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Mobile internet has changed the nature of surveys. Research Now’s Michael Murray and Luke 
Sehmer argue that allowing panellists to answer on the device of their choice aids engagement

It isn’t new thinking to consider 
online survey respondents to be 
more than that. We have been 

asking them increasingly difficult 
questions (and sometimes the same 
questions) for years.

For best-practice survey design, 
we are told not to ask unnecessary 
questions and as technology becomes 
more and more sophisticated, more 
and more of our questions become 
redundant. For profiling information, 
this has arguably been the case for 
years, but now we can augment our 
data collection with digital and mobile 
behavioural data. We already know 
their physical location; how long 
before we add in cross-device media 
consumption via passive capture 
(perhaps we are already?). Online panellists 
have become a consumer data asset and an 
incredibly valuable one at that.

This value comes from the additional 
consumer understanding and the ways in 
which it can be used to supplement and 
enhance survey data. Enhancing survey data 
with additional information could come from a 
huge variety of sources.

The implications of this point of view 
are far reaching and will mean different things 
to different people. To give an example, 
advertisers could use augmented data sets to 
explore the attribution of different behaviours 
to their campaigns. Or marketers could use 
this approach to enhance their understanding 
of their target audience and make more 
informed decisions.

The questionnaire is dead,
long live the questionnaire!

As researchers, it is easy to recognise 
the importance of behavioural data; however, 
the key challenge is how best to incorporate 
it in any analysis. We need to understand 
what data is important. With any rich (and 
potentially disparate) data set, we need to 
know the right questions to ask. This starts 
when we set objectives, which should run 
through the questionnaire and ultimately into 
the data interrogation and analysis.

Although we’ve posited that the 
questionnaire is no longer an independent data 
set, we are still interested in what people have 
to say and we still have questions, let’s make 
sure they’re giving us coherent answers. 

To that end, we must take care of our 
panellists. Accurate measurement comes 

from truthful, considered responses. 
Engaged, responsive panellists aren’t 
rare, but they are special and need 
to be looked after – value their time, 
ask them necessary questions in 
an engaging way and allow them to 
answer on the device of their choice. 

Therefore, we have spent 2013 
re-developing our interactive survey 
tools, ensuring they are compatible 
with a broad range of devices. We’ve 
also explored the implications of scale 
response patterns and the use of 
scale questions across different data 
collections modes. 

Finally, with regards to mobile, 
we have run over 100 mobile data 
collection projects in Europe, using a 
variety of different features. Our geo-

located studies have added additional validity 
to in-location research as the survey can only 
be completed within a specified geographical 
area. We know that mobile is instant and 
within the studies conducted this year we’ve 
seen response rates of 65-70%, including the 
trickier sample, such as those aged under 25’s.

With mobile diary studies we’ve seen a 
25-30% increase in average number of diary 
entries per respondent. This is even more 
prevalent with consumption and ad awareness 
studies where accurate and timely data is key.

Our advice is to consider all tools 
available and design research to draw on the 
appropriate one. Ask the right questions, 
ask only the ones that you need to and don’t 
forget that if you ask a poor question, you 
more than likely to get a poor response.
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a b o u t  t h e  c o m p a n y
b2b international is a world-leading, specialist 
business-to-business market research provider, 
offering custom-designed, individually tailored 
market research services to a broad range of clients 
and industries. We have teams based over three 
continents, working with some of the world’s 
biggest brands. We offer the latest qualitative and 
quantitative research methods, together with a full 
range of data gathering techniques and sophisticated 
analytical tools to ensure our insights and 
intelligence are the best in the industry.

b2b international provides a comprehensive 
range of research services. using a combination 
of qualitative and quantitative, and traditional and 
cutting edge research methodologies, our aim is 
always to provide insights that best meet our clients’ 
objectives, facilitating the development of their 
strategy and, ultimately, their growth. 

o t h e r  s e r v i c e s
n advertising research
n branding research
n channel/supply chain research
n competitive intelligence
n customer loyalty
n employee engagement research
n market entry
n market opportunity research
n pricing strategy research
n product development
n segmentation

d i s t i n c t i v e  f e a t u r e s
in addition to our b2b specialism and our global 
reach, we believe one of our key differentiators 
to be the fact that 99% of all of the work we 
do is conducted in-house: from project design 
through to data collection, processing, analysis and 
presentation. this ensures quality and accuracy of 
data, and enables us to be more responsive than 
agencies that rely on outsourcing.

e x p e r i e n c e / t r a c k  r e c o r d
our experience in the business-to-business arena is 
unparalleled.  Whatever the industry sector or the 
geographical reach of the project, chances are we 
have been there before and can use this experience 
to better understand your challenges and better 
meet your research requirements.

c o v e r a g e
b2b international has teams based over three 
continents, all of whom conduct projects reaching 
every corner of the globe. Whether you wish to 
focus on a single geography or require a more 
complex multi-country study, we have experience in 
a vast range of domestic and international markets.

t y p e  o f  c o n t a c t
We work with companies from a wide range of 
industry sectors.  While business-to-business 
research is what we’re all about, we can also handle 
requests for consumer research through our sister 
company deep see research.

s p e c i a l  t e c h n i Q u e s / 
b r a n d e d  o f f e r i n g s
Research Techniques:
n desk research
n ethnography
n focus groups
n interviews
n market research online communities
n mobile research
n online focus groups
n online surveys

Statistical Techniques:
n brand mapping
n chaid analysis
n cluster analysis
n conjoint analysis
n correlation analysis
n discriminant analysis
n factor analysis
n maxdiff
n multidimensional scaling

t y p i c a l  p r o j e c t s
Size: any
Scale: global

c o n t a c t  d e t a i l s
European headquarters
nick hague
b2b international
bramhall house 
14 ack lane east, 
bramhall, 
stockport, 
manchester sk7 2by, 
united kingdom

tel: +44 (0)161 440 6000
fax: +44 (0)161 440 6006
email: info@b2binternational.com 
www.b2binternational.com 

© Warc 2014

North American headquarters
julia cupman
b2b international
707 Westchester avenue
White plains 
ny 10604 
united states

tel: +1 914-761-1909
fax: +1 914-761-1503
email: newyork@b2binternational.com 
www.b2binternationalusa.com 

Asia-Pacific Headquarters
daniel sun
b2b international
office a001, 10/f, soho nexus center
no. 19a east 3rd ring road north
chaoyang district
100020 beijing
china

tel: +86 (0)10 5735 1061
email: beijing@b2binternational.com 
www.b2binternational.com/china 

offices also in london, brussels, chicago and 
shanghai

ORBG 04 B2B.indd   1 12/20/2013   10:44:34



Experience.
Our difference.
Helping businesses perform better, 
realise their potential and grow.

