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1. Executive Summary

The primary market research industry is huge, with over $23 billion in revenues. The portion of the
industry focused on financial markets is a tiny sliver, representing only $208 million in revenues,
according to Integrity Research’s estimate. Nevertheless, finding survey firms that understand the
requirements of financial analysts can be daunting.

Our Approach

In this ResearchFocus®" report we highlight survey firms that have experience in working with financial
analysts at sell-side or buy-side institutions. We also provide insights on how financial analysts use
survey firms, background on the industry and regulatory/compliance issues. We profile around 50
survey firms and offer as bonus material a best practices guide to conducting successful surveys.

In producing this report, Integrity Research collaborated with ValueNotes, which has special expertise in
analyzing outsourcing firms, including offshore survey firms. Both firms contributed to the writing and
editing of the report.

A key component of the report is a survey of financial analysts we conducted between April and June
2009. Eighty-six professionals were respondents, including heads of research, chief investment officers,
portfolio managers and analysts at buy- and sell-side financial institutions in the US, Europe, and Asia.
Our survey was conducted both online and via the telephone. In addition to the survey, we held in-
depth interviews with experts in the survey research field. The report also draws upon the authors'
experience tracking the investment research space; and mainstream literature on the topic of primary
market research and survey work.

It must be noted that some of the analysis presented in this report is based on a relatively small sample
of quantitative and qualitative interviews of buy-side and sell-side analysts and portfolio managers.
Consequently, these results cannot be considered to be representative of the universe of sell-side and
buy-side analysts who use formal and informal surveys. Our intention in this report is to provide a
gualitative analysis of the data. However, it also must be mentioned that the data gathered in our
survey is consistent with our own observations of the independent research industry over the past six
years.

Background

We define surveys as studies that gather data about a specific population through formal or informal
polling techniques. We differentiate formal from informal survey work. Formal surveys are systematic
and structured, and are less widely used by financial analysts. In comparison, informal survey work is
predominantly qualitative in nature and collects information from a small sample of the population
studied.



When analyzing the size of the survey research industry, we agree with organizations in the space such
as CASRO, which estimate that the industry size is around USS$ 23 billion ($28 billion when you include
secondary market research, i.e., 'desk research'). We estimate that the survey research industry is
generating revenue of USS 208 million per year specifically from investment management clients. This
revenue includes survey work conducted not only by traditional market research firms, but also by
expert networks and channel checkers.

Despite the large number of survey providers in the industry, only a fraction of them are currently
servicing clients in the financial services space.

The Results of Our Survey

Of the 86 respondents to our survey of buy-side and sell-side analysts, 38% use surveys as part of their
investment research process. Sell-side analysts are more common users of surveys than their buy-side
counterparts. Among survey users, 35% belonged to the buy-side and 65% belonged to the sell-side.

Current Use of Survey Work among Investors

N Users of survey work by type of firm

Buy-
side
35%

Source: Integrity Research and ValueNotes Survey 2009, n=32
Q: Does your firm use surveys as part of its investment process?

The majority of survey firms do not offer products tailored to sell-side or buy-side analysts. In part, this
might dissuade analysts from including custom surveys as part of their research mosaic. However, our
survey revealed other factors that also deter financial-services clients from using surveys. These include:

e lLong turnaround times



e High costs

e Low quality of information retrieved

e Lack of accuracy of data

e Inconsistency with the type of investment

Nevertheless, our study revealed that users find surveys to be helpful tools in the following ways:

e Confirmation of an investment thesis
e Gather new proprietary data

e Industry-level analysis

e Company-level analysis

The average number of surveys conducted by the investment professionals we polled is close to 11
times per year. This includes both formal and informal survey work. Of the total respondents who use
surveys, 62% do not maintain in-house resources to conduct formal surveys. These firms commission
the bulk of their survey work to a variety of research firms: expert networks, field-work only market
research firms, specialized market research firms, and channel checkers, among others.

We believe that some investment research professionals have not tapped completely into the potential
benefits of survey work and in many cases are unfamiliar with the procedures to implement this tool.
However, many of the pitfalls associated with surveys can be mitigated by utilizing good survey
techniques. For this reason we have included a Survey Work Best Practices Guide as a bonus material in
this report.

