
Ken Sonenclar, Oaklins' market research specialist, is 
pleased to share some high-level industry intelligence 
in this edition of Spot On.

“Technology is transforming the fi eld of shopper 
marketing. Long a slow-moving, reactive segment 
of market research, the infusion of new algorithms, 
sensors and databases, plus a bottomless well of cheap 
computing power, has brought shopper marketing 
alive. As the article below, written by my colleague 
John Matthews, observes, shopper marketing is now 
a dynamic, in-the-moment activity, in which data is 
gathered and analyzed quickly enough to infl uence 
behavior before a shopper can click to a new site or 
walk to the next aisle.

“In a similar vein, a recent visit to Seattle, home to 
Amazon, Microsoft and countless tech innovators 
that orbit those twin suns, introduced us to a small 

but signifi cant company disrupting both focus 
groups and insight communities. What is interesting 
(and depressing for long-time market research 
practitioners) is that the founder has no background 
in the sector. Rather, he was – and is – an engineer 
who simply recognized an everyday problem facing 
marketers: how diffi  cult, time-consuming and 
expensive it is to engage real consumers in a two-
way dialog. The result is the pop-up-store version 
of a focus group, enabled by cheap bandwidth, an 
intuitive user interface and a clever business model. 
Does this off ering replace big, expensive, battle-tested 
and methodologically pure focus groups and insight 
communities? No. But it does the job well enough in 
enough instances that the company is growing faster 
monthly than most market research companies grow 
in a year. It is also taking market share from other 
players who can react in only three ways: ignore it, 
mimic it or buy it.”

MARKET RESEARCH
SPOT ON

SHOPPER-MARKETING INNOVATIONS WILL DRIVE DEALS

Shopper-marketing research is a branch of consumer 
market research that helps retailers and Consumer 
Packaged Goods (CPG) brands better understand 
shopper cohorts while targeting individual shoppers 
more accurately. 

Traditionally, shopper marketing combined consumer 
insights gained from consumer surveys and customer 

data, including purchase histories captured and 
managed in CRM databases. That data was used to 
segment and target shoppers with more personalized 
advertising and off ers. Catalogue merchants (precur-
sors of today’s online shopping websites) and grocery 
chains such as Tesco in the UK pioneered these early 
shopper-marketing methods. 
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The future of shopper marketing

Activating shoppers 

Fast-forward to today and shopper marketers have a 
wealth of additional data to augment these traditional 
(and still useful) sources. But the pendulum has swung 
from simply understanding cohorts and individual 
shoppers to activating them. Whether they are sitting 
at their desk looking to fill their virtual cart or out and 
about in a real mall, shoppers can now be located and 
targeted with personalized advertising and offers, of-
ten based on purchase history, that attempt to direct 
them to the nearest store. This in-the-moment form 
of shopper marketing embraces technology that leve-
rages location awareness and stored shopper profiles. 
And this is increasingly replacing longstanding retail 
trade promotions.

Many new ways to capture shopper behavior and 
preference data have recently emerged. They range 
from pop-up surveys that capture data from shoppers 
when they are online or on their mobile phones to so-
cial-media tools that monitor shoppers’ online conver-
sations, capturing opinions, feelings and experiences 
about brands and products. Other ways to capture 
shopper-marketing data and shopper intent are 
search engines, brand and retailer chatbots in mes-
saging apps and voicebot devices like Amazon Echo, 
which enable voice-driven search, shopping and Q&A.  
A number of bleeding-edge social-media listening 
tools can even tie conversations to approximate 
locations. This enables the retail or brand marketer to 
detect if a conversation is about a live experience and 
intervene in a helpful way, if appropriate This ability 
to capture data and elicit views, combined with in-
creasing computing power to process huge amounts 
of data in real time, means that targeting shoppers 
with personalized advertising and offers can now be 
optimized in real time, catching the shopper in the 
moment, near the store. This collapses the time from 
research and data gathering to shopper activation 
from days, weeks or months down to seconds or less. 

Capturing the shopper journey

However, this ability to perform real-time shop-
per-market research does not override the need for 
more thoughtful and more strategic data gathering 

and deployment. Advances in digital camera tech-
nology and computer vision are providing retailers 
and brands with new insights into in-store shopper 
behavior. The ability to capture the shopper journey 
near and inside stores can be incredibly valuable to 
optimize store and packaging design. What’s more, 
heavy-duty machine-learning algorithms can today 
process huge amounts of data offline, right down to 
the level of the individual shopper. This can then be 
aggregated up into cohorts, generating models that 
can be deployed in real time for targeting shoppers.