Internat ionaIt: +44 (0)161 440 6000
e: info@b2binternational.com

Beyond Knowledge

The global market research specialists

www.b2binternational.com

C

M

Y

CM

MY

CY

CMY

K

B2B ADMAP advert_275mmx210mm.pdf   1   08/11/2013   09:59



next generation research buyers’  guide
6

cint

www.warc .com/buyersguides

a b o u t  t h e  c o m p a n y
cint empowers access to opinions by innovating the 
way market insight is gathered. reach over 10 million 
people in 57 countries, all recruited through 600 
different panel owners like publishers, local media 
outlets, market research agencies and non-profits. 

cint’s exchange platform, opinionhub, the fully 
transparent insight marketplace, brings together 
questions and answers from all around the world.

d i s t i n c t i v e  F e a t u r e s
With cint, you can:
n buy insight in the traditional way
n  access opinions through our innovative  

self-service tools
n  build a group under your own brand to monetise 

and gain in-depth knowledge of your audience
 

s a m p l e  m a n a g e m e n t
cint access allows you to manage all of your insight 
needs from feasibility to pricing, ordering to sample 
management, and more. run direct feasibility checks 
on your specific target group, check pricing and 
then select your sample. From there, cint access 
lets you set up quotas, invitations and reminders so 
you never have to worry about missing a step.  Just 
connect to your survey and launch the project – it’s 
that easy.

p a n e l  m a n a g e m e n t 
cint engage allows you to enhance existing panels 
or build new groups through our easy-to-use online 
technology platform. it gives panel owners a wide 
range of profiling tools, incentive management 
options and built-in quality functionality. panels can 
be used exclusively by you, the panel owner, or 
by other market researchers via the opinionhub 
marketplace, allowing you to generate profit and 
reduce the overall cost of maintaining a panel.

cint engage gives bloggers, publishers and 
organizations of any size the opportunity to 
generate a new revenue stream via market research. 
by allowing members to participate in market 
research surveys, money will be earned for every 
survey members complete. cint engage offers a 
widget or full site to help recruit members and 
hosts them in a robust database. on-demand media 
kits can also be produced to maximize return on 
ad space as well as to better understand your 
group’s unique characteristics. survey your panel for 
additional insights and combine 3rd party analytics 
tools for even more knowledge.

o u r  p h i l o s o p h y 
our philosophy is to offer researchers the 
opportunity to access respondents in an open and 
impartial environment, allowing for transparency, 
timely project management, consistent sampling 
methodology and quality respondents. We 
provide products and services that make it easy 
and cost effective for anyone doing online market 
research. market researchers see what panels 
they are sampling from, including key data such as 
recruitment methods and response rates, but also 
have full control of the online fieldwork process. 

cint complies with iso, casro, mra, mrs 
and esomar quality standards and has built-in 
functionality that ensures this across all accessible 
panels in the platform.

h i s t o r y 
Founded in 1998, cint has been in operation for 
15 years. cint raised its first round of funding in 
2007. since then the firm has grown significantly to 
then secure a second major funding in 2010 (€ 9 m 
capital) and a third in 2012. 

cint now has 140 employees in 10 offices around 
the globe and, to this date, a revenue growth of 
90% year-on-year. cint is very proud of its success, 
achieved by establishing a presence in key research 
markets and working with panel owners in 57 
countries. 

c o v e r a g e
through cint you can get instant access to well-
profiled online respondents across the globe.

Europe – big five
France, germany, italy, spain, uK
 
Rest of Europe
austria, belgium, bulgaria, croatia, czech republic, 
denmark, estonia, Finland, greece, hungary, 
ireland, latvia, lithuania, the netherlands, norway, 
poland, portugal, romania, russia, serbia, slovakia, 
slovenia, sweden, switzerland, turkey, ukraine
 
North America 
canada, costa rica, puerto rico, mexico, 
guatemala, usa

South America
argentina, brazil, chile, colombia, ecuador, peru, 
uruguay, venezuela

Africa
south africa

© Warc 2014

Asia-Pacific
australia, china, india, indonesia, Japan, Kazakhstan, 
malaysia, new Zealand, pakistan, philippines, 
singapore, south Korea, taiwan.

suppliers that publish their panels on the cint 
platform are a mix of publishers, media owners, 
brands, large market research companies with global 
reach and smaller firms with local expertise. For 
more details on the latest markets covered check 
out our updated panel book on cint.com.

t y p e  o F  c o n t a c t
our panel-building and management solutions have 
been used by many organisations, online media 
businesses, online communities and market research 
agencies. the majority of panels are consumer- 
focused, with deep profiling on interest areas like 
media consumption, technology, travel, consumer 
habits, etc. increasingly, the cint system is the home 
for hard-to-reach target groups and vertical sector 
panels like b2b, healthcare, sport fans, women, new 
mums, students and teenagers.

tra in ing and technical  support
cint’s products and services have been designed 
to be user-friendly. however, we provide training 
and technical support for all users no matter what 
service level they choose.

F u r t h e r  i n F o r m a t i o n
Whether you just want to have an informal chat 
or a full presentation on our wide array of insight 
gathering products and services, we would be happy 
to hear from you.

c o n t a c t  d e t a i l s
cint uK (sales hQ)
77 bastwick street
london 
ec1v 3pZ
united Kingdom
phone: +44 (0)20 3514 2100
email: contactcint@cint.com
www.cint.com

other offices: stockholm (hQ), london, barcelona, 
berlin, los angeles, new york, atlanta, moscow, 
sydney and tokyo.
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firefish

Who are  f iref i sh?
firefish is an award-winning, independent, full-
service, international agency providing insight, 
ideas and strategy. We are industry leaders 
in qualitative and quantitative research, delivering 
premium expertise in both areas separately, as well 
as a seamlessly integrated or with a ‘method neutral’ 
approach, where appropriate.
We collaborate with our clients to build, refine 
and develop winning brands, always rooted in 
unparalleled consumer understanding. 
We champion the consumer and are evangelists 
for the idea that strong insight, worked hard, in 
collaboration with brand custodians, can unleash 
creativity, breakthrough thinking and innovation. 

