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Global Market Intelligence 
Survey 2015

M-Brain White Paper, November 2015

M-Brain’s Global Market Intelligence Survey is a well-
established study shedding light on the state of MI 
operations on a global scale. This paper presents the 
findings from the 7th edition of the Survey conducted 
during spring 2015.



Introduction
In short, the key findings include:

• More than 4 companies out 5 believe that they have benefited from their MI program

• Clearly more than half of the companies report a high ROI for their intelligence operations

• MI people promote themselves professionally through a broad range of channels

• Nearly 80% of MI professionals gather information from Social Media

Gathering responses started in March with email invitations sent to market intelligence 
professionals and business managers throughout the world. Later, campaigns were launched 
on LinkedIn, Facebook and Twitter along with other online resources in order to attract even 
more intelligence professionals. In May, a total of 469 responses representing 50 countries and 
over 20 industries had been obtained. All responses were gathered through an online survey in 
English and treated anonymously.

Geographically, the majority of responses were from Western Europe, North America, and 
Northern Europe, accounting for over 70 % of all responses as shown in Figure 1 below.  The 
two industries that really stood out were Manufacturing & Industrial and Professional Services, 
representing 19 and 14% of all responses, respectively. As shown in Figure 2 below, most 
industries had a share of 5% or less of all responses. As always, the Survey represents a wide 
geographic reach across a multitude of industries.

Exhibit 1.   Responses by geographical region

Source: Global Market Intelligence Survey 2015, M-Brain
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Exhibit 2.   Responses by industry

Source: Global Market Intelligence Survey 2015, M-Brain
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The state of Market Intelligence in 2015
The results show a strong sentiment towards systematic MI operations. The respondents who 
indicated they have formal MI operations in place were asked to rate how strongly they agree 
that their company has benefited from their MI program. As illustrated in Figure 4 below, almost 
85% of these respondents believed strongly or somewhat agreed to have benefited from MI. It is 
also noteworthy that the share of those who strongly disagreed or somewhat disagreed to have 
benefited from MI was only 5%. The figure below presents the total results that account for both 
decision makers and MI professionals.

This year’s edition of the Survey had a new approach in examining the return of investment (ROI) 
of market intelligence. Respondents were asked to what degree they agree or disagree with the 
statement: “we have had high return on investment on MI in our company”. It was designed to 
incorporate the concept of ROI in the statement, since that is what the statement is intended to 
measure.  This year’s study shows that over 60% of respondents have a high ROI on their formal 
intelligence operations.

Exhibit 3.   Our company has benefited from systematic MI

Source: Global Market Intelligence Survey 2015, M-Brain
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47%
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Exhibit 4.   We have had high return on investment in MI

Source: Global Market Intelligence Survey 2015, M-Brain
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Although no dramatic changes are visible in the number of people assigned to MI teams, there 
are a few noticeable trends. Companies employing large teams of more than 25 MI professionals 
are increasingly rare, while mid-sized teams of 6 to 25 professional have become more popular.

However, a closer look at MI teams’ sizes does reveal some shifts.  Overall, the average 
team size has increased from 12 people to 13 since 2013. This is highlighted in the growth 
of the average size of both large and mid-sized teams. Large teams employing more than 25 
individuals have grown even bigger, consisting of an average of 96 professionals compared to 
75 two years earlier. Mid-sized teams between 6 to 25 employees have increased on average 
by one professional a team size of 12. Small teams, which constitute the majority of MI teams 
throughout the field, have remained the same size.

Although average annual MI budgets are € 1.4 million excluding HR costs and € 2 million 
including salaries and other HR costs, only 1/3 of companies have budgets of over € 500k, as we 
can see from Figure 6. The size of the company has a significant effect on the MI budget. Large 
companies generating € 10+ billion in revenues have multi-million Euro MI budgets.