We know from our own online experiences that stores 
like Amazon combine purchase history and browsing 
behavior, at their web store and elsewhere, using 
techniques like collaborative filtering. This information 
is used to present us with offers based on past purcha-
ses or to target add-ons to current purchases or to 
items in an online shopping cart. Although pioneered 
by online shopping websites, this individualized and 
optimized data-driven shopper targeting can now be 
directed toward shoppers on their mobile phones and 
even in some cases through in-store displays.

The shelves are getting smarter

Some of the innovative ways of gathering shopper 
data in-store include smart shelves that can detect 
when a shopper picks up a product from the shelf 
and know whether they put it down or take it to the 
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checkout. They can also measure how long a shopper 
handles a product before putting it back on the shelf. 
In-store smart-mirror displays allow shoppers to see 
themselves wearing clothing or accessories without 
having to physically try them on. These smart mirrors, 
using smart-fi tting algorithms, can virtually overlay 
the items of clothing and accessories while shoppers 
look at themselves. At the same time, each smart mir-
ror captures data on what the shopper has shown an 
interest in, enriching the retailer’s customer fi le.

As should be clear, technology is transforming 
shopper marketing from a back-offi  ce function that 
suff ered from “fi ghting the last war” to a front-offi  ce, 
real-time, in-the-moment and highly valuable utility. 

Agencies fi ghting to stay relevant

This presents a challenge to traditional shopper-mar-
keting research and marketing agencies to stay 
relevant. You can liken this to a shift in emphasis 
from the top of the marketing funnel to lower down 

nearer the point of choice and purchase. To continue 
to service their retail marketing and CPG clients, the 
more traditional shopper-marketing agencies need 
to acquire the expertise to combine and deploy new 
technologies and techniques. At the same time, provi-
ders of shopper-marketing tools to agencies, retailers 
and brands also need to off er more complete and 
integrated solutions to their customers. 

This dynamic will drive M&A in shopper-marketing 
market research for the next few years. To stay re-
levant, agencies and tool providers must acquire the 
add-on expertise and technologies that are increa-
singly being demanded, and in some cases already 
deployed, by their leading-edge customers. In a few 
years, the demand will also come from their not-so-
leading-edge customers. 

More than anything, this is becoming a data play as 
more information gives increased understanding 
about shoppers and as new technologies enable that 
data to be processed, analyzed and deployed in or 
near real time.

Shopper marketing has more than doubled as a percentage of total spending over the past fi ve years. Digtial 
advertising has also skyrocketed as traditional advertising has tumbled.
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Multiples of listed companies

Company

Share 
price 
(US$)

52-
week 
high

% of 52-
week 
high

Market 
cap 

(US$m)
TEV 

(US$m)

LTM 
revenue 
(US$m)

LTM  
EBITDA 
(US$m)

LTM 
EBITDA 
margin

TEV/ 
LTM 

revenue

TEV/
LTM 

EBITDA

22.11  23.09  96% 20,073.9 23,577.1 4,439.0 1,548.0 34.9% 5.3x 15.2x

24.01  25.56  94% 17,758.9 15,273.2 2,428.9 225.9 9.3% 6.3x 67.6x

96.00  98.60  97% 15,810.4 18,546.4 2,081.0 963.0 46.3% 8.9x 19.3x

36.40  45.73  80% 12,964.5 20,950.5 6,467.0 1,675.0 25.9% 3.2x 12.5x

123.15  130.02  95% 11,163.7 13,883.5 3,000.2 367.0 12.2% 4.6x 37.8x

69.20  82.32  84% 5,518.3 4,575.0 878.4 (112.3) NM 5.2x NM

27.56  30.40  91% 2,185.1 2,245.7 885.9 79.7 9.0% 2.5x 28.2x

36.86  42.79  86% 1,536.4 2,154.3 2,034.1 226.4 11.1% 1.1x 9.5x

56.06  58.16  96% 979.6 945.7 116.0 38.8 33.5% 8.2x 24.3x

52.50  57.95  91% 978.7 1,202.3 1,197.5 113.4 9.5% 1.0x 10.6x

23.91  31.07  77% 939.5 1,242.2 321.2 67.3 21.0% 3.9x 18.4x

7.84  8.58  91% 800.8 842.3 143.9 24.1 16.7% 5.9x 34.9x

44.20  47.75  93% 794.5 660.5 330.7 36.5 11.0% 2.0x 18.1x

13.01  13.32  98% 519.6 453.3 439.4 50.5 11.5% 1.0x 9.0x
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Multiples of listed companies (continued)

Company

Share 
price 
(US$)

52-
week 
high

% of 52-
week 
high

Market 
cap 

(US$m)
TEV 

(US$m)

LTM 
revenue 
(US$m)

LTM  
EBITDA 
(US$m)

