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Basics of Practical Online Research

1. Online Research about the Internet

In this case the aim of online surveys is to clarify facts about the Web. Examples
are tests about Website performance (Usability Tests ) or surveys to define the
number of visitors of a Website (Web Audience Size Measurement ).

A completely different approach to define Web audience sizes or measure ad
contact data is Web metrics - the use of log files to count page views, visits,
duration of visits etc. In advanced measurement systems logfile-based metrics are
combined with data collected by online panel surveys.

2. Online Research via the Internet

The Internet can be used for all kinds of surveys apart from the Web. Computer-
assisted Internet Research (CAWI) is used to measure awareness and acceptance
of products , social behavior, political opinion, media use, etc. Fieldwork is based on
carefully recruited access panels.



Internet is becoming available to more age groups

Development of Internet Penetration by Age (%)
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Depending on local Internet penetration, the older segments of the population
must be surveyed with traditional me t
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Advantages of Online Research

- Quick fieldwork and evaluation (down to 24 hours)

- Cost efficiency (no interviewer and telephone cost)

- No geographical boundaries: national and multi-nation surveys possible
- Higher response rates as questionnaire can be filled in at any time

- No interviewer training necessary

- No interviewer bias (self-completion!)

- All types of multi-media content can be tested (sound, video, Websites)
-ASensitiveo t opi-cesporaents amreeanomymityt) o
- Higher response rates than in telephone or face-to-face

- Candid answers (no social pressure), more text

- Small target groups readily available in large access panels

- No erroneous transcription of answers to open-ended questions possible

- Report/graphs can be generated in real-time and delivered quickly

- Format may impress customers as the most modern type of market
research
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Disadvantages of Online Research

- Internet does not reach 100% of the population

- No possibility to explain details

- Not applicable when topic is related to Internet and Internet use

- Especially in qualitative research: body language cannot be observed

- No possibility to test products by taste, smell or handling

- Results may be skewed due to different degrees of familiarity with computers
- Skewed towards up-market, high education segments

Dealing with disadvantages of Online Research:

-Conducting s upv enpsEippiementiAgronixneirderviews with the
requrednumber of intervi dwdbrwidt B uAverylsi

- Making online questionnaires self-explanatory

- Delivering product samples to households for testing

- Careful panel management
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Online Research: Quality vs. Quantity

[The qualitative-quantitative Continuum I ]
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Two Tasks of Media Research
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Online Media Research

At an ever increasing speed, media use is moving from offline to online:

- Newspapers and books can now be read on smartphones and other portable
devices (e-papers, e-books).

- TV and radio programs can be received via Internet i everywhere and at any
time - even days after transmission.

- Advertising plays now an important role on corporate Websites and in social media

Therefore online media research can fulfill a number of functions:

- Measure audience sizes: readerships, TV viewing, radio listening, Web use
- Provide appreciation and verbal judgment of TV or radio programs,

- Assist producers to create new or improve running TV or radio programs,

- Test the acceptance of content and design of newspapers and magazines,
- Measure advertising effectiveness in TV, radio, print, and the Web,

- Improve the usability/performance of Websites.




TV Research: Qualitative and Quantitative Approaches

Fields of Practical Online Research for TV

About the Web: Testing Homepages Via the Web: Testing TV Programs
Pob up-Test Appreciation Panel
quant Standard Online Survey Ad hoc Program Research
oUsability testsd Advertizing Research
Semi-qualitative Bulletin Board Discussion
Surveys Weblog/Internet Diary
qual
Delphi Studies One-to-one Web Interview
Virtual Ethnography Online Focus Group




Qualitative TV Program Testing
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TV programs/ads can be
tested by means of an online
focus group or an online
bulletin board.

While an online focus group
must be conducted in about
90 minutes, a bulletin board
can last as long as 10 days.

Inhome-Test with Online Survey

In-home Test:

A pilot of a TV program is recorded

on DVD and sent to a number of
households (20-30) . After viewing the
test material, the household members
fillin an online questionnaire about
actors, plot, and overall impression.
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Households have received
demo programs on CD

and are being interviewed
online about their opinion.
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TV Genre Survey

Program Atlas

] Measurement of Viewing Interest: "Program Atlas” E
. One of the basic tasks of professional
For each type of TV program please state whether you will ... TV research is defining the potential audiences
watch in ;
any case maybe rather not surely not of important TV genres .
Solution: once a year, in an online survey,
= O O = genres grouped into ,program families™ (such
28858 Football as entertainment, information, sportetc.) are

presented to a nationwide sample.

o [ [ 's) R . "
. The percentage of ,watch in any case
Ballroom Dancing | is called the .program interest” or .potential”
= " - - LPotential® can be correlated with ,ratings™

which results in the ,realization figure™:
Showprogram
Example: if the potential of ,Ballroom

e e = e Dancing” is 30% and such program is watched
Fashl by 15%, then the audience realization is 50%.
ashion

Note: only online research offers the
possibility to illustrate the question with
Adventura film images or even videoclips!

%
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Genre Potential Measurement:

Online surveys enable the presentation of program categories together with
typical images or even a video clips. Thus the potential audience sizes can
be measured for different genres 1 from Newscasts to Western films.




