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Why Online Research ?

GfK Austria

� The growth of Internet use will continue, especially into senior and downmarket segments

� The response rates of conventional market research are falling dramatically

� Online Research can do more in the multi-media age

� Online research is closer to the respondent, interview times are more convenient

� Data collected online are richer and answers more candid (no social pressure)

� With „multimode“ (combined online/offline samples) representativity is optimal

� Online research (quantitative and qualitative) has no geographical boundaries

� Data can be delivered in the form of online reports in any stage of the fieldwork

� Online is cost-efficient, reliable and fast
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Internet still growing (mobile devices!)
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Large Internet Markets 
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Highest Potential: Home Internet Use 
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Internet reaching into the senior segment 



4

March 2009GfK Austria Online Research 

7

Possibilities of Online Research
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Package Test
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Shelf Test

Here too,  the 

shelf is 

simulated by 

a mere 

sequence of 

images of 

branded 

products. 

Again no 

programming 

necessary!

Possibilities for 

answering:

a) Likelyhood/ 

propensity to 

buy (in %) or

b) a mere 

hook for „buy 

usually“
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Raster Test

Instead of 

complicated flash 

animations with 

the possibility to 

click on areas,

we can do the test  

in a simple but 

effective way with 

„on-board means“, 

i.e. no 

programming 

necessary, just a 

translucent raster 

made with 

Powerpoint. 
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Slider Test
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Short-time Test (Online Tachistoscope)

Image is shown for 1/50 of a second

Count-Down 3,2,1
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Quantitative, qualitative and semi-qualitative research

Quantitative 

Innovations             

Qualitative

Innovations

Overlap Zone

Creative Panel

Web enhanced

CATI

March 2009GfK Austria Online Research 

14

Market Scout
use one open question to explore an unknown market
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What is a Bulletin Board?

• A Bulletin Board is an online forum which
engages 10 to 15 participants for several days.

• Participants log in at times convenient to them

• They answer questions posted by a moderator    
and respond to comments by other participants. 

• The entire transcript is immediately available for 
text analysis.

• Bulletin Boards can contain all kinds of multi-
media stimuli as well as projective questions or 
other psychological tests.

• There is commercial and free software. 
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On the board can 
be shown:

• Graphs

• Videos

• Sound

• Links

A Bulletin Board can contain all kinds of multi-media
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Bulletin Board based on free software

http://www.mybboard.net/
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Online Focus Group with Whiteboard

Discussion
Area

(groupboard.com
US$ 99.-/year) 

Whiteboard“:        
for multi-media

stimuli

http://www.groupboard.com/products/
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Simple Online Focus Group

http://campfirenow.com http://campfirenow.com/tour
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Internet Diary (Weblog)

Up to 30 respondents 
participate in an Internet 
diary about the use of a 
breakfast cereal in the 
family. The product was 
distributed to the 
households and the 
respondents have to report 
daily on what happens – for 
about 2 to 3 weeks.

Online Diary about Breakfast-Food
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Testing Website Usability in Lab

VIDEO

20-30 Respondents

Respondent „talks while he surfs"

„Scan Converter“
records mouse
movement on
video tape

Optimizing a 
Website


