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METHODOLOGICAL CONSIDERATIONS

Project developed and implemented by:
SORMA: Societatea Romana de Marketing si Cercetarea Opiniei Publice

Approach: CAWI questionnaire (15 minutes)

Data collected between 30t of March — 13th of April 2022

Invitations sent to clients by:

Exact Business Solutions, Kantar, Kantar TNS, iSense Solutions,
ISRA Center, Mednet, Mercury Research, Nielsen

Questionnaire design, scripting, hosting, analysis and reporting:
Daedalus Online, ISRA Center, Mercury Research

The information provided by all participants is strictly confidential. All answers are used only for market research purposes

and cumulated with the information provided by other participants, in a summarized format. ;



TARGET & SAMPLE

61 representatives of companies activating in various industries:
FMCG (24 participants), Telecom (6 participants), Financial & Banking services (10 participants),
Healthcare (5 participants), Advertising & Media (4 participants),

Retail (3 participants), Energy/ utilities (3 participants), Other (6 participants)

Participants’ role Industry Research budget for 2022
Marketing Research Manager - 36% FMCG - 39% Less than EUR 50K 239,
Telecom
werketing Manager [ 16% EURSOK-EUR99K  10%
Financial...
Management . 15% Banking Services EUR 100K - EUR 249K 13%
Health C
Marketing Research Executive l 1% salih e EUR 250K - EUR 499K 8%
Advertising
Brand/Product Manager l 11% Media EUR 500K - EUR 999K 15%
Retail
PR ‘ 2% EUR 1mi+ 5%

Energy/Utilities

Other 8% Other Prefer not to answer 26%




BUSINESS ENVIRONMENT




KEY FINDINGS

0 . .
64 /o of participants
consider that business T o
environment will be : " Itis more likely for .
WORSE in 2022 INFLATION is /" FMCG sector to worry ~ \
in 20 _ go(y 4 more about supply L
compared to 2021 mentioned by o of issues/ lack of raw \
. materials (83%) as it is '
part|C|pants as the for services sector to /,
\ be fearful of significant y
EMCG and services e i \_ changes in customer  /
[ omammon for companies in 2022 " behaviour (15%) -
’ likely than others to | S~ -7
[ __
| considerthe business | In the current context,
A environment.worse in companies have
‘. 2022than in 2021. y
N % about
Sl - -7 UNFAIR or INCREASED

COMPETITION.



BUSINESS ENVIRONMENT IN 2022 SOrmaeo

COMPARED TO 2021

N=61
®m Much better
26%
m Better
Same
m \Worse

® Much worse

Base: All respondents
Q1. How do you think the business environment will be in 2022 compared to 20217
Prompted, single answer

by industry

FMCG Financial/ Banking/ Other**
Telecom
N=24* N=16* N=21*

21%

31%
29%

50%

**Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6) 7

*Small base (N<30)! Please treat data with caution!



MARKET PROBLEMS ENVISAGED

FOR THE COMPANY IN 2022

Inflation/decrease of purchase power
Significant changes in customer behaviour
Supply issues/lack of raw materials
Decrease in demand/limited consumption
RON depreciation against EUR/USD

Price war

Logistics/distribution issues

Increased competition

Unfair competition

90%
92%
49%
48%
43%
39%
33%
16%

8%

Base: All respondents, Total=61, FMCG=24*, Financial/Banking/Telecom=16*, Other=21*
Q2. Which of the following market situations do you think your company will face in 20227

Prompted, multiple answer

by industry

92%
100%
81%
38%
75%
52%
3% 5%
38%
i
I 50,
48%
I 45
E— 10, m FMCG
38%
= 54% ® Financial/Banking/Telecom
o 33%
m_— 46% Other
O 33%
139
197,
19%
m— 7Y%

Data sorted by total
*Small base (N<30)! Please treat data with caution!

Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6)



MARKETING STRATEGY




KEY FINDINGS

Building brand equity

(70%) and increasing : Market research budget is estimated to be
loyalty/ customer similar to 2021 by 51% of participants. The
yalty
satisfaction (59%) are : proportion of those who estimate an increase
tob 2 KEY AREAS t It is expected for equals the proportion of those who estimate a
p o) : :
: 2022 companies to invest decrease.
e ] more in However, services sector is expected
than in to invest more in market research.