Why f iref i sh?
creative, effective and rigorous work is what 
we have become renowned for over our years 
in business, not to mention our award-winning 
innovations. after all, what is insight without impact 
and what are ideas without insight? 
We believe good strategy gets you from where 
you are to where you want to be. from developing 
new products and positionings, brand architecture, 
communication strategies and packaging briefs 
through to activation ideas, brand experiences and 
identifying new territories and audiences, we use 
your brand and business objectives as the starting 
point. We work with you to co-create and ideate, 
taking the ideas back in to the real world for that 
all-important reality check. Whatever you come to 
firefish for, you can rest assured that our bespoke 
selection of methods and strategic thinking will help 
you get you to where you need to be. 

internationaL  exceLLence
With offices in London, amsterdam and new york 
and our extensive experience across the length 
and breadth of mainland europe, north, central & 
south america, asia, the Middle east and africa, 
having conducted research in over 70 countries, we 
are your window on other markets and cultures.
firefish’s years of experience, own international 
offices, hand-selected, trusted partner network and 
focus on strategic thinking, makes us the best choice 
for your global and multi-country projects.

s P e c i a L  t e c h n i Q u e s / 
b r a n d e d  o f f e r i n g s
firefish work across all manner of brands, 
communications, innovations, retail environments 
& services, media channels, technologies, digital 
platforms, people, trends and cultures. 
in addition to using the more traditional research 
tools and techniques (discussion groups, depth 
interviews, diaries, ethnography etc) firefish has 

a number of groundbreaking and award-winning 
methods that get our clients deeper insight than 
they have seen before. here are a few:
n aquarium™: our digital research suite, 
comprising cross-platform smartphone and desktop 
research app and digital co-creation whiteboard 
space, Wikiboard™
n fisheye™: Mrs best innovation award winner, 
providing a view of actual behaviour, and not what is 
reported. recently used on a major iab study.
n fireframes™: Proprietary shopper method using 
video glasses technology
n emoticoding™: creative development technique 
concerning emotional engagement
n behaviourLab™: strategic workshop that utilises 
behavioural economics to inspire behaviour change
n explorer: brand strategy method of ‘deep diving’ 
to gather understanding of complex topics. for 
example ‘fun’, ‘masculinity’ or ‘authenticity’, to name 
a few

MaJor research actiV it ies 
Qualitative: group discussions | depth interviews 
| consumer connects | expert interviews | 
intercepts | asts | ethnography | diaries | blogs 
& communities | Mobile | concept Lab | Video 
forums | autoethnography | co-creation | 
emoticoding | behaviourLab | Lifelogging and more

Quantitative: drivers analysis | Volumetric 
Modelling | advanced regression Modelling | 
conjoint testing | chaid | turf analysis | Media 
Modelling | needs and attitudinal segmentation 
| hybrid (normative) segmentations | database 
segmentation Modelling | segment allocation 
Modelling | gabor-granger | structural equation 
Modelling | bPto | discriminant analysis and more

Kids & Family: the Pineapple Lounge is an 
in-house business unit of firefish specialising in 
qualitative and quantitative research with children 
and families. Working consistently with the pre-
school, kids, teen, and mum and baby markets, the 
team observe and are a part of family journeys from 
birth to teendom. 

Firefilms: our in-house sister company that has 
been breaking new ground in research filming since 
2001. from hidden cameras and 360° in-store 
filming to dramatisations, segment animations and 
debrief films, they keep insight alive and kicking 
beyond the final presentation.

© Warc 2014 www.warc .com/buyersguides
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contact detaiLs
Martyn hill
firefish Ltd
15 Worship street 
London 
ec2a 2dt uK

tel: +44(0)20 7826 9900
fax: +44(0)20 7826 9901
email: martyn@firefish.ltd.uk
www.firefish.ltd.uk
twitter: @firefishltd

Kees van duyn
firefish netherlands
tweede Kostverlorenkade 65 
1053 sb 
amsterdam 
the netherlands
tel: +31 20 260 1286
email: kees@firefish-research.nl 
www.firefish-research.nl

Liam daley
firefish usa 
68 Jay street #503  
brooklyn 
ny 11201  
united states
tel: +1 646 286 4360 
email: liam@firefish.us.com 
www.firefish.us.com 
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a b o u t  t h e  c o M p a n y
gMi empowers insights. 

Quality-seeking researchers, marketers and 
brands choose gMi as their trusted global 
partner for digital data collection.  our innovative 
technology, proven sampling methodologies 
and operational excellence facilitate a deep 
understanding of consumer opinions and 
behaviour.  

From intelligent sampling to award-winning 
survey engagement to sample management and 
custom reporting, gMi adds value at every stage 
of the research process.  

gMi delivers access to online research 
respondents with unparalleled quality, capacity and 
targeting for every budget. 

Founded in 1999 with global headquarters 
in bellevue, Washington, gMi has operations 
throughout america, europe and asia-pacific and 
serves some 4,000 customers in more than 70 
countries. gMi is part of Lightspeed research, the 
leading provider of technology-enabled solutions 
and online respondents for global market research

s p e c i a L  t e c h n i Q u e s / 
b r a n d e d  o F F e r i n g s
We support our customers 24x7x365, providing 
global access to research data anytime and offer 
scalable performance and can handle projects of  
any scope or complexity with ease. by using only 
one vendor, productivity is raised and research 
quality is enhanced, while keeping the total cost of 
ownership low.

o u r  s o L u t i o n s  i n c L u d e
GlobalTestMarket and MySurvey online 
research panels, which have millions of deeply 
profiled double opt-in panelists across 40 
proprietary panels throughout the americas, 
europe, the Middle east, and asia-pacific. 

GMI Pinnacle, which creates balanced datasets 
while eliminating respondent source biases. 

GMI Interactive, innovative online survey design 
to engage respondents and provide more insightful 
data. gMi interactive is an award-winning 
innovative survey design technology that engages 
respondents through the use of visuals, audio and 
video, creating a rich and robust experience. 

GMI Mobile. harness the power of mobile 
for research needs. extensive mobile access 
among consumers and rapid advances in mobile 
technology provide distinct advantages for certain 
project types built on the same state-of-the-art 
platform used to conduct its online surveys.

GMI Ad Tracker, a fully integrated online 
solution that offers ad tracking for a global 
audience, along with comprehensive post-
impression surveys via our sophisticated research 
services and technology. 

GMI Tracking & Re-Track Services, providing 
vides accurate and reliable tracking studies based 
on years of online research and panel experience. 
our custom designed trackers ensure that we 
provide clients a tailored research solution that 
delivers reliable and consistent data, wave after 
wave.

these solutions, along with a full suite of data 
collection services including specialty panels, 
custom panels and communities, device agnostic 
surveys, and observed digital behaviour, provide 
the industry’s most complete and highest-quality 
portfolio for conducting online research. 

  

o t h e r  s e r v i c e s
n Full service projects
n Fast track projects
n device agnostic surveys
n ad tracker capabilities
n interactive surveys
n trackers
n gamification questionnaires
n click and ad-testing
n heat mapping capabilities
n performance dashboards
n employee feedback services

c o v e r a g e
United States
seattle, Wa
boston, Ma
Minneapolis, Mn
chicago, iL
Los angeles, ca

International
hamburg, germany
hong Kong, china
London, uK
Munich, germany
paris, France
’s hertogenbosch, the netherlands
shanghai, china
singapore
sydney, australia
valencia, spain
vancouver, bc canada

© Warc 2014

c o n t a c t  d e t a i L s
Americas headquarters
dan Fitzgerald
gMi (global Market insite, inc.)
1100 112th avenue ne
suite 200
bellevue, Wa 98004
united states
tel: +1 206 315 9300
Fax: +1 425 688 7735
email: info@gmi-mr.com

Europe headquarters
Martin Filz
gMi uK Ltd
1 bedford avenue
London Wc1b 3au
united Kingdom
tel: +44 (0)20 7399 7010
Fax: +44 (0)20 7631 4337
email: info@gmi-mr.com

