
Preliminary Results to 31 July 2013 

Strong growth in data products and services



 Good operational and financial performance

 Investment in data products and services delivering significant growth

 Custom research also growing ahead of market

 Clients demanding increasingly data-centric approach

 International panel expansion opening up new markets

 Increased dividend reflects confidence in the Group’s future prospects

 Current trading in line with the board’s expectations

Strong growth in data products and services
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FY13 Financial Highlights

Year to 
31 July 2013

£m

Year to 
31 July 2012

£m

% Change

Revenue 62.6 58.1 8%

Adjusted Operating Profit1 6.0 5.6 7%

Adjusted Operating Profit Margin (%) 10% 10% -

Adjusted Profit before Tax 6.8 6.1 13%

Adjusted Earnings per Share 5.6p 4.9p 14%

Dividend per Share 0.6p 0.5p 20%

Note 1. Adjusted operating profit is defined as group operating profit before amortisation of intangibles, impairment charge and exceptional items; In
the year to 31 July 2013, amortisation of intangibles was £3.3m (2012: £4.4m) and exceptional costs were £1.2m (2012: £0.5m). Adjusted profit
before tax and earnings per share are calculated based on the adjusted operating profit.

3



 Revenue growth of 
£4.5m

 Operating expense ratio 
reduced from 67% to 
66%

 Adjusted Operating 
Profit up 7%

 Adjusted EPS 
increased by 14%

Group Income Statement

2013
£m

2012
£m

Group Revenue 62.6 58.1

Cost of Sales (15.5) (13.4)

Gross Profit 47.1 44.7

Gross margin % 75% 77%

Operating expenses (41.1) (39.1)

Group Operating Profit 6.0 5.6

Operating margin % 10% 10%

Adjusted EPS (p) 5.6 4.9
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Balance Sheet
31 July 2013

£m
31 July 2012

£m

Assets
Goodwill 38.8 36.2
Other intangible assets 9.2 8.5
Other non‐current assets 5.5 5.1

53.5 49.8
Current Assets
Trade and other receivables 23.8 19.7
Cash 6.9 7.5

30.7 27.2
Liabilities
Trade and other payables 16.4 12.5
Provisions 2.7 2.2
Deferred consideration 0.3 1.9
Borrowings 0.3 0.3

19.7 16.9
Net Current  Assets 11.0 10.3
Non‐Current Liabilities

Provisions and payables 0.8 0.8
Deferred consideration 0.3 0.5
Deferred taxation 2.3 2.8
Total Non‐Current Liabilities 3.4 4.1
Net Assets 61.1 56.0

 Debtor days up from 63 
to 68 days 

 Creditor days down to 
31 from 35 days

 Working capital inflow of 
£0.7m

 Deferred consideration 
outstanding for US 
acq’ns: £0.6m (2012: 
£2.4m)
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 Cash flow generated from 
operations of £6.9m (116% 
profit conversion)

 Investing activities of £6.5m 
includes:
 £3.6m on technology 

development and panel
 £2.0m on deferred 

consideration for US 
acquisitions

 Dividend paid in year: £0.5m

 Net cash outflow of £0.6m 
leaving balance of £6.7m at 
year end

Cash Flow

2013
£m

2012
£m

Cash flows from operating 
activities
Reported operating 
profit/(loss) 1.5 0.8
Adjustments for:
Non cash movements 4.7 5.3
Net working capital movement 0.7 (1.2)
Cash generated from 
operations 6.9 4.9
Interest and tax (0.5) (1.3)
Net cash generated from 
operating activities 6.4 3.6

Net cash used in investing 
activities (6.5) (5.9)
Net cash used in financing 
activities (0.5) -

Net (decrease)/increase in 
cash (0.6) (2.3)
Cash balance at beginning of 
year 7.2 9.4
Exchange gain on cash and 
cash equivalent 0.1 0.1

Cash balance at end of year 6.7 7.2
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Segmental Analysis by Geography - Revenue

2013
Revenue

£m

2012
Revenue

£m

Change 
%

UK 17.4 15.7 11%

USA 20.8 19.2 8%

Middle East 7.3 6.0 22%

Germany 9.4 9.4 -

Nordic 8.5 8.8 (4%)

France 0.3 0.2 119%
Corporate & 
Consol. Adjs. (1.1) (1.2)

Group 62.6 58.1 8%
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Segmental Analysis by Geography - Operating Profit

2013
Operating Profit

£m

2013
Margin

%

2012
Operating Profit

£m

2012
Margin

%

UK 4.4 26% 3.7 24%

USA 2.3 11% 2.7 14%

Middle East 1.5 21% 1.3 22%

Germany 0.9 9% 0.6 7%

Nordic 0.3 4% 0.8 9%

France (0.1) - (0.2) -
Corporate & 
Consol. Adjs. (3.3) (3.3)

Group 6.0 10% 5.6 10%
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Delivering the growth strategy



YouGov and the future of market research 

 The world of market research is in an accelerating process of fundamental 
change

 Sir Martin Sorrell at WPP now talks of "Data investment management 
(previously known as consumer insight or market research).“

 YouGov has been the pioneer of this process. There are now two types of 
research: traditional custom projects and new connected data

 YouGov is strong in both types

 Our strategy is focused on increasing our use of syndicated connected 
data in order to help clients drive success
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High growth from data products and services
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Data Products & 
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22%
24%

Custom Research 

+ 5% 

+ 17% 



Delivering the growth strategy 

Grow our 
syndicated 

products suite

Integrate 
custom research 

& syndicated 
data

Enhance our 
user experience

Boost our public 
profile

Expand our 
geographic 

footprint
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Established products growing well…

 BrandIndex – 22% growth (+ SoMA)
 SixthSense – 15% growth (+ HEAT)
 Omnibus – 20% growth 

Coming soon: 

 Entertainment Index 
 Monitoring and predicting success of entertainment offers (TV etc.)

