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Abstract 

This article diagnoses the selected macroeconomic factors, such as: rate of unem-
ployment, inflation, GDP, spending power of the households, and characterizes their 
indirect impact on the enterprises’ market research expenditures and research industry 
turnovers. The problems of financial expenditures, i.e., their allocation on the marketing 
researches (depending on the supply and demand market situational perspective in 
a given market) are also discussed. Moreover, as indicated in the article, enterprises are 
forced not only to cut their financial sources on the marketing research projects in unfa-
vorable economic situation, but they choose different methods of the research. 
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Introduction 

The macroeconomic factors form a concealed space that impacts on the po-
tential growth and development of marketing research. These factors provide the 
enterprises a reference point to justify their expenses incurred on the market 
research. All the disturbances in the economy and the economic downturns in 
particular country, as well as the occurrences of strong inflation and the shrink-
ing market demand, determine the ultimate level of the marketing research de-
velopment and expenditures. Contrary to all expectations of enterprises, includ-
                                                 
*   The article was partially financed by the National Science Center award based on the decision 

number DEC/2013/09/B/HS4/00412. 
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ing research agencies keenly interested in research, the intensity levels and im-
plementation of the marketing research studies depends not only on the infor-
mation needs of marketers, marketing trends, or simply, increased competition, 
but to a large extent, it is determined by the economic growth, increased market 
demand in the goods, decreasing inflation and low unemployment rates. In the 
article author defines and characterizes the fundamental macroeconomic factors 
which influence the research industry turnovers and the implementation of mar-
keting research within the enterprises. 

 
 

1. Macroeconomic conditions and the marketing research  
opportunities development  

In best part of enterprises, the development of marketing research undergoes 
the influence of specific exogenous factors (within the further macroenvironment) or 
the endogenous factors from the microenvironment. Macroeconomic conditions 
interact with the marketing researches only through the observation of indirect 
effects. Hence, the results of macroeconomic influences are visible only in con-
text of [Carlin and Soskice 2015]: 1) purchasing power (expressed demand),      
2) the turnovers, profits generated by the enterprise on the basis of the rising 
demand of specific goods on the market, and 3) the general state of satisfaction 
and prosperity prevailing in the country as a derivative of economic growth1. 
Explaining it further, the more enterprise participates in the profitable sale of 
goods and services (as part of the rising demand on the market at favorable price 
levels) and the more the purchasing power is willing to participate in the con-
sumption of goods, the greater are the opportunities for marketing research de-
velopment. There appears a greater investment in the marketing researches too.  

On the other hand, the lack of stability of the economic situation causes in-
stability of the market demand, which results in the instability of marketing re-
search projects, namely, fluctuations stop its further development and limit the 
financial funds allocated for the research. Thus, economic trends enforce on the 
enterprises a revision of long and short-term research purposes (Figure 1). 

                                                 
1   The economic growth simply means the ability of the given country to increase the production 

of goods and services. The process of economic growth depends largely on the condition of the 
social progress, as well as the social needs and consumption. Speaking about the economic 
growth, one must pay attention to the economic situation such as: economic fluctuations, i.e. 
trends, seasonal fluctuations or shrinkage of the trends line. If there is no growth in the country, 
then there cannot be economic development and prosperity development for enterprises. The 
downturn the economic growth means that enterprises sell less products on the market. In con-
sequence they have tied hands. They cannot increase expenditures for marketing research. 



Figure 1.  
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example, in recent economic crisis, financial sources in the enterprises were 
confined, so they were forced not only to reduce the intensity level of the market 
research expansions, but also to narrow the scope of the research projects. In an 
extreme situation, enterprises might be even forced to reject the market research 
(see the rankings of twenty countries according to the research industry turno-
vers generated in 2009-2013 – Table 1). 

 
Table 1. Turnovers of the research industry across different countries by rankings 