APAC headquarters
Ludovic Milet
gMi (global Market insite, inc.)
suite 1104, Level 11
46 Market street
sydney, nsW 2000
australia
tel: +61 (0)2 9290 4333
Fax:+61 (0)2 9290 4334
email: info@gmi-mr.com
www.gmi-mr.com
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a b o u t  t h e  P r o d u c t 
 google consumer surveys is a market 
research tool that enables researchers 
to easily create online surveys in order 
to help make more informed business 
decisions. People browsing the web come 
across the survey questions when they 
try to access premium content like news 
articles or videos and publishers get paid 
as their users answer the questions. or 
people who download google opinion 
rewards, google consumer survey’s 
mobile app, will be sent surveys on 
an ongoing basis and get google Play 
credits for answering questions. google 
aggregates the responses and insights are 
automatically created freeing researchers 
from the burden of more difficult analysis. 
google consumer surveys is currently 
available in the us, uK and canada.
 
o u r  P h i L o s o P h y / 
d i s t i n c t i V e  f e a t u r e s
We put respondents first and have built a 
sample collection technology that focuses 
on the respondent experience. this 
enables us to collect more accurate data in 
a fraction of the time. 
 

d a t a  c o L L e c t i o n
for the web portion of google consumer 
surveys, we infer approximate age and 
gender based on the respondents’ web 
browsing behavior. the respondent’s iP 
address is used to capture their location, 
which is used in combination with census 
data to infer income and population 
density. for the mobile version, we ask 
users demographic questions so we 
can better target the surveys sent to 
respondents.  

s a M P L i n g
consumer surveys makes use of the 
inferred demographic and location 
information to employ real-time stratified 
sampling. the target population for 
internet access among the u.s. population 
of adults is obtained from the most recent 
current Population survey (cPs) internet 
use supplement of the us census and 

is formed from the joint distribution of 
age group, gender and location. since 
this inferred demographic and location 
information can be determined in real time, 
allocation of a respondent to a survey is 
also done in real time, enabling a more 
optimal allocation of respondents across 
survey questions.

r e s P o n s e  r a t e s
response rates for google consumer 
surveys are higher than telephone surveys 
and standard internet panels, and are 
much higher compared to many internet 
intercept surveys. this higher response 
rate is due, in part, to the shorter survey 
length of consumer surveys.

a c c u r a c y
accuracy of consumer surveys is better 
than both the probability and non-
probability based internet panels on three 
separate measures: average absolute error 
(distance from the benchmark), largest 
absolute error, and percent of responses 
within 3.5 percentage points of the 
benchmarks. these results suggest that 
despite differences in survey methodology, 
google consumer surveys can be used in 
place of more traditional internet-based 
panels without sacrificing accuracy
 

P r i c i n g
Standard Surveys 
10¢ per complete for one question
$1.10-$3.50 per complete for 2 to 10 
questions
target a representative sample of the u.s., 
canada, or u.K. internet population or 
target specific demographics. free custom 
targeting with screening questions that 
include at least 20% of the population.
Custom Surveys
have a large research project or special 
needs? contact sales at gcsprojects@
google.com.
free customer targeting with screening 
questions that include at least 5% of the 
population. 
 

Website Satisfaction
free for default questions
1¢ per complete for custom questions
survey visitors to your website and 
measure satisfaction in real time.

c o n t a c t  d e t a i L s
google
345 spear street 
fl 4 san francisco 
ca 94105 
united states
 
contact:
gcsprojects@google.com
 
www.google.com/insights/consumersurveys
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a b o u t  t h e  c o m P a n y
we are an international full service online research 
agency, offering you state-of-the-art services and 
competitive pricing. it is our principal to provide 
you with the best results possible by using the best 
methods available. we have been active in the field 
of online research since the beginning of 2004.  
since then, our online panels have grown 
significantly in size, now covering all core european, 
south african and selected south american markets. 
while we are proud to deliver full-service online 
research to our clients, we also deliver sample-only 
services to research buyers and agencies worldwide. 

our services offered include, but are not 
exclusive to:

n survey design
n  Questionnaire scripting and programming (Flash, 

PhP, htmL)
n email invitations and reminders
n Panel-based fieldwork
n real-time status reports
n social-media monitoring
n online focus groups
n bulletin boards
n internet forums
n recruitment of dedicated panels
n data delivery in ascii, xLs, csV or sPss formats
n data analysis and tabulation
n chart preparation in PowerPoint
n Full analysis of results

d i s t i n c t i V e  F e a t u r e s
we take pride in our panel quality and have 
developed our own 10-step quality management 
programme. at the heart of this is our digital 
fingerprinting technology, which identifies fraudulent 
respondents and professional survey takers in 99.9% 
of all cases and is now included in our standard 
service to market research buyers. 

t r a c K  r e c o r d
we have been active in the field of online research 
since 2004. we have completed numerous national 
and international surveys in consumer as well as 
b2b environments. one of our core strengths is our 
multinational b2b and it panel. 

in the past five years, mo’web research has 
continually been able to achieve excellent growth 
rates in revenue.

c o V e r a g e
our online panels cover all core european, south 
african and selected south american markets. 
as of now there are more than 1.1 million users 
registered in our panels. we maintain b2c as well 
as b2b panels in all countries in which we operate.
For detailed and up-to-date panel figures, please visit 
our website at www.mowebresearch.com.

t y P e  o F  c o n t a c t
our panels are responsive and active in purchases 
and daily life, and can offer dramatic insight to 
your clients. our business decision makers and it 
professionals are exactly that. 

s P e c i a L  t e c h n i Q u e s / 
b r a n d e d  o F F e r i n g
beyond the usual quantitative online sample-only 
jobs, we have a team of research specialists available 
to service your every need. we provide choice-
based conjoint, online focus groups, bulletin boards, 
and more.

tra in ing and technicaL  suPPort
our technical support is available throughout your 
working day and is fully multilingual. we make sure 
we stay responsive, available and take care of your 
research needs prior to fielding, in-field and after 
completion.

t y P i c a L  P r o J e c t s
in international online market research there is no 
such thing as a ‘typical project’. we service clients’ 
needs in small- and large-scale online surveys for 
consumers as well as b2b surveys. we treat every 
single project with the attention and professionalism 
it deserves. 

s P e c i a L  t a r g e t  g r o u P s
both our consumer and b2b panels are very strong 
and we can offer access to a variety of different and 
even difficult target groups. Please feel free to ask 
if you have any questions, or request our current 
panel book.

F u r t h e r  i n F o r m a t i o n
our panels are used for market research purposes 
only. Panel members are double opted in and 
incentivised with both prize draws and cash. we 
adhere scrupulously to data privacy regulations in 
every area in which we operate. we will gladly send 
you our responses to the esomar 28 questions 
upon your request. 