The need of increasing Given th ¢ context with th _
sales comes third and o iven eocurren context with the war in
= : _ raine, 30% of participants estimate spending
it is more prominent in . less on market research than the actual available
the FMCG sector (63%) | budget, while 54% intend to spend all of it.

than in others.
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MAIN FOCUS FOR 2022

MARKETING STRATEGY

Build brand equity

Increase loyalty/customer satisfaction

Increase sales 44%
Innovation/development of new products/services/packages 36%
|dentify white spaces/segmentation/(re)positioning 15%
Communication using new/innovative channels 15%
Diversification/increase portfolio/add new SKUs 13%
Decrease prices/reduce production costs 10%

Base: All respondents, Total=61, FMCG=24*, Financial/Banking/Telecom=16*, Other=21*
Q3. What do you think your main focus will be in 2022 in terms of marketing strategy?
Prompted, maximum 3 answers

70%
59%

mFMCG
19%  m Financial/Banking/Telecom

24% Other

Data sorted by total
*Small base (N<30)! Please treat data with caution!

Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6)

"



MAIN FOCUS FOR 2022

MARKETING STRATEGY

Increase sales
@
Diversification /... Build b.rand
® Increase loyalty / equity
customer... ®
Communication using @nnovation / development of new products / services
P new / innovative | packages
channels
Decrease prices / reduce...
Identify white spaces /

segmentation / (re)positionin

3 choices
Base: Total=61
Q3. What do you think your main focus will be in 2022 in terms of marketing strategy?

Q3bis. Please order the options chosen in the previous question according to their importance to you, where 1 is the most important and 3 the least important. 12



BUDGETS ALLOCATED TO MARKETING SOrmao

ACTIVITIES IN 2022 VS. 2021

Net
shift*

Innovation / developing new prg:z‘c:;zg; e p— o 239,
PR/ Corporate image BRI 46% 8% 26%

Promotions g/ 48% 10% 30%

Internal communication / llior:\apr:g)i/:; 20% 36% 1% 13%

In store activation 15% 38% 23% 10%

Sponsorship 33% 33% 16%

Traditional media (TV, radio, outdoor) 31% 44% 7%

W Less Same  m More Cannot appreciate

Data sorted by % more, total
Base: All respondents, N=61 *Net shif%/ = (;\/Iore -Less

Q4. How do you think the budgets allocated for the various marketing activities will evolve this year compared to 20217

Prompted, single answer per statement 13



BUDGETS ALLOCATED TO MARKETING SOrmao

ACTIVITIES IN 2022 VS. 2021

by industry FMCG Financial/Banking/Telecom Other

N=24* Net N=16* Net N=21* Net
shift shift shift

oamss 2

PR / Corporate image E 54% 13% 17% E 50% % 31% 33% % 34%
promoions [ 6% 38% 56% 0% 5% g 4% [ESOMN 4% 23%

e rbenins Il 2 R 2% B« I 2 36% KR 19% | 5%
Instore activation JEXC  20% 2% [§ 38% 44% 6% s  §0 | 9%
Sponsorship ol 25% s A% 6% 200 [UCH 24%
o oo S o I8 o [ |

mless Same ®mMore = Cannotappreciate

43%

Base: FMCG=24*, Financial/Banking/Telecom=16*, Other=21* Dat N% Sj’ﬁ,ﬂ =0/More - lieissl
Q4. How do you think the budgets allocated for the various marketing activities will evolve this year compared to 20217 *Small base (N<30)! Ploass troat data V‘;,{’,}%’aeut,gﬁ,

Prompted, single answer per statement Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6) '



MARKET RESEARCH BUDGET

2022 COMPARED TO 2021

N=61

m Significantly increased
m Slightly increased

Stayed approximately the same

51%

m Slightly decreased

m Significantly decreased

m Cannot appreciate

10%

I |/

Base: All respondents, Total=61, FMCG=24*, Financial/Banking/Telecom=16*, Other=21*

Q7. How did the market research budget evolved compared to 20217
Prompted, single answer

by industry

Financial/
FMCG Banking/ Telecom Other
N=24* N=16* N=21*

58%

52%

38%

*Small base (N<30)! Please treat data with caution!

Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6) 15



BUDGET ESTIMATED TO BE SPENT SOrmaeo

THIS YEAR, CONSIDERING THE WAR

30% less

% 16%

® Much less W |ess Slightly less m All of it, 100% Cannot appreciate

Base: All respondents, N=61
Q8. Given the current context with the war in Ukraine, how much of the budget allocated for this year do you think you will spend?

