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Ambient Insight's  Research  Taxonomy  
Ambient Insight is an international integrity -based market research firm that 

uses predictive  analytics to identify revenue opportunities for global learning 

technology suppliers.  

Figure 1 ï Ambient Insight 's  Learning Technology Research Taxonomy  

 
 

The purpose of our taxonomy is to provide clarity to suppliers competing in a 

complex global mark et. Our research taxonomy is the foundation for 

identifying addressable revenue opportunities for suppliers marketing specific 

product types in specific buying segments . 

Who are We?  

Ambient Insight principals are well - known competitive intelligence experts  in 

the global learning technology  industry . Ambient Insight was founded  in 2004  

by the original members of the Advanced Knowledge Engineering team that 

built the Microsoft Online Learning Institute (MOLI), the worldôs first 

international commercial eLearn ing business.  

 

Ambient Insight has two lines of business: publishing quantitative syndicated 

reports and providing proprietary custom research to suppliers and private 

investment firms.  

 

In our syndicated reports, Ambient Insight provides quantitative mark et 

research by customer segment (demand -side) and by product category 

Ambient Insight 
has a detailed 
2011-2016 market 
forecast 
breakdown of all 
eight learning 
technology 
products across all 
customer 
segments.  
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(supply -side) based on our taxonomy and our proprietary Evidence -based 

Research Methodology (ERM).  

 

In our custom research, w e have developed competitive intelligence, multi -

year tactica l roadmaps, product pipelines, revenue stream timelines, pricing 

models, merger and acquisition (M&A) profiles, and go - to -market strategies 

for a range of international  clients.  We have helped large and small 

organizations successfully launch  new learning technology  products and 

services .  

We Are Unique  

We are the only research firm in the industry that has developed a precise 

learning product taxonomy based on pedagogical principles and information 

architecture. We specialize exclusively in learning techn ology.  

 

We track seven international regions, eight buyer segments  (not just 

corporate),  and eight product types. We further break down each product into 

six sub -categories . It is the most complete view of the international  demand 

for learning technology i n the industry.  

 

We continue to modify, refine, and enhance our taxonomy as products and 

buying behavior changes. For example, when we launched in 2004, 

commercial Social Learning products had yet to emerge. Mobile Learning value 

added services (VAS), a s ubset of Mobile Learning, is essentially a new type of 

learning product that has come on the market in the last two years.  

We Are Dependable  

We serve our clients with targeted custom online learning research that meets 

and often exceeds a client's expectat ions . All custom research  is delivered in 

the agreed upon  timeframe.  We pride ourselves on meeting deadlines -  each 

time, every time.  

 

Ambient Insight strives to make clients self - sufficient. Our project strategy is 

to provide continuous knowledge transfer  that allows clients to own their 

intellectual property and to help them reduce dependencies on external 

consultants, including ourselves.  

We Are Precise  

We ar e a quantitative research firm. Quantitative market research is a n 

empirical process in which deductive mathematical models are  used to identify 

and calibrate statistically -valid variables that contain measurable data about 

target products, markets, and/or buyers.  

 

We use predictive analytics  software  and proprietary  algorithms  to triangulate 

measura ble  Total Addressable Market (TAM) forecasts and tangible revenue 

opportunities. Ambient Insight knows suppliers need precise product 

definitions and forecasts across all buyer segments to compete in the 

international learning technology industry. We provi de our clients with 

actionable data.  

Ambient Insight 
has a breathtaking 
view of the 
international 
demand for 
learning 
technology 
products and 
services. 
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We Are Ethical  

We do not endorse specific suppliers or products. None of our syndicated 

research is influenced, sponsored, or subsidized by suppliers . We do not 

evaluate, compare, or rank products.  

 

We understand the competitive value of the intellectual property  owned by our 

clients  and we take non -disclosure agreements  (NDAs)  seriously. All of the 

proprietary information that our clients have shared with us is kept in strict 

confidence.  

Our Quantitative Evidence - base d Research Methodology  

Ambient Insight provides quantitiative market revenue forecasts using our 

proprietary Evidence -based Research Methodology (ERM). We developed ERM 

by modifying and refining industry -standard quantitative methods to reflect 

the unique characteristics of the international learning technology market.  

Figure 2  ï Ambient Insight 's  Quantitative Evidence - based Research 
Methodology (ERM)  

 
 

The ERM is an iterative process with  five key phases that:  

 

Á Isolate the target market  

Á Triangulate the b aseline (the floor) and the topline (the ceiling) 

revenue boundaries  

Á Forecast the Total Addressable Market (TAM) for specific products  

Á Generate market share maps by supplier  

Á Quantify actionable competitive intelligence  
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Each phase of the ERM functions as an input and output in the process. In the 

sense that one phase "informs" the next phase, it is an input. Each phase also 

generates standalone data points, which are discrete outputs.  

 

The ERM progresses from general patterns (the big picture) to very pr ecise 

granular patterns. Once the target market is isolated, calculations are done to 

triangulate the potential revenues boundaries. Actual revenues cannot be 

below the baseline boundary, known in the research industry as "the floor." 

Likewise, actual reve nues cannot be any higher than the topline boundary, 

called "the ceiling." The TAM is located within these boundaries.  

 

In custom analysis, Ambient Insight uses the  TAM in subsequent strength, 

weaknesses, opportunities, and threats (SWOT) analyses to deter mine what 

portion of the TAM is realistically available to specific suppliers.  The primary 

basis used to determine this is the market share map and the client's position 

(or desired position) on that map.  