© warc 2014

c o n t a c t  d e t a i L s
mo’web research gmbh
contact: herbert höckel
mertensgasse 12
40213 düsseldorf
germany
tel: +49 (0)211 8 28 28 00
Fax: +49 (0)211 8 28 54 29
h.hoeckel@mo-web.net 

www.mo-web.net
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about the  coMPany
norstat group is one of europe’s leading field 
service providers. We bring market and social 
researchers together via our carefully profiled 
business and consumer panels. We cover great 
britain, germany, italy, scandinavia and many other 
eu and global markets. With vast experience 
using multiple research methods, we are a skilled 
and reliable partner for even the most demanding 
questionnaires.

d i st inctive  features /Ph ilosoPhy 
of  coMPany/serv ice
at norstat our focus is on using online and offline 
research to collect the desired data in a well-
founded and efficient manner. for us, fieldwork 
is more than simply clicking the ‘send’ button or 
making a call to quickly generate answers. our 
surveys stand out due to our carefully considered 
approach and innovative techniques to deliver 
maximum data quality.

 

exPer ience /track record 
With 12 years collective experience as an 
intermediary between the two sides of opinion 
research, the researchers and the participants, we 
have partnered with a wide variety of companies in 
numerous verticals. We have made headlines for 
marketing agencies, helped to shape markets and 
develop products the world over.

c o v e r a g e
the core of the norstat offering is based in central, 
Western and northern europe. outside this we 
offer a full global reach through our network of 
partners that have been qualified against our own 
rigorous quality checks.

t y P e  o f  c o n t a c t 
our panels are best suited to business and 
consumer verticals but we can also offer healthcare 
support within otc. We are particularly strong 
in assisting with difficult demographics such 
as students, young males, mothers and middle 
management b2b. 

M a J o r  r e s e a r c h  a c t i v i t i e s /
f o r M a t s  s u P P o r t e d
Panel description – iso 26362 certified online 
Panels, size 600,000 eu wide, cati facilities in 8 
regions, f2f facilities 8 regions 

a d  h o c  s a M P l i n g  M e t h o d s / 
P r i n c i P l e s
Quantitative: online surveys, custom Panel builds
Qualitative: face to face, Mystery shopping, focus 
groups

c o n t a c t  d e t a i l s

Matt reynolds
norstat uk ltd
16-24 underwood street 
london 
n1 7JQ
united kingdom

tel: 0203 617 1142
fax: 0207 084 7847
email: matt.reynolds@norstat.co.uk

colin clifford
norstat uk ltd
16-24 underwood street 
london 
n1 7JQ
united kingdom

tel: 0203 617 1142
fax: 0207 084 7847
email: colin.clifford@norstat.co.uk
www.norstat.co.uk
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qri consulting
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a b o u t  t h e  c o m p a n y
qri consulting is an independent and innovative 
full-service agency, specialising in international 
qualitative and diagnostic qualiquant® 
research, both online and offline.

qri consulting (formerly cram 
international® and qiq international®) has over 
25 years experience.  consumer psychology 
enables us to fully explore and understand 
consumer, b2b and healthcare needs, and allows 
us to reveal true feelings and relationships with 
brands and products in order to help our clients 
to achieve strategic success in their markets.

d i s t i n c t i v e  f e a t u r e s
We pioneered and have continued developing 
the art of measuring emotion through our 
qualiquant® method since 1987, which we took 
online in 2000.  qualiquant® integrates the best 
of qualitative insight, using innovative projective 
& enabling techniques, to get deeper inside the 
consumer mind, with quantitative rigour using 
multivariate techniques.

We also conduct online groups, idis, bulletin 
boards and online communities.  in the offline 
environment we specialize in our proprietary 
method extended creativity groups™ (ecgs™), 
as well as individual in-depth interviews and 
ethnography.

We have contributed to many branding, 
advertising and product successes both in the 
uK and internationally.

t r a c K  r e c o r d
see our website for our client list and a number 
of ground breaking conference papers about 
measuring emotion through our qualiquant® 
methods.  

Winner of the esomar best case history 
2013 for ‘how does your cappuccino feel?’ 
using our award winning sensations® technique.

c o v e r a g e
Worldwide, including: africa, australasia, 
central america, central asia, central europe, 
china, eastern europe, india/pakistan, Japan, 
middle east, northern/Western europe, north 
america, russia, south america, south east 
asia, the uK and the us.

t y p e  o f  c o n t a c t
international research into advertising, brands/
branding, children/youth, consumer trends, new 
product development, packaging/design, pricing, 
usage and attitude, segmentation, customer 
satisfaction and more.

m a J o r  r e s e a r c h  a c t i v i t i e s
n  hnWi
n  brand equity evaluation
n  npd and concept development
n  taste and fragrance testing
n  communication testing
n  strategic market studies
n  tracking 

s p e c i a l  t e c h n i q u e s / b r a n d e d  
o f f e r i n g s
n  lovemarKer® – our proprietary 

qualiquant® tool specifically designed to 
measure Kevin robert’s theory of lovemarks

n  sensations® – our award winning 
qualiquant® tool for fragrance & flavour 
testing providing the language to help refine 
and create optimal brand fit

n  concept lab™ – our essential 
qualiquant® tool for enhancing, refining and 
optimising concepts.

n  ad-vantage™ – a comprehensive and 
insightful qualiquant® tool for understanding 
advertising ideas and campaigns before they 
are launched.

n  design lab™ – the qualiquant® tool to 
measure the emotion and personality in 
product and packaging design 

n  brandWorld™ – in-depth evaluation 
of the physical or virtual space in which 
customers interface with your brand.

We tailor each study to answer the project 
objectives.

© Warc 2014

c o n t a c t  d e t a i l s
simon patterson and John pawle
qri consulting
30 charing cross road
london 
Wc2h 0db
united Kingdom

tel: +44 (0) 20 7836 9388
email: qri@qriconsulting.com

www.qriconsulting.com
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research noW
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a b o u t  t h e  c o M P a n y
research now is the global leader in digital data 
collection. We have over 6.5 million panellists 
worldwide, in 38 countries across eMea, the 
americas and aPac regions. We have range of 
fieldwork services from sample provision and 
scripting, to our new range of digital and mobile 
tools.

our panels are built and maintained with a strict 
‘research only’ approach. the panels are multi-
sourced, carefully managed and frequently refreshed 
to ensure they remain responsive, reliable and 
representative. research now offers fieldwork 
and panels, including multi-country/multi-lingual 
international projects. We can target a range of 
respondents, including general consumer, b2b and 
healthcare specialists. We also profile samples for 
numerous sectors, including but not limited to 
automotive, financial and media.

o t h e r  s e r V i c e s
our panels and technology deliver flexible, high-
quality fieldwork and dP, client sample and survey 
management, omnitaxi, omnibus pre and post-ad 
diaries, bespoke projects, conjoint and multivariate 
techniques and much more.