No. Country rankings 
Turnover in years 

2009 2010 2011 2012 2013 

  1 USA 13.042 13.195 13.944 14.388 14.991 

  2 UK 03.248 03.185 05.237 05.076 05.065 

  3 Germany 02.897 02.889 03.325 03.321 03.468 

  4 France 02.500 02.533 02.793 02.568 02.679 

  5 Japan 01.769 01.916 02.126 02.234 01.843 

  6 China 00.974 01.192 01.413 01.544 01.686 

  7 Brazil 00.540 00.716 00.777 00.823 00.724 

  8 Italy 00.757 00.771 00.807 00.749 00.717 

  9 Canada 00.599 00.702 00.782 00.679 00.714 

10 Australia 00.576 00.657 00.737 00.733 00.699 

11 Spain 00.657 00.684 00.679 00.568 00.558 

12 Netherlands 00.365 00.359 00.346 00.352 00.478 

13 Mexico 00.370 00.429 00.465 00.457 00.460 

14 Sweden 00.363 00.369 00.427 00.462 00.457 

15 Russia 00.258 00.315 00.361 00.391 00.429 

16 South Korea 00.295 00.360 00.372 00.366 00.374 

17 India 00.174 00.170 00.249 00.263 00.252 

18 Switzerland 00.202 00.196 00.242 00.235 00.238 

19 South Africa 00.156 00.219 00.254 00.249 00.219 

20 Poland 00.191 00.227 00.233 00.205 00.217 

Note: Values are set in descending order, starting from USA to Poland. 

Source: Own construction based on: [ESOMAR Industry Report 2014]. 

 
On the other hand, one may claim that increased expenditures on the mar-

keting researches (even at significantly weakening demand) may help the enter-
prises to awake the demand in spite of unfavorable economic situation. For ex-
ample, an enterprise that possess the reliable, valid and a more sublime market 
information about the consumers, could set and select highly sophisticated mar-
keting instruments and create better marketing campaigns impacting on the mar-
ket demand. The problem is the financial funds, which for the marketing re-
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search projects are not taken from the cloud. They simply come from the 
strength of demand and the sales. Marketing itself is dependent on the profits 
earned by the enterprise. Hence, the research budgets are inevitably conditioned 
by the enterprise turnovers. If the enterprise turnovers fall down, the budget 
operations and marketing researches are always subject to reduction. 

Though an enterprise may for some time invest in the research at a fixed 
cost, it is rather expected that in the longer term such investments will be profit-
able in the enterprise. Thus, marketing research expenditures should correspond 
to the profits generated by the enterprise. They are and must be derived from the 
value of the profits earned on the sales of goods and services to consumers. If 
the market demand is not responding to sales, the enterprise incurs only the cost 
of marketing activities which in the end equal the financial losses [Tarka 2012]. 

 
 

3. Macroeconomic factors and the research industry turnovers  
– the empirical analysis  

Macroeconomic factors which shape the research industry turnovers and in-
directly affect the extent of the enterprises’ financial expenditures on the market-
ing researches, that were considered in the conducted empirical analysis were as 
follows: the inflation, unemployment, GDP, consumption in the households.  

The data for the empirical analysis of the macroeconomic situation of each 
country were taken from the database of the World Bank [2014], and the data on 
the situation of the research industry were derived from the ESOMAR’s report 
“The Global Market Research” [2014], which is conducted yearly by the 
ESOMAR organization in order to assess the main industry trends. The data 
collected by ESOMAR is provided by national market research associations, 
leading enterprises, independent analysts from around the world2.  

Having observed the correlation coefficients (Table 1)3, calculated between 
inflation rates and the volume of turnover in the research industry in every coun-
try, we notice that an increase in inflation not only “depletes” the consumers’ 
financial portfolio in terms of the purchased goods and services offered in the 
market but indirectly influences the size of the research budgets of enterprises. 
In consequence, turnovers of the research agencies are decreasing. For the mar-

                                                 
2   ESOMAR is the world organization for enabling better research into markets, consumers and socie-

ties. With 4000 members in 100 countries, ESOMAR’s aim is to promote the value of market and 
opinion research in illuminating real issues and bringing about effective decision-making. 

3   Inflation was measured by the consumer price index and reflected the annual percentage change 
of the cost, at which the average consumer could purchase a basket of goods and services, 
which were fixed or changed at specified time intervals, e.g. once a year. 
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ket demand perspective (i.e., the consumers), this relationship indicates that, 
inflation will induce a state of psychological and emotional uncertainty among 
the consumers, causing a situational discomfort associated with the lack of fi-
nancial stability [Lea 1978; McFadden 1986]. If the average price of goods and 
services on the market increases, the consumers will have more difficulty in 
planning and making rational purchasing decisions. Most of them will be forced 
to cut their spending on consumption. Because their preferences, intentions or 
buying habits are getting more and more unpredictable [Zeithaml 1988], so the 
marketing research is strongly influenced by the changeable consumer behav-
iors, sentiments, due to changing prices of goods and services. 