Regulatory/Compliance

The regulatory issues associated with the use of custom surveys involve privacy and confidentiality laws.
The survey industry is largely self-regulated, with the primary bodies being CASRO (Council of American
Survey Research Organizations) based in the US, ESOMAR (European Society for Opinion and Marketing
Research) based in the Netherlands and MRS (Market Research Society) based in the UK.

Survey Providers Suitable to Investors

There are a few different varieties of survey firms, depending on the type and level of service that users
need. We have labeled the firms we reviewed under the following categories:

e Full-service survey research firms (generalists and industry specialists)

e Unit-work firms (sampling; field work; and data processing)

e Online panels (generalists and industry specialists)

e Research firms with survey capabilities (expert networks, channel checkers, industry
research/consultants)

e Off-shore research providers



We review the firms that are currently being utilized by financial analysts or that have the potential of
offering quality services to financial analysts.

Furthermore, we provide detailed profiles for some 50 firms that offer survey research, within either of
the categories mentioned above.

As a bonus material, this report includes a comprehensive guide on how to best conduct end-to-end
survey work. This guide is directed specifically to professionals who are interested in incorporating
survey work as a part of their investment research mosaic. The guide provides theory and real-life
examples that will help analysts decide when and how to best conduct survey work.

Research Methodology

Integrity Research Associates LLC and ValueNotes partnered in the crafting of this report in order to
combine their experience and capabilities in a document that encompasses current trends in survey
research usage among financial institutions. Integrity Research contributed specifically with its expertise
in the investment research industry, while ValueNotes contributed specifically with its knowledge on the
outsourcing/off-shoring industry. Both firms jointly designed and implemented a survey among
professionals in the financial services sector in America, Europe and Asia. Both firms wrote sections of
this report according to their expertise, but the end report was edited by both firms.



DISCLOSURE

INTEGRITY RESEARCH ASSOCIATES LLC publishes reports providing information on investment research
firms and other selected companies. INTEGRITY RESEARCH ASSOCIATES LLC is not a registered
investment advisor or broker-dealer.

Although information has been obtained from and is based upon sources INTEGRITY RESEARCH
ASSOCIATES LLC believes to be reliable, INTEGRITY RESEARCH ASSOCIATES LLC does not guarantee its
accuracy and it may be incomplete or condensed.

Any decision to engage an investment research firm or to buy, sell or hold securities mentioned in this
research must take into account existing public information on such investment research firm or such
security or any registered prospectus.

This report is provided as an information service only. The statements and opinions in this report should
not be construed as an offer or solicitation or recommendation to engage the services of any investment
research firm nor are they a solicitation or recommendation to buy, sell or hold securities. Readers
should remember that past performance is not necessarily an indicator of future performance and
INTEGRITY RESEARCH ASSOCIATES LLC makes no express or implied guarantee as to future performance
of any firm mentioned in any of its reports.

Furthermore, readers should note that INTEGRITY RESEARCH ASSOCIATES LLC’s reports are prepared for
distribution to institutional investors and other market professionals and assume a certain level of
investment sophistication on the part of the reader. Readers who are not institutional investors or other
market professionals should seek advice of their advisors for an explanation of this report’s contents
and any decisions they might make after reading it. All opinions and estimates constitute INTEGRITY
RESEARCH ASSOCIATES LLC’s judgment as of the date of the report and are subject to change without
notice. INTEGRITY RESEARCH ASSOCIATES LLC accepts no liability for any loss arising from reliance on or
use of this report.

INTEGRITY RESEARCH ASSOCIATES LLC receives revenues from institutional investors which subscribe to
its services. It also publishes industry reports which may be purchased by research firms mentioned in
this report. Such industry reports are sold for less than $10,000. From time to time, research firms, along
with institutional investors and investment banks, have engaged INTEGRITY RESEARCH ASSOCIATES LLC
in strategic consulting projects for which Integrity is paid based on its level of time and effort. The fees
charged research firms for such consulting engagements range from $10,000 to $100,000.

© Copyright 2009 INTEGRITY RESEARCH ASSOCIATES LLC. All rights reserved. This publication is not
meant for private consumers.
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