We also have our suite of digital and Mobile 
products which take data collection beyond 
the survey and into the realms behavioural, 
passive collection. our mobile app gives you the 
opportunity to receive real ‘in-the-moment’ data 
and take advantage of its passive, behavioural 
measuring capabilities. 

our digital suite, built on unobtrusive methods, 
includes our adimension® solution which 
empowers you to collect robust demographic and 
profile information on all panel members exposed 
to your online advertising campaign. you can then 
selectively survey the most relevant sample to meet 
your business needs.

d i s t i n c t i V e  F e a t u r e s
We strongly believe that excellent client service is 
key to our business. at research now, we offer 
a dedicated client service team, providing diligent, 
intelligent and timely service to researchers.

More than half of our client service team are 
experienced agency or client-side researchers. 
this gives our customers more senior, more 
experienced, more knowledgeable assistance, while 
enabling us to really understand what researchers 
need, and to consistently provide better service day 
in, day out.

t r a c K  r e c o r d
We manage around 2,000 projects per month, 
providing both sample-only and full-service studies. 
our clients include well-known research agencies, 
as well as the fieldwork departments of some of 
the world’s leading corporates across a wide range 
of market sectors. We are equally experienced in 
handling both multi-national, multi-lingual projects as 
well as smaller domestic projects.

c o V e r a g e
research now owns and operates the extensive 
family of Valued opinions and the e-rewards online 
panels across europe and the Middle east, the 
americas and asian-pacific region. With over 20 
offices around the globe, research now is able to 
service clients’ needs globally.

t y P e  o F  c o n t a c t
our proprietary network of online panels includes 
over 6.5 million panellists and millions more 
respondents through social media. We include a 
range of specialist panels specifically profiled in areas 
including b2b, healthcare, automotive, financial, high 
net worth, c-level and media.

a d  h o c  s a M P L i n g  M e t h o d s / 
P r i n c i P L e s
Quantitative: online fieldwork and panels
Qualitative: online focus groups

s P e c i a L  t e c h n i Q u e s / b r a n d e d  
o F F e r i n g s
research now utilises its panels for a range 
of online and mobile fieldwork solutions. our 
specialised panels in areas such as healthcare and 
b2b supplement our specialist services:
n  Full-service online fieldwork (from scripting, 

through to online sample provision and delivery 
of results)

n  Fieldwork support for a range of different 
research methodologies – e.g. trackers, online 
diaries, product concept testing, advertising, 
conjoint and much more

n  bespoke projects
n  Mobile – geo-location fencing, passive collection
n  Mosaic segmentation allows for targeted 

consumer tracking based on specific 
characteristics, lifestyle and financial behaviour

t r a i n i n g  a n d  t e c h n i c a L  
s u P P o r t
research now technology has been responsible 
for building our highly scalable proprietary panel 
management platform, and continues to develop 
innovative solutions for online fieldwork and panel 
management. this resource is available to all clients 
seeking to conduct online research and we are 
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more than happy to explore the options with you.
For further information or advice please contact our 
client service team.

c o n t a c t  d e t a i L s
Caroline Northfield
Vice President, client development – Media 
cnorthfield@researchnow.com

John Ferguson 
director, Media and digital
JohnFerguson@researchnow.com

research now
160 Queen Victoria street
London
ec4V 4bF

tel +44 (0)20 7084 3000
twitter 
@ResearchNowUK
Facebook
/ResearchNowUK

www.researchnow.com
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a b o u t  t h e  c o m p a n y
tns advises clients on specific growth strategies 
around new market entry, innovation, brand 
switching and stakeholder management, based 
on long-established expertise and market-leading 
solutions. 

With a presence in over 80 countries, tns has 
more conversations with the world’s consumers 
than anyone else and understands individual human 
behaviours and attitudes across every cultural, 
economic and political region of the world. 
We are part of Kantar, the world’s largest research, 
insight and consultancy network.

o u r  a p p r o a c h
tns cares passionately about the power of 
information and the ability to translate research 
findings into meaningful and practical business 
insights. We see this at the very centre of what  
we do. 

custom full -serv ice  research 
agency
tns has a unique product offering that stretches 
across the entire range of marketing and business 
issues: 
n  brand & communication 
n  innovation & product development 
n  retail & shopper 
n  stakeholder management
n  Qualitative 
Within each of those specialist areas we have 
a range of offerings designed to answer any 
client issue and enable our clients to better 
understand their world. be that consumer thinking 
and behaviours, the market place, innovation, 
competitor performance, future trends and service 
provision.

o u r  o f f e r
n  a focus on providing precise recommendation 

on client growth: We develop precise plans that 
identify growth opportunities for our clients.

n  global coverage: We have a broader 
geographical spread – more countries, more 
offices, more fieldwork people owned by tns 
– than our competitors. While size in itself is 
not an advantage, it gives us the ability to invest 
in great people, operational expertise and 
innovation in best practice and technology. 

n  World class operations: With our sister 
company, Kantar operations, we offer high 
quality, in-house solutions at all stages of the 
research process. through our global network, 
we are also able to reduce the need to 
outsource, thereby keeping greater control on 
quality and efficiencies. 

n  thought leadership: through our global practice 
areas – brand & communication, innovation 
& product development, retail & shopper, 
stakeholder management and Qualitative – we 
can offer the industry’s best minds. 

n  advanced analytics: tns has a marketing science 
practice that is unrivalled in quality, scale and 
scope for delivering analytics. We offer a market-
leading toolbox of analytical techniques, and the 
ability to develop new approaches to fit specific 
projects.

n  market-leading expertise in automotive and 
political & social research: With over 50 
years experience tns is the world’s leading 
provider of automotive marketing information 
and insights. tns uK’s specialist political and 
research division, tns bmrb, helps government, 
the private sector and the third sector plan and 
care for society. allied with an international 
network of social researchers in 40+ countries 
tns has the leading political and social research 
unit in the world. 

o u r  d i g i t a l  o f f e r
n  tns understands that to market successfully 

in the digital age, brands must understand the 
attitudes and behaviours of the connected 
consumer. tns has invested in developing a 
comprehensive portfolio of tools and techniques 
to address a number of client needs – from 
the strategic needs of market and consumer 
understanding, to the more tactical measurement 
of digital ad or website effectiveness. 

n  our on-going research includes studies into the 
ways in which consumers engage with brands 
online, how mobile technology has changed our 
lives, what makes people switch brands and the 
different priorities and drivers of decision-making 
for those at the ‘base of the pyramid’. 

n  our flagship study, digital life examines the 
attitudes, motivations and behaviours online of 
over 70,000 people in 60 countries; key findings 
from the latest wave can be found at www.
tnsdigitallife.com   

n  mobile technologies are changing the world and 
they are changing the market research industry. 
tns are at the heart of these changes. We have 
offers through active data collection involving 
app and mobile internet that allow us to reach 
people and occasions that other methods cannot.