Assuming in turn the supply side of the market, the problem of inflation 
means that enterprises have a dilemma with the justification of rationality of the 
borne expenditures on the marketing research (e.g., in hiring experts from the 
research agencies or implementation within the enterprise expensive information 
systems). Firms in the face of the profitability of research projects and high in-
flation rates will tend to limit their investments in the marketing researches ac-
tivity, which means that the research agencies specializing in carrying out stud-
ies will also generate lower turnovers. 

Another factor that confines the research investments is the unemployment4. 
The observation of correlation coefficients (Table 2) indicates that along with 
the increase in unemployment, in most countries there follows a decrease in the 
turnovers of the research industry. In a view of economic theory, work provides the 
consumers not only income for living, but also influences their socio-economic sta-
tus. Thus, a temporary or permanent unemployment means a greater loss of income 
or lack thereof and ultimately translates into real and future purchasing behaviors of 
the households. High unemployment in turn determines the style of consumption 
and the volume of consumed goods and services. As a result, the unemployment 
affects the sales and weakens corporate profits, which in turn have less and less 
funds for operations and the marketing researches activity.  

Finally, the marketing researches activity seems to be affected by the in-
crease or decrease of gross domestic product (GDP). The higher the GDP level 
is, the greater prospects for the turnovers in the enterprises conducting specific 
research projects (see Table 2). 
 
 

                                                 
4   Just for the reminder, the unemployment manifests itself in a situation where individuals in 

a given society are able to work and thus want to take up employment, but for the economic 
reasons cannot find job. 
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Table 2.  Turnovers of the marketing research industry vs. GDP, inflation,  
unemployment and spending power in particular countries (2013) 

Name of the 
country 

Correlation coefficients  between turnovers of the marketing research industry and: 

Gross domestic 
product (GDP) Inflation Unemployment Spending power 

USA .570 –.426   –.967** .663 

UK .514 –.454 –.237 .658 

Germany .243 –.776  –.260* .494 

France .564 –.513 .180 .147 

Japan .349 –.443 –.346 .217 

China .731 –.532 –.625 .324 

Brazil .278 –.528 –.763 .227 

Italy .470 –.429 –.767 .702 

Canada  .819*  –.686* –.613 .105 

Australia .713 –.397 –.733  .886* 

Spain .251 –.001  –.865* .192 

Netherlands .127 –.358 .784 .392 

Mexico .791   –.954** –.355 .311 

Sweden .093 –.179 –.729 .179 

Russia .618 –.769   –.973** .753 

South Korea .566 –.096 –.545 .674 

India   .941** –.755 –.396 .509 

Switzerland .257 –.336 –.372 .236 

South Africa  .923* –.021  –.890*  .919* 

Poland .654 –.117 –.528 .242 

** Correlation is significant at the level of 0.01. 
*  Correlation is significant at the level of 0.05. 

Source: Own construction based on data derived from ESOMAR Industry Report [2014] and World Bank [2014]. 

 
In sum, the high inflation and unemployment rates affect the purchasing 

power due to reduced spending power in the household budgets. Final buyers in 
confrontation with so-called “shelf store” will rather choose cheaper products. 
However, when the inflation will be low, and when consumers will obtain better 
job positions, earning more money, they will be more inclined in buying more 
products and more expensive units [Lim and Zeng 2015]. Consumers will simp-
ly move up the socio-economic ladder and look to express themselves in new 
ways. In effect, a market demand for many products will be flourishing (espe-
cially in the area of cultural, sensual experiences) and the same, business and 
marketing research will be growing. On the other hand, if the consumers’ finan-
cial wealth is confined by the macroeconomic factors, then there appears a ten-
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dency to reduce spending on personal consumption. Consumers choose mainly 
products that satisfy their elementary (biological) needs or seek alternative op-
tions for making savings and ways to reduce their own purchasing needs. Thus, 
enterprises which conduct marketing researches, are inevitably confronted with 
the declining demand caused by inflation and unemployment. They must face 
the problem of marketing research profitability or the costs of the acquired in-
formation through the agency of marketing research. 

 
 

4. Turnovers of the research industry vs. implementation  
of the research methods and advertising spending 

Considering now the research industry turnovers in context of the applied 
research methods by enterprises from different countries, we assume that the 
enterprises in wealthier countries (e.g., with greater increase in GDP) use more 
modern research methods. For example, comparing classical method of the re-
search (e.g., “face-to-face” interviews) with the method implemented via the 
Internet and mobile devices (smartphones) – see Table 3, we notice that modern 
methods are mostly applied in countries, which expose higher dynamics of eco-
nomic and technological development. In contrast, the classical research ap-
proaches predominate in countries where the economy is undergoing transfor-
mation or the economic development is too slow. In Table 3, the proportion of 
online research grew steadily over the last couple years, mostly in the mature 
(well-developed) research markets, while at the same time, face-to-face inter-
views have dramatically decreased in contrast to countries where they were still 
popular5. The access to modern technological infrastructure (including large 
scale innovations) allows enterprises to use unconventional approaches in data 
collection. In short, in well-developed economies, there arises a natural interest 
in new methodologies, which can be based on the new consumer sciences (e.g., 
like behavioral economics and prediction theory), and the firms strive to under-
stand the current thinking of their consumers, so the marketing research method-
ology must be constantly reinvented. 
 