Exhibit 5.   Number of people in the MI team

Source: Global Market Intelligence Survey 2015, M-Brain
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Exhibit 6.   MI budgets

Source: Global Market Intelligence 
Survey 2015, M-Brain
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World Class Companies in MI
M-Brain measures companies’ market intelligence functions through a set of 31 questions, 
grouped into six Key Success Factors (KSFs) that capture the main characteristics of well-
established intelligence activities:

• Intelligence Scope
• Intelligence Process
• Intelligence Deliverables
• Intelligence Tools
• Intelligence Organization
• Intelligence Culture

Exhibit 7.   Average MI Budgets excluding HR costs in € (thousands) for   
different sized companies

Source: Global Market Intelligence Survey 2015, M-Brain

Exhibit 8.   M-Brain’s MI maturity framework

> € 20 bn 3574

1931

1571

468

489

278

€ 10-20 bn
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€ 100 M - 1 bn

< € 100 M

Informal MI
“Firefi ghters”

Basic MI
“Beginners”

Intermediate MI
“Coordinators”

Advanced MI
“Directors”

World Class MI
“Futurists”

Intelligence 
Scope

No specifi c focus has been 
determined. Ad hoc needs 
drive the scope.

Limited scope, seeking quick 
wins. Focus typically on 
competitors or customers 
only.

Wide scope with the attempt 
to cover the current operating 
environment comprehensively.

Analytical deep dives about 
specifi c topics complement the 
comprehensive monitoring of the 
operating environment.

Broad, deep and future-oriented 
scope that also covers topics 
outside of the immediately relevant 
operating environment.

Intelligence 
Process

Reactive ad hoc process puts 
out fi res as they emerge. 
Uncoordinated purchases of 
information.

Needs analysis made. 
Establishing info collection 
from secondary external 
sources. Little or no analysis 
involved in the process.

Secondary info sourcing 
complemented by well 
established primary info 
collection and analysis.

Advanced market monitoring and 
analysis processes established. 
Targeted communication of output 
to specifi c business processes 
and decision points.

Intelligence process deeply rooted 
in both global and local levels of 
the organization. MI fully integrated 
with key business processes; 
two-way communication.

Intelligence 
Deliverables

Ad hoc deliverables quickly 
put together from scratch.

Regular newsletters and 
profi les complement ad hoc 
deliverables.

Systematic market monitoring 
and analysis reports emerge as 
new, structured MI output.

Two-way communication is 
increased in both production and 
utilization of MI output. Highly 
analytical deliverables.

High degree of future orientation 
and collaborative insight creation 
in producing and delivering the MI 
output.

Intelligence 
Tools

Email and shared folders 
as the primary means for 
sharing and archiving 
information.

Corporate intranet is 
emerging as a central storage 
for intelligence output.

Web-based MI portal 
established that provides 
access to structured MI output. 
Users receive email alerts about 
new info in the system.

Sophisticated channeling of both 
internally and externally produced 
MI content to the MI portal. 
Multiple access interfaces to the 
portal in use.

Seamless integration of the MI 
portal to other relevant IT tools. 
Lively collaboration of users 
through the MI portal.

Intelligence 
Organization

No resources specifi cally 
dedicated to MI. Individuals 
conducting MI activities on a 
non-structured basis.

One person appointed 
as responsible for MI. 
Increasing coordination of MI 
work in the company. Loose 
relationships with external 
info providers.

A fully dedicated person 
manages MI and coordinates 
activities. Centralized, 
internally or externally 
resourced info collection and 
analysis capabilities exist.

Advanced analytical and 
consultative skills in the 
intelligence team. MI network 
with dedicated resources in 
business units for collecting local 
market info. Non-core MI activities 
outsourced.

MI team has reached the status of 
trusted advisors to management. 
Internal MI network collaborating 
actively. Internal MI organization 
smoothly integrated with the 
outsourced resources.

Intelligence 
Culture

No shared understanding 
exists of the role and 
benefi ts of systematic MI 
operations.

Some awareness exists of 
MI, but the organizational 
culture overall is still neutral 
towards MI.

MI awareness in a moderate 
level. Sharing of info is 
encouraged through internal 
training and marketing of MI. 

MI awareness is high and people 
participate actively in producing 
MI content. Top management 
voices its continuous support to 
MI eff orts.

