 1,367.8 million in 2020. The average revenue per Internet user currently

amounts to US$ 3.47. The revenue in the "Search Advertising" segment currently corresponds to

0.03% of the country's GDP. The chart below makes an overview of search advertising desktop

and mobile participation in total revenue.

SOCIAL MEDIA ADVERTISING

Social network advertising is a form of online advertising that focuses on social networking

services (Facebook, Twitter, LinkedIn, Pinterest). India’s revenue in the "Social Media

Advertising" segment amounts to US$ 249.2 million in 2016. Revenue is expected to show an

annual growth rate (CAGR 2016-2020) of 10.48% resulting in a market volume of US$ 371.2

million in 2020. The average revenue per Internet user currently amounts to US$ 1.11. The

revenue in the "Social Media Advertising" segment currently corresponds to 0.01% of the

country's GDP. This chart shows the participation of social media advertising desktop and

mobile in total revenue.



CLASSIFIEDS

Revenues from classified ads are the fees paid by an advertiser to display an ad or listing around

a specific vertical such as automotive, recruiting or real estate. The fee has to be paid by the

advertiser, regardless of the outcome of the ad, instead depending on factors such as the ad's

position, size or display duration. India’s revenue in the "Classifieds" segment amounts to US$

160.1 million in 2016. Revenue is expected to show an annual growth rate (CAGR 2016-2020)

of 6.93% resulting in a market volume of US$ 209.3 million in 2020. The average revenue per

Internet user currently amounts to US$ 0.71. The revenue in the "Classifieds" segment currently

corresponds to 0.01% of the country's GDP. The chart below makes an overview of classifieds

desktop and mobile participation in total revenue.

VIDEO ADVERTISING

Video ads are an exciting and interactive way to engage customers on YouTube and across the

web. Revenue in the "Video Advertising" segment in India amounts to US$ 103.9 million in

2016. Revenue is expected to show an annual growth rate (CAGR 2016-2020) of 68.90%

resulting in a market volume of US$ 845.5 million in 2020. The average revenue per Internet

user currently amounts to US$ 0.46. The revenue in the "Video Advertising" segment currently

corresponds to 0.00% of the country's GDP. This chart shows the participation of video

advertising desktop and video advertising mobile in total revenue.



SUMMARY OF DIGITAL ADVERTISING

From all previous charts it can be examined several expectations of Digital Advertising industry

in India:

 Revenue in the "Digital Advertising" market amounts to US$ 1,603.8 million in 2016.

 The market's largest segment is the segment "Search Advertising" with a market volume

of US$ 780.1 million in 2016.

 US$ 1,605.3 million of total revenue in the "Digital Advertising" market will be

generated through mobile in 2020.

 The retail industry accounts for the largest revenue share; that is 3.49% of Display

Advertising revenues in 2016.

 The chart below shows a summary of all types of digital advertising from 2014 to

forecasting till 2020 (according to Statista). It can be concluded that there are a

continuously growing revenues through this year from which the highest percentages of

advertising is falling to search advertising. The second place is for banner and social

media advertising. After they is coming classifieds and the lowest percentage is falling to

video advertising but still increasing over the years.



DIRECT COMPETITION

In India, there are around 200 advertising agencies and below will explain several foreign and

domestic advertising agencies which are the most relevant.

Foreign advertising agencies:

1. Ogilvy & Mather Ltd - well known and among the top Advertising companies in India

founded by David Ogilvy and has offices in more than 150 countries worldwide. They

offer various services like advertising, digital production, PR, etc.

2. GWT Hindustan Thompson Associates - One of the oldest advertisement company in

the world, JWT was founded in the year 1864. The company has been operating in more

than 90 countries worldwide, and it is a leading advertisement company in India

Reference: Nestle, Unilever, DTC, etc.

3. Rediffusion – DY&R - is a part of WPP group which is rated one among the leading

advertising agencies in India. The company offers various services which include

advertisement, consultancy, web design, social media, promotion and program setups.

Reference: ActionX, mindshare, Mutual Mobile, ZappiStore, etc.

4. Mudra Communications Ltd - founded in 1980 an Omnicom/DDB Worldwide Group

Company is a leading advertising company in India. It has offices in fifteen cities in

India. Its scope of services run the gamut through Advertising, Media Planning &

Buying, Digital & New Media, etc.



Reference: HDFC, Akai, Future Group, Ashok Leyland, Asian Paints, Bata, Cipla, Aircel

& Reebok.

5. McCann-Erickson India Ltd - A highest ranked company in the advertising agencies in

India McCann has offices in 120 countries. McCann has been awarded the Global

Agency of the Year by Adweek thrice.

Reference: Coca Cola, MasterCard commercial and Nescafé.

6. Trikaya Grey Advertising (India) Ltd - offers a variety of services like advertising,

marketing, entertainment, customer relationship management, etc. Based in New York,

U.S. company has offices in 96 countries including India, Bangladesh, Thailand,

Malaysia, Canberra, Korea and more.