Prompted, single answer 16



EXPECTATIONS FROM
MARKET RESEARCH
PROVIDERS




KEY FINDINGS

|

| :

| Professional o ]
: consultancy, Flexibility and the ability to :

smicmreoome * ASSUEEEIEEEEERIN,  equests vould bring more
| ' discounts (13%) are U".dersfa"dmg value for other sectors (62%) | |
| less clients’ needs than FMCG and services. |
: |
: important compared are top At the same time, know-how & |
: to all the 3 KEY case studies from other :
 other aspects. EXPECTATIONS countries would be much i

from market research appreciated in FMCG (58%). |

providers. |
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KEY EXPECTATIONS FROM SOrmao

MARKET RESEARCH PROVIDERS

Offer professional consultancy on research results 770/0

Bring new / innovative models, adapted to market context 59%
Fully understand client needs 56%
Be flexible / adapt to new and/or atypical requests 49%
Bring in know-how / case studies from other countries 48%
Increase quality of data collection 34%
Have a prompt, kind and efficient Client service team 31%
Increase speed of data collection / data processing 28%
Decrease prices 15%

ianifi i 0
Offer significant volume discounts 13% Data sorted by total

Base: Total=61
Q5. Given the current context, which of the following aspects of market research providers would bring you the most value? Choose a maximum of 5 options from the ones below.

Prompted, maximum 5 answers 19



KEY EXPECTATIONS FROM

MARKET RESEARCH PROVIDERS

Offer professional consultancy on research results

Bring new / innovative models, adapted to market context
Fully understand client needs

Be flexible / adapt to new and/or atypical requests

Bring in know-how / case studies from other countries
Increase quality of data collection

Have a prompt, kind and efficient Client service team
Increase speed of data collection / data processing
Decrease prices

Offer significant volume discounts

by industry
71%
819
81‘%)
71%
0
o 69!
E— 5%
I 5
: 67%
E— 429
I 447,
62%
58%
449
38%A’
— 5%
I 38
43%
— 090
I 31/3/0 = FMCG
33%
— 099 inanci '
5 1/3/0 ® Financial/Banking/Telecom
24%
— )19
7 To Other
14%
m— 13
- 13
14{;(,

by research budget for 2022

85%
— 7% °
I 5(,
70%
e )Y
— e

— 19, Less than EUR 99K
50%

i 31% = EUR 100K - EUR 499K

IS 42%
25%

. 17%

- gy 5%

= &

®m Over 500K EUR

Data sorted by total
*Small base (N<30)! Please treat data with caution!

Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6)
Base: Total=61, FMCG =24*, Financial/Banking/Telecom=16%, Other=21*; Less than EUR 99K=20*, EUR 100K - EUR 499K=13*, Over 500K EUR=12*
Q5. Given the current context, which of the following aspects of market research providers would bring you the most value? Prompted, maximum 5 answers 20



KEY EXPECTATIONS FROM SOrmao

MARKET RESEARCH PROVIDERS

by participants’ role

Offer professional consultancy on research results _69% 859,

. : . P 48%
Bring new / innovative models, adapted to market context A8

73%

: I
Fully understand client needs _520/‘62%

. - I 59%
Be flexible / adapt to new and/or atypical reqUests 300/ 59%

Bring in know-how / case studies from other countries  pu— il%%%

Increase quality of data collection ﬂ 38% = Management

Have a prompt, kind and efficient Client service team __2703/04%

m Marketing Research

Increase speed of data collection / data processing ﬂ 38%

Decrease prices =21/Z %

Offer significant volume discounts = 114504% Data sorted by total

*Small base (N<30)! Please treat data with caution!
. Marketing Research = Marketing Research Manager (N=22) + Marketing Research Executive (N=7)
Base: Total=61, Marketing Research=29, Management=26, Other=6 Management = Marketing Manager (N=10) + Brand/ Product Manager (N=7) + Management (N=9)

Q5. Given the current context, which of the following aspects of market research providers would bring you the most value? Choose a maximum of 5 options from the ones below.

Prompted, maximum 5 answers 21



KEY EXPECTATIONS FROM

MARKET RESEARCH PROVIDERS

sormomw

Decrease prices

Increase quality of data collection

Offer significant volume discounts

Bring new / innovative
models, adapted to market

context Offer professional
® consultancy on research
results
®
Fully understand client
needs

Increase speed of data collection
/ data processing

Have a prompt, kind and efficient
Client service team

Base: Total=61

Be flexible / adapt to new and/or
o atypical requests

Bring in know-how / case studies

Top 5 choices

from other countries

Q5. Given the current context, which of the following aspects of market research providers would bring you the most value?

Q5bis. Please order the options chosen in the previous question according to their importance to you, where 1 is the most important and 5 the least important.