LTM 
EBITDA 
margin

TEV/
LTM 

revenue

TEV/
LTM 

EBITDA

4.28  4.46  96% 450.5 419.1 141.1 16.2 11.5% 3.0x 25.9x

4.17  4.63  90% 181.0 274.3 257.2 15.7 6.1% 1.1x 17.5x

0.95  1.65  57% 59.3 59.9 394.1 6.1 1.6% 0.2x 9.8x

Median: 3.2x 18.3x

Mean: 3.7x 22.4x

Data source: Capital IQ
Market cap and Total Enterprise Value (TEV) based on closing stock prices on 31 December 2017
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It is rare to find the world’s major economies growing in parallel, but that is where we find ourselves at the dawn of 
the new year. Per the accompanying Goldman Sachs chart, which compares GS forecasts with consensus estimates 
aggregated by Bloomberg, expansion is the global order of the day. Japan, though not stellar, manages to chug 
along and Spain’s revival continues. Even Brazil, which contracted severely in 2015 and 2016 and eked out only a 
miniscule gain in 2017, will likely shoot forward this year. India and China continue their frantic expansions, and 
even Russia is spiking upward despite flat oil prices. The US, though nowhere near Donald Trump’s predictions, 
should post healthy 2.5 percent growth.

Of course, we remain just one misconstrued 
tweet from disaster, but the world’s unified 
economic upswing (with inflation generally 
tamped down) is the best possible news for the 
market research industry, both the multinational 
suppliers and the independent firms that serve 
their local markets and maybe the country next 
door. Marketing is often the first budget cut 
when belts need tightening and feels flush when 
the economic arrows point up and to the right, 
so 2018 could be a banner year and a busy one 
for bankers with clients who understand that the 
best time to sell is when the going is good.

Strong Growth Continues
With easy financial conditions and some support from fiscal policy, we expect continued
strong expansion in the world economy next year.  As shown in Exhibit 6, we project
real GDP growth of 4.0% in 2018, notably above consensus expectations.  The strength
is quite broad-based across advanced economies, including above-trend growth in the
US (at 2.5% in 2018), Euro area (2.2%) and Japan (1.6%). The UK is the main DM
underperformer, growing only 1.3% in 2018 as higher inflation weighs on real income
growth and consumption.

By and large, the message of strength carries over to the emerging world as well,
though with greater differences across countries.  We are most positive in India and
Russia, where growth is still rebounding from—partly idiosyncratic—weakness, and we
also expect Brazil to continue recovering.  By contrast, China appears to be slowing
modestly, with our CAI down from a peak of 7.5% in June to 6.6% in October.  While
some of the most recent softness may be due to special factors (including the
conclusion of the Party Congress), we also expect a drag on growth from reforms aimed
at curbing the negative externalities of past expansion, including measures to contain
financial risk, and improve the environment.  We therefore expect Chinese growth to
slow gradually from 6.8% in 2017 to 6.1% in 2019.

Meanwhile, a number of encouraging signs have emerged that the global economy’s
supply-side performance may be improving at last.  Exhibit 7 shows that labor
productivity growth in advanced economies has started to accelerate, with the latest
numbers pointing to a pickup in DM productivity growth to almost 1%, up from only
0.1% in early 2016.  Our CAI-implied measure of productivity—calculated as the
difference between output-related indicators relative to the employment-type indicators

Exhibit 6: We Expect Strong Growth to Continue in 2018
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Goldman Sachs Global Economics Analyst

When the going is good

M&A activity

6

Selected Oaklins MR transactions

Data source: http://www.goldmansachs.com/our-thinking/pages/
macroeconomic-insights-folder/2018-global-economic-outlook-as-good-

as-it-gets/report.pdf
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MEET OAKLINS, THE WORLD’S MOST EXPERIENCED 
MID-MARKET M&A ADVISOR 

Oaklins off ers a comprehensive range of services  
 ● M&A advisory (buy- and sell-side)
 ● Growth equity and equity capital markets advisory

 ● Debt advisory
 ● Corporate fi nance services

Oaklins industry specialists

Market research is one of our focus areas. Combining comprehensive sector knowledge with global execution 
has led Oaklins to become the most experienced M&A advisor in the market research sector, with a large contact 
network of the most relevant market players worldwide. This results in the best possible merger, acquisition and 
divestment opportunities for market research companies.

If mergers, acquisitions or divestitures of businesses or business units are part of your strategy, we would welcome 
the opportunity to exchange ideas with you. Please fi nd our contact details below.

Ken Sonenclar, Managing Director
New York, USA

T: +1 212 651 2602

John Matthews, Managing Director
New York, USA

 T:  +1 212 651 2616

About Oaklins

professionals
 700

countries
 40

transactions
5,000+

offices
 60

sectors
 15
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