Reference: GlaxoSmithKline, Procter & Gamble, Volkswagen and other renowned

brands.

7. Chaitra Leo Burnett Pvt Ltd - Rated among the top 10 advertisement agencies in India,

Leo Burnett, is a Chicago-based advertisement company established in 1998. The

company is operating in India from their regional offices based in Bangalore, Karnataka.

It has over 100 offices located in different parts of the world.

Reference: McDonald’s, Limca, Samsung Mobiles, etc.

Domestic advertising agencies:

1. Pressman Advertising and Marketing Ltd - a well-known name in the advertising industry

in India, having a presence in many cities includes Siliguri, Mumbai, Kolkata, Delhi,

Chennai, Bhubaneswar, Hyderabad, Bangalore, Nagpur, Guwahati, and Patna. Pressman

is India’s ISO 9001:2008 certified agency.

2. RK Swamy BBDO Advertising Ltd - started the advertisement business in the year

1973 and became leading brand since then. The company merged with BBDO and

renamed it to RK Swamy BBDO advertising. They have various services, such as

advertising, marketing services, etc.

Reference: Air India, Mercedes-Benz, Piaggio, Asia motors, Volvoline cummins etc.



3. CONTRACT Advertising - one of India’s leading integrated advertising agencies in

Mumbai. Contract has cross-functional specialists across its division’s iContract

(Digital), Business (Core) Consulting & Design Sutra (Corporate Identity & Retail

Design) that work on some of the biggest blue-chip brands across its offices in Mumbai,

Delhi, and Bengaluru.

Reference: Domino’s, Dabur, Acer, etc.

RELEVANT ASSOCIATIONS

To monitor certain standards and fairness in the domain of advertising, Advertising Standards

Council of India was established in India in 1985. Advertising Standards Council of India

(ASCI) is a voluntary self-regulatory organization. The role and function of the ASCI are to deal

with complaints received from consumers and industry against advertisements which are

considered as false, misleading, indecent, illegal, leading to unsafe practices or unfair to

competition and in contravention of the advertising code laid down by the ASCI. While

safeguarding consumer interests, ASCI also monitors and guides the commercial

communications of practitioners in advertising. ASCI adopted a Code for Self-Regulation in

Advertising, which is committed to honest advertising and fair competition in the market-place.

It stands for the protection of the legitimate interests of consumers and all concerned with

advertising - advertisers, media, advertising agencies and others who help in the creation or

placement of advertisements.

Below will be explain other relevant associations:

1. The International Advertising Association (IAA) - is a unique strategic institution that

addresses the common interests of all the disciplines across the full spectrum of

marketing communications from advertisers to media companies. They have two types of

memberships: Young Professional Memberships and Individual Memberships (agencies,

advertisers, media organizations).

2. The Internet and Mobile Association of India (IAMAI) - a young and vibrant

association with ambitions of representing the entire gamut of digital businesses in India.

It was established in 2004 by the leading online publishers, but in the last eleven years

has come to address effectively the challenges facing the digital and online industry



including mobile content and services, online publishing, mobile advertising, online

advertising, e-commerce and mobile & digital payments among others. With a

membership of 125 Indian and multinational companies, and offices in Delhi and

Mumbai, are well placed to work towards charting a growth path for the digital industry

in India.



MARKET RESEARCH INDUSTRY IN INDIA

INDUSTRY OVERVIEW

The information consists of Global Market Research data and Global Prices Study data (both by

ESOMAR), as well as National Market Research Association information and business advice

from the local ESOMAR Representative. In turnover, India is the 21st largest market for market

research globally and the 5th largest in Asia (Pacific) and 75% of turnover originates from

domestic clients, and 25% comes from international clients. If we look at the Market research

growth rate 2012/2013 on Asia Pacific, we can see that India has a growth from US$ 174 million

in 2009 to US$ 252 million in 2013.

If we look which type of companies spend most on Market Research the, table below shows that

manufacturing industry spends the most in the Market Research (59%), followed by research

institutes (20%), and Others (13%).

Market Research in India is about 3 decades old, with just 2-3 key players in the first decade.

The second decade saw the emergence of more Market Research companies owing to growth

opportunities. Today there are about 15-16 main players in the Indian market research industry.

Market Research in India has grown over the years and moved towards becoming an industry

from a craftsmen’s guild. Research products have become center stage –Rate of Growth annually



was about 12-15 % before there was a recession period in early 2000. However after this

stagnancy in the early 2000 period, currently it is growing at the rate of about 18-20 % per

annum. (source)

In 2014, the technology enabled fast data collection and crossed 50% mark with nearly 55% of

all quant interviews being Computer- Assisted Personal Interviewing (CAPI) Computer-assisted

telephones interviewing (CATI), Web, and Mobile based. This is an important landmark for

Indian industry and will further help in improving data quality.