A strong MI mindset is refl ected in 
the way people are curious towards 
the operating environment and 
co-create insights about it.
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Together these six KSF’s comprise the framework above that M-Brain uses to judge how well-
developed a company’s intelligence activities are. Each question is based on the Likert scale 
from 1 to 5, with 5 being the highest score. Being considered as a world class company requires 
excellent scores in the six KSFs and an overall average of at least 4.4, reflecting world class MI 
status throughout the framework. This year, 12% of respondents reached this threshold. These 
companies differ from other companies whose MI functions do not meet the criteria in important 
respects:

• Heads of market intelligence are slightly closer to the CEO in world class companies – on 
average there are 1.6 organizational layers between the two compared to 2.1 layers in other 
companies

• World class companies have more work completed by a centralized MI team – 67% 
compared to 56% in other companies

• A greater share of MI deliverables are produced for top management – 40% compared to 
35% in other companies

According to the survey, companies with world class MI-functions are superior in their decision 
making when compared to their less-developed counterparts, who do not differ much from 
companies that lack a systematic MI function, as is illustrated in Exhibit 9 below:

Market Intelligence and Social Media
For the first time this year, the Survey explored MI professionals’ habits in promoting 
themselves and their teams as well as what kind of a relationship they have with Social Media. 
The Survey revealed that MI professionals, i.e. people mainly involved in collecting and 
analyzing intelligence, promote themselves through a wide array of channels. Furthermore, 
many professionals estimate they gather a notable share of their information from Social Media 
sources.

Exhibit 9.   Companies’ decision making

Source: Global Market Intelligence Survey 2015, M-Brain
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The Survey revealed that MI professionals are active in a wide range of mediums. Nearly 3 out 
of 4 MI professionals promote themselves through the social networking service LinkedIn, and 
over half of them utilize company-wide emails & other internal communications to promote 
themselves at their companies. Other important channels include stakeholder relationships and 
messaging in company-wide intelligence portals. The Survey revealed that a little over 60% of 
MI professionals promote themselves through three or more channels.

MI professionals were asked to estimate what percentage of all information they collect 
is from Social Media sources. Nearly 80% of respondents gather information from Social 
Media and little over a quarter of MI professionals estimate to have 10% or more of their 
information gathered from Social Media, thus concretizing Social Media as a source used in MI 
professionals’ work. Social Media accounts for a major share of information published on the 
Internet and presents itself as a source of first-hand data on important intelligence topics such 
as customers, competitors, and industries. Important questions to be answered in the future 
include the nature of this information, and how it is collected and used.

Exhibit 10.   Popularity of promotion channels among MI professionals

Source: Global Market Intelligence Survey 2015, M-Brain

LinkedIn 74%

64%

52%

43%

38%

32%

17%

Networking

Group-wide emails 
and other internal

Stakeholder relationships

Messages on our company’s 
intelligence portal

Speaking opportunities

Publications

15%

9%

Online forums and 
communities

Twitter

Exhibit 11.   Number of promotion channels

Source: Global Market Intelligence Survey 2015, M-Brain
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Conclusion
One of the main findings of the Global Market Intelligence Survey was the high sentiment 
towards systematic MI operations. This was accompanied by a high share of companies who 
have high return on investment from MI operations.

As an addition this year, the survey explored MI professionals’ habits in promoting themselves 
in the workplace and in the MI community. The most popular channels included, in descending 
order, LinkedIn, networking and group-wide e-mails and other internal communications. 
Messages on company´s intelligence tool are used by close to 40% of the MI professionals. 
Speaking opportunities, publications and online forums are also made use of, although 
noticeably fewer professionals consider them part of their repertoire. Furthermore, the Survey 
found evidence that Social Media is used extensively among MI professionals, of which 80% use 
it as a source of information and of which over a quarter estimated it is a source for more than 10 
% of all the information they collect.

As a result of the findings in this current survey, M-Brain decided to update its MI Framework to 
include new KSFs.  Stay tuned for our next whitepaper in December 2015 which will cover our 
new framework!

Exhibit 12.   What percentage of the information you collect is from Social 
Media sources?

Source: Global Market Intelligence Survey 2015, M-Brain
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