 

The market share map generated by Ambient Insight  allows suppliers develop 

strategies for organic growth or to "buy their way in" via merger and 

acquisition (M&A) activity.  

Figur e 3  ï Ambient Insight 's  Actionable  Competitive I ntelligence  

 
Ambient Insight generates actionable  competitive intelligence by mapping the 

competitive landscape, performing supply -side and demand -side analyses, and 

by compiling data from a  wide spectrum of information broadly classified as 

leading and lagging indicators.  

 

Ambient Insight 
only provides 
supplier market 
share analysis on a 
private consulting 
basis and we do 
not publish market 
share data in 
syndicated reports. 
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Á Leading indicators  signal future events and include ventur e capital 

investment trends, pate nt applications, technology - related legislation, 

technology standards development, product research trends, product 

substitution patterns, technology infrastructure trends, labor demand, 

and outsourcing demand.   

 

Á Lagging in dicators , referred to as "rear -view mirror"  data, are past 

events captured in data that include supplier  activity, M&A activity, 

divestitures, executive hiring pat terns, US Economic Census data, SIC 

and NAICS tax data, SEC filings, international stock exch anges, local 

and federal government data, Universal Commercial Code banking 

reports, public -domain business records, court records, press releases, 

government export trade data, regional trade association resources, 

and international industry association i nformation.  

 

Many of the companies tracked by Ambient Insight are publicly traded on 

various international stock exchanges and their financial disclosures provide 

baseline data for global sales , regional competitive pressures,  and specific 

country -by - coun try  business activity.  

 

Many private companies, particularly outside the US, report their revenues as 

a matter of policy. Those financial disclosures also provide baseline data for 

the demand for specific types of products in particular countries and regi ons.  

 

Federal government and industry trade bodies, particularly in the US, Japan, 

South Korea, Germany, France, Canada, Ireland, India, and the UK, provide 

extensive data on export opportunities in specific international education 

markets. Federal, state,  provincial, and local agencies  provide detailed reports 

on technology funding, the adoption of learning technology , and the buying 

behavior in the academic , vocational, and workforce  markets . 

 

The European Union funds ongoing research on the adoption of e lectronic 

learning in the EU and Eastern Europe. Several international bodies such as 

the World Bank, the UN, and the Commonwealth of Learning provide funding 

for projects and detailed data on the adoption of learning technology in 

developing countries.  

 

There are now distance learning and learning - technology trade associations in 

every region of the world. Publications, event presentations, and press from 

these associations provide valuable insight into the market conditions inside 

particular countries and  regions.   

 

The various publishing, training, and education associations across the globe 

provide a wealth of information about the migration to digital formats and the 

buying behavior in specific countries.  

 

Geographical Regions  Defined  

Ambient Insight c onducts international research on learning technology and 

defines seven global regions: North America, Latin America, Western Europe, 

Eastern Europe, Asia, Middle East, and Africa.  

 

The governments in 
Canada, Ireland, 
and South Korea 
actively promote 
and subsidize the 
export activities of 
domestic learning 
technology 
suppliers. 
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Á North America includes the US and Canada.  

 

Á Latin America includes the re st of the western hemisphere starting with 

Mexico southward. The Caribbean countries and islands are grouped 

with Latin America.  

 

Á Ambient Insight defines Western Europe as the 27 countries in the 

European Union as of January 2011. It also includes four cou ntries that, 

so far, have not joined the EU: Iceland, Norway, Lichtenstein, and 

Switzerland.  

 

Á Ambient Insight defines Eastern Europe as most of the Commonwealth 

of Independent States (CIS) that were once part of the former Soviet 

Union: the Russia n Federat ion , Belarus , Georgia, Moldova, Armenia, 

Azerbaijan, Turk men istan, Kazakhstan, Kyrgyzstan, Uzbekistan, and 

Ukraine . It should be noted that several countries that were once part 

of the Soviet Union are now in the EU.  

 

Á Asia is defined as the countries in co ntinental eastern Asia and the 

countries and island nations in the Asian Pacific including Australia and 

New Zealand.  

 

Á The Middle East includes al l the countries in the southeast 

Mediterranean, the Gulf countries , and arbitrarily groups Turkey and 

Egypt as  part of the Middle East.  

 

Á Africa includes all the countries on the African continent except Egypt 

and also includes Madagascar.  

 

International Buyer Segmentation De scriptions  
Ambient Insight provides market research across all the global  buyer 

segments in cluding:  

 

Á Consumer s  

Á PreK-12 academic  institutions  

Á Higher education  institutions  

Á Local, state /provincial  government s 

Á Federal government s 

Á Corporations  and businesses  

Á Associations, non -profits , and NGOs  

Á Healthcare  buyers  

 

Because the healthcare market inclu des buyers in several of the other 

segments  (e.g. associations, consumers, corporations, and governments), 

Ambient Insight breaks out the healthcare segment  to provide clarity for 

suppliers. The healthcare s egment  in each country  tends to be  unique and it is 

rarely  a monolithic vertical buyer segment .  

 

The buying behavior 
inside particular 
countries and 
regions tend to be 
quite different. That 
said, there are often 
pan-regional 
revenue 
opportunities and 
Ambient Insight 
identifies those for 
suppliers. 




















































