© Warc 2014 www.warc .com/buyersguides
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c o n t a c t  d e t a i l s 
tns uK
6 more london place 
london 
se1 2Qy
united Kingdom

tel: +44 (0)20 7656 5294

www.tnsglobal.com/uk   
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about the  coMPany
With 18 offices in europe, north america and asia 
Pacific, toluna works with many of the world’s 
leading market-research agencies, media agencies 
and corporations. a pioneer in the dynamic world 
of marketing research, data collection, reporting 
and visualisation, toluna brings together people and 
brands in the world’s largest social voting community.  
as a leading all-in-one global source for actionable 
insights, we help market researchers, insights 
professionals and companies anywhere in the world 
make clearer and better business decisions that drive 
better business results.

our social voting community of more than 6+ 
million members spans more than 41 countries, 
enabling our clients to develop a deeper understanding 
of anyone, anywhere, anytime they need it. toluna 
provides the industry’s leading survey technology 
suite, enabling hundreds of organisations worldwide to 
create online and mobile surveys, manage panels and 
build their own online communities. 

asK  1 -100  Quest ions  to anyone , 
anyt iMe ,  anyWhere
Anyone
toluna’s in-depth profiling of its panellists and our 
specialised consumer, b2b and healthcare panels 
enable organisations to reach niche segments and 
hard-to-reach audiences quickly and cost-effectively. 
in addition, we offer realtime sampling as an option 
to those clients wanting to  target specific audiences 
who are not accessible via toluna’s own online 
panel community.
Anytime
toluna provides 24/7 global project management 
support and continually develops innovative 
technology such as Quicksurveys and PanelPortal 
to enable organisations to gain real-time customer 
insight easily and cost effectively.
Anywhere 
using toluna’s 41 proprietary panels worldwide 
and our network of global partners, we can provide 
organisations with access to survey respondents 
from all over the world.

Products  and serV ices
toluna continually develops innovative world-class 
technology to enable market research organisations, 
communication agencies and brands worldwide 
to create surveys, manage panels and build online 
communities to gain real-time customer insight 
quickly and cost effectively.
toluna’s products include…
PanelPortal™ – an easy to use web-based 
platform which enables you to build and manage 
online panel communities in-house
AutomateSurvey™ – script and send engaging 
flash surveys to members of your online panel 
community and your own customer database

QuickSurveys™ – create and launch your own 
surveys quickly to your customer database for 
free or to our live online panel community of 4+ 
million consumers worldwide for a small fee and see 
answers, some in real-time.
TolunaAnalytics – advanced, yet easy-to-use 
features empower the novice and expert user alike 
to analyse data within moments of project launch.
Mobile Surveys and IVR – get in touch with 
people anytime, anywhere using our mobile survey 
platform and our permission-based telephone 
survey panel

d i st inctiVe  Features
n a unique Web 2.0 panel community model 
ensures our clients have access to the world’s most 
engaged panellists.
n 13 specialist panels covering specialist consumer, 
b2b and healthcare (professionals and patients)
n industry-leading panel quality procedures to 
maintain panel responsiveness and data reliability.

tracK record
established in 2000, toluna is the world’s fastest-
growing online panel provider, with over 850 
employees across 18 global offices. We have 
a unique blend of research and online panel 
backgrounds from years of experience working with 
global research organisations.

coVerage
n offices in europe (London, amsterdam, Paris, 
Frankfurt, Madrid, timisoara, haifa) north america 
(Wilton, dallas, andover, sherman oaks, toronto) 
and asia Pacific (sydney, guragon, singapore, 
tokyo, hong Kong) with clients on five continents. 
n 41 proprietary online panels in: argentina, 
australia, austria, belgium, brazil, canada, chile, 
china, colombia, czech republic, denmark, Finland, 
France, germany, greece, hong Kong, india, ireland, 
italy, Japan, Korea, Malaysia, Mexico, the netherlands, 
new Zealand, norway, Peru, Poland, Portugal, 
russia, singapore, south africa, spain, sweden, 
switzerland, taiwan, thailand, tunisia, turkey, uK 
and usa.

oP in ions  FroM your target  
audience
toluna strives to continually help research 
professionals conduct reliable online market research 
and has pioneered the development of 13 specialist 
sub-panels.toluna’s focus on adding value to the 
panellist’s online experience via the development of 
its online panel community (toluna.com) encourages 
members to update and increase their profiling 
information to a potentially greater level than is 
evident in more traditional online panels.
our specialist panels include; automotive, Finance, 
employment, shopping, sports, health, home & 
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Family, Media, Mobile Phone, travel, Video games, 
internet and Personal care

Methods oF  data coLLect ion/ 
research sPec iaL it ies
n QuaL, oMni, PanL, net, ihut
n ads, auto, b+b, cLoth, cond, dM, drnK, 
eMP, enV, exhib, Fin, Food, hLth, hoMe, it, 
int, Leis, Medi, Media, Phar, Pub, P+P, retL, 
t+c, teLc, tour, toys, traV

sPec iaL  techniQues /branded  
oFFer ings
Whether you need to leverage our survey 
respondents for a study you’ve programmed yourself, 
or you need us to program and host your survey you 
can be sure toluna will deliver. our core business 
is providing clients with access to online survey 
respondents and executing surveys flawlessly. We 
have a global team in place to meet your ‘around the 
clock’ demand for high quality survey solutions.
as the leading provider of online survey solutions, 
count on toluna to meet your survey needs. We 
are expert at executing the following study designs, 
and more.
n  brand/ad tracking n  simulated shopping
n  Qualitative n  concept testing
n  Product testing n  in home usage testing
n  copy testing n  Package design
n  conjoint n  diary studies
n  omnibus

tra in ing and technicaL  
suPPort
n  Full training and consultancy packages available 

for all PanelPortal users.
n  Panel building consultancy and training packages 

available.
n  experts in migrating offline work online.

tyP icaL  ProJects
Size: from 100 to 100,000+ interviews.
Scale: global.
Specialist targets: automotive, b2b and it 
professionals, healthcare, mobile phone users, 
grocery shoppers, media, household, sports, finance, 
travel, cosmetics, video gamers, web users, green 
and ethical consumers and personal hobbies.

contact detaiLs
toluna
ealing cross 
85 uxbridge road 
London W5 5th

tel: +44 (0)20 8832 1700
email: contact-uk@toluna.com
www.toluna-group.com
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yougov

yougov is the authoritative measure of public 
opinion and consumer behaviour. it is yougov’s 
ambition to supply a live stream of continuous, 
accurate data and insight into what people are 
thinking and doing all over the world, all of the time, 
so that companies, governments and institutions can 
better serve the people that sustain them.