22



BEST OF ESOMAR EVENT




KEY FINDINGS

Market
trends/
forecast
Most Loyalty/ Shopper
WANTED customer T EVI
TOPICS satisfaction
for the -
upcoming gl N
BEST OF / . N\
ESOMAR Brand equity/ Price comraﬂtizlation \
EVENT brand growth op‘t;;nnllzaar:ldonl \ 2 womelare /,'
\ impact /
elasticity N P /

~_N——

24



KEY TOPICS OF INTEREST

BEST OF ESOMAR EVENT

|dentifying market trends / forecast
Digital communication
Branding/Brand Equity/ Brand growth
Measuring promotion impact
Increase loyalty / customer satisfaction
Shopper behaviour  [INEGEGEGEEE 31%
Customer experience [ INEGTGTNINEGEGEGEE 30%
Price optimization / Demand elasticity [ NREGINIGG 25%
Social media listening [ INRNEGETERNGNGEGEGEGEEE 26%
Segmentation and positioning [ NG 25%
Insights generation NN 25%
Identifying white spaces / portfolio development | 2 1%
Innovation / New products / New SKUs [N 16%
Market sizing and structure | NI 11%
Communication pre-test / evaluation | 10%
Corporate image [ 8%
Usage & attitudes I 8%

Base: Total=61
Q6. In the coming months, the Best of ESOMAR event will take place, organized by SORMA in partnership with ESOMAR. Which of the following topics would you like to be addressed?
Prompted, maximum 5 answers 25



KEY TOPICS OF INTEREST

BEST OF ESOMAR EVENT

by industry TOP 1-9 topics

67% 10-17 topics
. Bl 8Y%
|dentifying market trends / forecast S 63% Segmentation and positioning o 259
. oo I 29%
Digital communication I 58%8
7o Insights generation
, , I 33%
Branding/Brand Equity/ Brand growth _38CV 50%
° 55 Identifying white spaces / portfolio development
Measuring promotion impact I 13% 299, ’
0
—— Innovation / New products / New SKUs
Increase loyalty / customer satisfaction I 33 189,
0
. I 63% Market sizing and structure
Shopper behaviour Bl 6%
14%
Cust - k 0° Communication pre-test / evaluation NN 25%
ustomer experience T 50% 10%
549 , M 4%
Price optimization / Demand elasticity —1 a 3}% & " FMCG Corporate image -1 8 g’}%
0
— 32/0 m Financial/Banking/Telecom 79,
Social media listening  IE——— 31‘% 89/ Usage & attitudes ’
0 Other 5% Data sorted by total
*Small base (N<30)! Please treat data with caution!
Base: Total=61, FMCG =24, Financial/Banking/Telecom=16, Other=21 Other = Healthcare (N=5), Media (N=3), Retail (N=3), Energy (N=3), Advertising (N=1), Other (N=6)

Q6. In the coming months, the Best of ESOMAR event will take place, organized by SORMA in partnership with ESOMAR. Which of the following topics would you like to be addressed?
Prompted, maximum 5 answers 26



KEY TOPICS OF INTEREST

BEST OF ESOMAR EVENT

Insights generation

Usage & attitudes
®

PY Communication pre-test / evaluation

Innovation/ New products/ New SKUs

Identifying market trends / forecast

®
Shopper behaviour

@ Increase loyalty / customer satisfaction
PY Branding/Brand Equity/ Brand growth

Price optimization / Demand elasticity

|dentifying white spaces / portfolio

development

Market sizing and structure

Corporate image

Segmentation and positioning

® y o
Digital communication

@ Customer experience @ o
Measuring promotion impact

Social media listening

5 choices

Base: Total=61

Q6. In the coming months, the Best of ESOMAR event will take place, organized by SORMA in partnership with ESOMAR. Which of the following topics would you like to be addressed?

Q6.1. Please order the options chosen in the previous question according to their importance to you, where 1 is the most important and 5 the least important.

27



OTHER TOPICS OF INTEREST

BEST OF ESOMAR EVENT

Has design thinking How to put together
become more agile/ insights/ know-how
= Yes simplified during this at the industry level?

No period?

Base: Total=61
Q6.2. Are there any other topics that you would like to see developed at Best of ESOMAR and that you did not find in the list above?

How to conduct fewer but
improved studies?
Fewer confirmatory and

“The consumer’ more exploratory?
after restrictions but

in war context

How to use the
collected information
into practice?

Case study: ROl on

research
investment .
“Customer experience”
in the context of market and
brand growth

*Small base (N<30)! Please treat data with caution! 28



THANK YOU!

Alina SERBANICA, Ph.D. | SORMA President
contact@asociatiasorma.ro
www.asociatiasorma.ro

Sorm® members:
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