Program Genre Mapping

Information ﬁm‘““
L0 L 8 Football
2 [7

i Ballroom Dancing
Show program

Fashion

Adventure film

Art/Culture
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Please rate each program genre by giving points between 0 and 10 for:

Classification of
TV programs

Program classification
can beused bya TV
station to find out about
Molesfi  their program
offer.

Practical
use
2 -
For a TV station itis very important to - I nfOI’m at| on
know which program fields it covers and .
L which not. By scalingthe ,content" of - Entertainment
4 four constituentelementsof each genre,
a ,genre map" can be drawn by means of - Art/CUItU re
£l o el - Practical Use
[0 Scalingis performed online similar to the
program atlas
Program Genre Map
Entertainment
o
Western )
T TV Movie
The data generated by rating
Quiz Show 5upe.r5‘tar the , four elements™ of TV
genres can be processed in
the form of a
o ® correspondence analysis in
pera
[ Practical Use | Animals orde‘l" to produce a ,genre
i ' ; | map".
Fmg] il Cultural/Artistic In this theoretical case
T the TV station is missing
\ ® genres like, e.g.,
) Documentary - —
( _. | - :
- ' Advice Programs /
Main News _ .




TV Appreciation Panels

BEE RTE

Client
Dutch Public Broadcasters

BBC UK
Television and radio
Cross media

RTE, Ireland

NV
AN

TV3 Catalunia, Spain

VRT, Flanders, Belgium

« M

Panel Local GfK, hosting Since
8.000 Intomart GfK 2002
GfK NOP, Intomart GfK 2004
21,500

650 per week

3,000 GfK NOP, Intomart GfK 2007
1,500 GfK Emer 2008

4,200 GfK Significant, Intomart GfK 2012

In some European countries (NL, UK, IRE, CAT, BE), where
meters do not provide appreciation, GfK was commissioned to
run special online panel surveys to produce appreciation scores,
affinity data, and verbal judgments about programs. This method
was developed and is being administered by GfK Intomart.
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Basic Function of a TV Appreciation Panel

TV Appreciation Metrics

..........

Presenting yesterday's programs
Highlighting the programs watched ¢

Rating the programs watched
(from 0 to 10 or along any other scale)
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Alternative:
Numerical fields i

|
Appreciston Pan

ol (300103 0 40 5)

Please rate the programs you have watched yesterday by giving points from +
0= very bad 1o 10 = very good

Primavera Health Magazine

Possibility: T ————
Use of a slider nice pictures| ] F——— |dreary

[ Movethe slider to indicate what you thought of the program

Basically, a TV Appreciation Panel offers:

To this end, a program schedule is offered
in which panelists highlight the program(s)
viewed Aesterdayfi They then enter
appreciation and other judgements.

an appreciation score for each

program viewed,

Aikesfiand Alislikes in the form of text
entries, and

a number of special properties such as
Aattention to a programfior judgement
of certain properties like Ai nf or m
fentertainingi et c .

Program Properties, Likes and Dislikes

Only a large panel of
Internet users makes it
possible to ask a daily
sample to judge their use

Mummmmmamm programs you viewed,

of media (TV, radio, Web)

well g highbrow pm:dul suspenseful none olthm
Evening News r r r r r Applying properties
Society Magazine r r r r r re——1 | stated by simple check
Hoalth Magazine r r r r ~ G r
King of Queens r r r r r - r
[ What did you think about this program? j .
I \Mw:ohmyw-.g And what didn't you like?
=] 2
Lvening Newn [ J [ _J
Likes and dislikes sestety Magaiios | 3 | j
filled in separately — 3 | -
for easier evaluation Hoalih Magarime [ 4 [ B
King of Gueens [ 3 [ 3




Radio Audience Size Measurement

Online Day-Budget Study for Radio

Thursday, 18th February, 2010
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With the spread of
Internet use, the
measurement of
radio use by means
of online day budget
studies becomes a
practical option 1
especially for radio
stations with younger
audiences.

Which radio did you listen to yesterday morning? Where did you listen?
Please check Please check
Augtia 1 01 Regional OR Pop Radio O3 Private Radic | at horme in my car a work olspwhane . f
T - - = - - - - Day-budget studies
05150530 [ O r r r O r O are preferably done
LFELLEgl n 1 = L L o a = in ,multimode”. The
05450600 r O r r r C O O . .
o = = = = = = = questionnaire must
615063 r r r r r O r be carefully designed
mNm®E T r r r r r r L so as to be easy and
06450700 r O r - r C O O rr .
e B = = = = = = = fun to fill in. The day
o7isora ¢ r r r r r r r must be split into at
07:30-07:45 O O r r r C (m O
waswem = C = = = - = least three dayparts.
08:00-08: 15 r O r r r C O -
08150830 r O r r r C O [
083008 45 r O r r r C O [
08 45-03.00 r O r - r C O O

Basic principles of RADIOCONTROL technology
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Portable devices such as the GfK
AMedi a A&VALt b h il Poangdedr
enable minute-by-minute

measurement of media use.

Note: Because of the high cost of such devices,
they are mainly used for calibration of other types
of online media surveys.
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Sound samples of radio
and TV stations




Testing Radio Music Online

Respondents open and play 20-s e ¢ o modksfiA e x gppreziatisn by a
score from 0-10 and, finally, state if they want to listen to this song again é
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