CHALLENGES FOR MARKET RESEARCH

India is ranked on the 12th IMD Global ranking of national culture that ranked countries on their

openness to foreign ideas. It's ranked 8th in flexibility and adaptability of people when faced with

challenges. They are also very demanding; they want big quality for the low price, and they

demand more from research studies from any other market in Asia. In India, a vast majority of

primary data collection still happens through pen and paper in face-to-face interviews (over

65%). These interviews are conducted using field interviewers, most of which sustain themselves

on per-day-basis earnings. A typical field interviewer in India is likely to earn a little over US$

6.00 a day, which can sometimes impact the quality of data that is collected. While the

penetration of mobile phones is significant (over 600 million unique mobile connections – or

about 53%), the internet incidence is quite low (about 10.2% according to Internet World Stats)

which is why there is a higher dependence on pen and paper. India is also evolving into a service

economy with telecom, financial services, and retailing emerging as new growth sectors. Indians,

very true to their tradition, love to discuss a lot. This tradition is to ensure that through

discussions and wider wisdom, the best solution emerges. This is a bit different compared to

some other cultures, where not many people have the right to have a point of view. Foreign

clients who respect this tradition are likely to gain maximum contribution from their Indian

partners.

COMPETITION

The key players in today’s Market Research industry are ACN –ORG-Marg, IMRB, TNS,

Synovate (bought by Ipsos), Indica (part of Ipsos group), Quantum Market Research, Research-

International (merged with TNS). These are general market research key players, and in the



coming section, we will focus on specific research agencies that have focused on financial

industry. From the 30 (link) companies here are the top 10:

 IMRB International - IMRB is the best marketing research company in India

established in the year 1970, it is a part of WPP Company which has global existence in

more than 100 countries. IMRB is a globally recognized brand in research sector and for

past many years, it is leading Indian market. They are part of ESOMAR association.

 RNB Research - It is an ISO 9001:2000 certified market research and data collection

organization which has existence in many countries including India, China, Russia,

Philippines, South Africa and Thailand. The company was established in the year 1995.

RNB Research is rated among the top 5 Marketing Research Companies in India. They

are part of ESOMAR association.

 TNS India Pvt Ltd - TNS is a leading marketing research company focused on

delivering the insight of business. The company has global footprint and existence in

more than 100 countries. It is headquartered in London, UK. They are part of MRSI

society.

 Hansa - Hansa Research is a Worldwide Market Research Company, which mainly

operates in India as well as United States of America. Hansa Research has a broad range

of offering for various sectors like Financial Services, Consumer Product, Media,

Telecom, etc.. Hansa Research has been only Indian Market Research Firm to achieve a

significant position in market research sector in the USA.

 Market Resonance - Market Resonance is an independent full-service marketing

research agency offering both Quantitative & Qualitative research services to a diverse

range of clients based in India and around the globe helping them make the right business

decisions. Our clients include Indian corporates, marketing research companies &

consulting firms.

 Kadence - Founded in 1992, Kadence works with some of the world’s largest brands,

providing global coverage at a local level. Our specialist researchers work with clients

across a wide range of business markets to deliver insight and knowledge rather than just

data.



 ROBAS Research - Robas Research is a Young & Dynamic market research and insight

agency which provides optimized outputs to advance and excel your current business. A

full-service Market Research Firm in every sense of the term, Robas Research provides

data collection services, project management, and complete insight delivery. They are

part of ESOMAR association.

 ASPLOR Research Private Limited - Asplor Research is a full-service Market

Research company focus on delivering market Research and panel solutions to the clients

requiring unbiased strategic information. Established in 2015 with a goal to deliver

groundbreaking data and insights to our clients.

 Impetus - Impetus Field Operations is one of the emerging organization in India in last

few years. The top leaders of Impetus are professionally qualified with vastly

experienced in the field of data collection makes Impetus as the organization with a

difference. Not only they believe in sanctity of data but they also strongly believe in out

of box thinking & multiple approaches, innovative tools for data collection.

 Borderless Access Panel PVT. LTD - Borderless Access specializes in providing online

market research surveys & panels in emerging markets. We have over 1.5 million

proprietary panelists in 21 countries & conduct over 2 million surveys across all our

markets annually. They are part of CASRO association.

RELEVANT ASSOCIATIONS

 MRSI- Is a Market research society of India that is a unique non-profit autonomous

market research body formed by a large group of market research suppliers from all

across India. Founded in 1988 it is a proactive, dynamic and neutral society that is

striving to improve the professional standards of the market research in India. They have

open membership to Market research and several types of membership:

Membership type Entrance fee US$ Annual fee US$

Full Corporate Member 420 420
Associate Corporate Member 255 255

Educational Institute Member 255 255

Individual Member 25 25



 ESOMAR- Founded in 1948 their aim has been to promote the market and opinion

research in effective decision-making. With over 4900 members in more than 130

countries, they have moved the Market research industry to a new level. Their

membership fees are 1) For individual membership – US$ 372, 2) For corporate

member as a client – US$ 2819 and 3) For corporate member as an agency is from

US$ 1579-3947.