a b o u t  t h e  c o M P a n y
yougov is an international, full-service market 
research agency, providing: 
n added value consultancy
n Qualitative research
n Field and tab services
n syndicated product offers
n Fast-turnaround omnibus
n Market intelligence reports
n daily brand tracking
n social media analysis tool

yougov has dedicated teams of research and 
industry experts covering the following areas:
n FMcg 
n Financial services
n technology and telecoms
n Media & advertising/advertising agencies
n Politics
n Public sector
n Pr agencies

one of yougov’s key strengths is its panel of over 
400,000 uK consumers representing all ages, socio-
economic groups and other demographic types. the 
quality of its panel allows yougov to access difficult 
to reach groups, both consumer and professional.

t r a c K  r e c o r d
yougov is considered a pioneer of online market 
research and dominates britain’s media polling.  
as the most quoted market research agency in the 
uK, yougov has a well-documented and published 
track record illustrating the accuracy of its survey 
methods.

g L o b a L  c o v e r a g e
since being launched in the uK in 2000, yougov 
has grown considerably and has expanded 
internationally with a panel of over 2.5 million 
worldwide. yougov has offices in the uK, us, 
France, germany,  scandinavia and the Middle east 
and can conduct research in all continents, using its 
extensive network of panels.

y o u g o v  c o n s u L t i n g  a n d  
s y n d i c a t e d  P r o d u c t s
yougov’s consulting offer aims to add further 
understanding and perspective to the data supplied 
to clients, and offers resultant strategic advice.

yougov’s consulting combines research expertise 
and in-depth sector knowledge to help clients to 
identify, analyse and understand their markets, 
offering actionable insight that adds competitive 
business advantage. 

as well as conducting bespoke research 
for clients, yougov has developed a series of 
syndicated products to make key industry-specific 
insight accessible even when budgets are limited. 
yougov’s syndicated research portfolio includes:
n various technology trackers measuring consumer 
experience of smartphones, internet tv, mobile 
wallets and tablets 
n the iFa omnibus, which provides regular access 
to a panel of independent Financial advisers 
n social Media tracker, which explores the ways in 
which people engage with social media 
n Platinum, the wealth tracker which reaches 
respondents with at least £100,000 in investable 
assets
n connected tv, a study which focuses on 
technology device ownership, content used and 
attitudes around the convergence of the internet 
and tv
n heat, the household economic activity tracker, 
which presents monthly indicators of consumer 
confidence and the ability of consumers to spend, 
providing a valuable input to understanding broad 
economic consumers and trends

Online Qualitative Research
yougov has a dedicated qualitative team supporting 
all the sector specialist divisions. in addition to 
conducting traditional offline qualitative research, 
yougov has developed online qual, enabling 
clients to reach disparate audiences and get more 
authentic and truthful responses from consumers, 
by using techniques such as online forums and 
group discussions. turnaround is quick (with instant 
transcripts) and cost-effective (by avoiding travel 
and facility costs).

YouGov Omnibus
yougov’s online methodology enables its omnibus 
services to run daily, and provide clients with results 
rapidly and cost-effectively, offering more responses 
than competitors, as well as fastest turnaround times.

yougov runs omnibus services worldwide, 
allowing clients to target one particular region, 
achieve a global snapshot, or compare results across 
multiple countries. 

as well as nationally representative omnibus 
services (gb, uK, scotland, Wales, northern 
ireland, London), specialist consumer omnibus 
services range from city samples to demographic 
and interest-based samples such as parents, 
children, main shoppers, sports fans, MPs and 
decision-makers in sMes.

YouGov BrandIndex
yougov’s brandindex is a daily measure of brand 
perception among the public, tracking many 
brands across multiple sectors simultaneously. 
so, as a subscriber, you not only get a real-time 
picture of your own brand’s health, but also that of 
competitors and whole sectors.

results are delivered through an instant-access 
online reporting tool, so you can keep a constant 
eye on brand health. because the data is updated 
daily, any changes in public perception can be 
spotted immediately and acted on accordingly.

brandindex operates at a national and 
international level, allowing you to track brand 
perception in just one country, compare across 
multiple countries and/or monitor a global picture.

YouGov Reports
our market intelligence reports contain primary 
consumer information you won’t find anywhere 
else. highly qualified analysts use this data to deliver 
insight, comment, opinion and advice on the latest 
market trends and conditions. yougov reports also 
condense and analyse key secondary data, helping 
you improve your understanding of the broader 
market enviornment.
all yougov reports include:
n consumer attitudes and behaviours
n Market trends, growth and forecasts
n insightful, actionable analysis
n competitor intelligence
n brand insight

YouGov SoMA
the revolutionary new social media analysis tool 
allows you to measure what your target audience 
is hearing about your brand. by overlaying 
demographic data with comments heard on private 
twitter and Facebook newsfeeds, soMa provides 
meaningful depth to your social media data. With 
soMa, you can track your exposure to the audience 
you have defined. With real-time, accurate measure 
of the reach of your campaign/or a crisis, you can 
adapt it live and get the results you need fast.

c o n t a c t  d e t a i L s
yougov plc
50 Featherstone street
London
ec1y 8rt

tel: +44 (0)20 7012 6000
Fax: +44 (0)20 7012 6001
email: info@yougov.com  

Web: yougov.com
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One place for all your needs
We have just celebrated our 10th anniversary and working with YouGov 
Omnibus has never been more effective. For nationally representative 
samples, choose from our 24 or 48 hours services. To target your questions, 
we have proven products like our Children’s Omnibus, or just talk to our Field 
& Tab team who will tailor a sample to your specific requirements.

So whether you’re after statistics for a PR campaign, launching new products 
or testing an advert, we have the right service and the right answers for you.

T  +44 (0)20 7012 6231
E  omnibus@yougov.com
W yougov.com

• Children
• Parents * Source: Meltwater News

Targeted Omnibus services including:

out

 We
   know
them
 inside For even more

targeted groups –
Field & Tab
services

Additional 
qualitative 
services

Over 10
years of
online
experience

2,000 respondents in 
48 hours, nationally 
representative

YouGov gets 
more coverage 
than its 
competitors*

• International
• B2B

• Opinion Formers
• London, Scotland & Wales



Get started with  
Research Now for 
a 360° view of
the consumer
Combining our access to panellists 
across the globe with our suite of 
mobile and digital products, we o�er 
tailored research services. This enables 
you to gain insight on consumer and 
B2B decision-makers’ behaviour, attitudes, 
brand perceptions, profile and much more.

Contact Research Now to see how 
we can help you to gain a deeper 
understanding of your target audience.

infoUK@researchnow.com
www.researchnow.com

36

0° VIEW

 O
F THE CONSUM

ER


	ORBG_0114_01
	ORBG_0114_02
	ORBG_0114_03
	ORBG_0114_04
	ORBG_0114_05
	ORBG_0114_06
	ORBG_0114_07
	ORBG_0114_08
	ORBG_0114_09
	ORBG_0114_10
	ORBG_0114_11
	ORBG_0114_12
	ORBG_0114_13
	ORBG_0114_14
	ORBG_0114_15
	ORBG_0114_16
	ORBG_0114_17
	ORBG_0114_18
	ORBG_0114_19
	ORBG_0114_20