 
 
 

                                                 
5   For example in South Africa, in the areas with high levels of unemployment, it is easy to catch 

interviewees at home during the day. In cities, researchers are dealing with individuals, while in 
rural areas, it is about talking to a community. 
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Table 3.  Turnovers of the marketing research industry vs. online (mobile internet) 
and face-to-face quantitative methods (2013) 

Name of the 
country 

Turnovers of the marketing 
research industry 

(in mln USD) 

Online quantitative 
research - mobile  

internet * 

Face-to-face  
quantitative research ** 

Japan 1.843 46 10 

Canada 714 38 3 

Sweden 457 38 6 

Australia 699 34 5 

UK 5.065 29 10 

Germany 3.468 26 19 

South Korea 374 24 28 

France 2.679 23 12 

USA 14.991 21 0 

Spain 558 16 16 

Russia 429 15 17 

Italy 717 13 20 

Switzerland 238 10 24 

Brazil 724 8 32 

Poland 217 7 34 

India 252 6 12 

South Africa 219 3 47 

*  The upper maximum value for each country (as compared to other research methods) equals 
100%, where values for all countries are displayed in column in descending order. 

** The upper maximum for each country value equals 100%, where values for all countries are 
displayed in descending order in column. 

Source: Own construction based on data derived from ESOMAR Industry Report [2014]. 

 
The last issue discussed here reveals the relationship between the research 

industry turnovers and the enterprises’ spending on advertising. According to the 
information indicated in Table 4, the largest advertising expenditures are cov-
ered by the firms in countries where the highest dynamic economic development 
is present. What is else interesting, the scale of spending on advertising and the 
marketing researches activity is conditioned not only by the economic position 
of respective country but also results from the geographical extent of the coun-
try. Thus, in group of countries with high levels of economic development, as 
the United States, Japan, Germany, UK, France, Canada, Australia, there were also 
countries that have controversial economic systems, as Russia, China and Brazil. 
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Table 4. Turnovers of the marketing research industry vs. advertising spend (2013) 

Name of the 
country 

Turnovers of the marketing research 
industry (in mln USD) 

Advertising spending * 
(in mln USD) 

USA 14.991 158.551 

China 1.686 44.821 

Japan 1.843 39.827 

Germany 3.468 24.863 

UK 5.065 24.526 

Brazil 724 16.817 

France 2.679 16.685 

Canada 714 13.663 

Australia 699 12.965 

Russia 429 11.223 

Italy 717 9.615 

Spain 558 5.664 

India 252 4.884 

South Africa 219 4.327 

South Korea 374 4.234 

Switzerland 238 4.064 

Sweden 457 3.915 

Poland 217 2.748 

* Values of advertising spending are displayed in descending order. 

Source: Own construction based on data derived from ESOMAR Industry Report [2014].  

 
 
Conclusions 

Market uncertainty and economic instability continues to weigh heavily on the 
world’s business community as well as on the marketing research. Macroeconomics 
factors admittedly add more pressure on the growth of the marketing research indus-
try in each country. Although, the present global economy looks to be picking up, 
albeit slowly, the fragilities in the economy still exist worldwide. As the founder and 
co-president of IPSOS (marketing research agency) once said [Lech 2012, p. 681]: 
“the business world has not yet fully recovered from the economic shockwaves that 
began in 2009. It is still restructuring and ongoing. Hence, there appears a natural 
tendency and general focus on rationalizing and controlling marketing research 
costs rather than investment and expansion in the research”. 

As ever, in the straitened economic times, the curiosity for marketing re-
search adventure, as well as the financial expenditures may be decreased and 
dissipated. The focus in many enterprises, in many countries will shift from pur-
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suing a course of continuous reinvestment in the marketing research to simply 
delivering dividends, profits to investors. However, as long as the competition in 
the market will be keen and fierce, so there should be a need for the marketing 
research studies. They will remain strong as the demand for information and 
insight (that provides a competitive advantage) will be robust. 
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