 YouGov Profiles 
 Big Data profiling system for target groups and media audiences to plan campaigns

 AdMarc
 Measuring real-time campaign ROI
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Grow our 
syndicated 

products suite



Breaking down the traditional divide between 
syndicated and custom research…

 Integrating our core data, we can help our clients with:
 In-depth audience and target group profiling
 Innovative media planning and buying
 Monitor effectiveness within the campaign (real-time ROI)

 And by superimposing custom surveys, we can deliver connected data 
solutions:
 Test their product and brand positioning 
 Design a communication and marketing campaign 
 Understand the drivers of a customer journey

 An example of cross-data use: TSB launch
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Integrate 
custom research 

& syndicated 
data
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 Lloyds Banking Group contributed to YouGov’s Public Trust in Banking Report

 Lloyds Banking Group approached YouGov to help develop and refine the brand positioning for its 
new retail bank, TSB

 We could immediately share with Lloyds Banking Group a wealth of existing and data and insight from 
various sources:

 Public Trust in Banking Report
 SixthSense market intelligence reports
 Household Economic Activity Tracker (HEAT) 
 BrandIndex (financial services sector tracking)
 Profile Data Library (PDL)

 Building on this foundation of existing data, we conducted custom qualitative and quantitative 
research into key customer groups

 The results contributed to the client’s decisions about the new bank’s brand positioning

PDL
Public Trust in Banking Report

Existing Data Additional Research New Brand Positioning

Case study: TSB launch Integrate 
custom research 

& syndicated 
data



Our panellists provide us with continuous data in 3 ways…
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Proactively
(surveys)

Voluntarily
(panellist self-entry)

Passively
(tracking)

Grow our 
syndicated 

products suite

Integrate custom 
research & 

syndicated data
Enhance our 

user experience



Everything depends on the user experience…
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Enhance our 
user experience

Enter your opinions and 
ratings

Get responses and 
feedback from other 

members

Build up your sharable 
Opigram profile

All profile data is 
analysed automatically

Produces insights for 
both clients and panel 

members

 Opigram allows YouGov panellists to 
share their opinions with us 
whenever they like

> 100,000 active users have given > 5m ratings, > 1m survey answers and 
> 200,000 written reviews on > 120,000 different topics



Trusted public voice

 Pollster for: 
 UK: The Times, The Sun, The Sunday Times
 USA: Huffington Post, The Economist
 Germany: Bild, Die Zeit
 Middle East: Al Aan TV, MediaQuest
 Nordics: MetroXpress, Berlingske, Metro
 France: Huffington Post

 The most quoted market research company in the UK

 Named one of the world's top 25 research companies

 New Global Chief Marketing Officer, based in New York, to leverage the brand 
amongst market research buyers
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Boost our public 
profile



Continuing to extend our reach…

China: 
BrandIndex on
our own panel

 Omnibus launched in USA
 BrandIndex extended to China - supported by major client

USA: 
Omnibus launched
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Expand our 
geographic 

footprint



Market Outlook
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The world of market 
research is having to 

respond to the explosion 
of online activity and the 

data it generates

Clients are demanding 
more granular and 

actionable information to 
adapt to their fast-moving 

markets 

YouGov is bringing to 
market major product 

enhancements which will 
better enable companies 
to monitor, evaluate and 
adapt their campaigns in 

real-time



Group Outlook

21

 Growing data products and services revenue towards parity

 Continued investment in technology and talent

 Further product innovation

 Focus on organic growth and selective acquisitions

 Current trading in line with Board’s expectations



Appendix 1 – Data products



Appendix
Our data products suite

BrandIndex
• Global growth rate 

22%

• Enhancements:

• MarketView -
adds customer 
funnel from 
awareness to 
purchase

• CategoryView -
adds sector-
based 
behavioural
profiling

• InvestorView -
adds sector-
based trackers 
aimed at 
investment 
community

SixthSense
• Growth rate 15%

• Over 500 clients 
with over 300 report 
titles covering 
1,000+ topic areas

• European reports in 
the Nordics, France 
and Germany

• First US report 
produced

• New clients in the 
year included 
Prudential and 
Santander while 
on-going clients 
included Tesco and 
Bosch

HEAT
• Our economic 

confidence tracker

• Available in the UK, 
US and China 

• In 2013 we 
partnered with the 
Centre for 
Economics and 
Business Research 
in the UK, who are 
providing additional 
expert macro-
economic analysis

• New clients in the 
year included P&G 
and RBS while on-
going clients 
included HSBC and 
Lloyds Banking 
Group

SoMA
• Our new social 

media analysis tool 
which measures 
what an audience is 
hearing on social 
media

• Launched 
commercially at the 
beginning of 2013

• Forms a strong link 
with other products 
- like BrandIndex -
to create a real-
time campaign 
tracking tool

• Clients in the year 
include the British 
Election Study, 
RSPB and ITV

Omnibus
• Global growth rate 

20%

• The market leading 
online omnibus 
service in the UK

• This financial year 
marked the tenth 
birthday of 
Omnibus 

• Launched in the US 
in January 2013

• US sales in excess 
of 141% of target 
for the year
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Appendix 2 – Opigram



Appendix 
Opigram: Opinion-sharing on My Feed
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Appendix 
Opigram: Builds Long-Tail Opinion Profile of each member
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Appendix 
Opigram: Creates actionable insights for advertisers & marketeers
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