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Q1 What experience does your 
company have with providing online 
samples for market research?

Norstat has been in the market research 
business since 1997. Building our first 
panels in 2002, we have been a serious 
player in the online research market ever 
since. Today, more than 30 experienced 
project managers across the Nordic and 
Baltic region, handle a large number of 
online research projects - ranging from 
minor local ad hoc projects to large-scale 
multi-country tracking surveys.

Q2 Please describe and explain the types of source(s) for the 
online sample that you provide (are these databases, actively 
managed panels, direct marketing lists, web intercept sampling, river 
sampling or other)?

Norstat maintains both telephone recruited panels and access panels. The 
former is recruited on nationally representative  CATI surveys, whereas the 
latter is recruited through a broad variety of sources (including websites, pop-
ups, newsletters, non-representative CATI surveys, face-to-face surveys etc.)

All of our panels are actively managed panels with local support teams in all 
countries. All panelists are able to login to their personal account through our 
local panel websites. The websites serve to keep our members engaged in our 
panel- and survey activities. Actively servicing and supporting our panel 
members helps promote and sustain our reputation on the market as a serious 
and reliable panel provider.

Q3 What do you consider to 
be the primary advantage of 
your 
sample over other sample 
sources in the marketplace?

The fact that Norstat's panels are 
80% telephone recruited gives us a 
clear advantage over the majority of 
online panels on the market, as most 
providers offer only access panels. 
The benefits of telephone recruited 
panels versus access panels are 
many: A significantly higher share of 
unique panelists, better response 
rates, broader representativity 
(when combined with access panel 
sampling) etc.

Secondly, our panel members are 
always compensated for their 
participation, through a well-
functioning and very fair incentive 
system, that rewards our panelists in 
respect to the time they have put 
into answering a given survey. 
Finally, we never over use our 
member. We send out a maximum of 
4-5 invitations per month.

Q5How do you source groups that may be hard-to-reach on the 
internet?

As our panels are largely recruited by telephone (see answers to questions 2 
and 3), you will already find panelists in our panels that would otherwise be 
hard-to-reach through online recruitment. Further, we always engage in 
dialogue with – and indeed advise our clients, as to which data collection 
method that suits a specific project best. Although online research has many 
advantages over more traditional methods in terms of costs, timing, feasibility 
etc. – we are very conscious of its limitations. Finally, the panelists’ profile 
info enables us to target specific groups quite accurately. This targeting is 
always followed up by (non-leading) screening questions in the beginning of 
the actual survey questionnaire.

Q4 If the sample source is a 
panel or database, is the panel 
or database used solely for 
market research? If not, please 
explain.

Our panels are used exclusively for 
social-, opinion- and market research.
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Q6 What are people told when 
they are recruited?

When being recruited, the respondents 
are informed that by their acceptance, 
they agree to be invited to participate 
in online market research surveys. 
They are also informed how they will 
be compensated for their participation. 
When they have received the 
registration e-mail and have subscribed 
to the panel, they can freely remove 
themselves at any time and without 
the assistance of our support.

Q7 If the sample comes 
from a panel, what is your 
annual panel turnover/
attrition/retention rate 
and how is it calculated?

The annual attrition rate on our 
panels is 1-2%, based on natural 
drop-out by panel size. Inactive 
panelists, i.e. panelists who 
have not responded to any 
invitations in the preceding 12 
months, are removed from the 
panel on a biannual basis. 

Q8 Please describe the opt-in process.

Telephone recruited panelists are asked by the end of the CATI interview, if they 
would be interested in participating in online research. Interested respondents are 
briefed on our online panel. Those who accept are e-mailed an invitation containing 
further information and a link to register directly through our panel portal. When the 
respondent has filled in the registration questionnaire, the new panelist receives an 
e-mail confirming the registration. During this process, the new panelists are clearly 
informed that they agree to participate in social-, opinion- and market research and 
that their participation is always on a voluntary basis. Finally, the panel members 
are able to single-handedly opt-out from the panel at any time. Panelists that are 
recruited though other sources (e.g. online), are equally informed about the terms of 
participation and recruited through a similar double opt-in procedure.

Q9 Do you have a confirmation of identity procedure? Do you have procedures to detect 
fraudulent respondents at the time of registration with the panel? If so, please describe.

As the vast majority of our panelists are recruited by telephone, we see no need to confirm the identity 
of these panel members. The invitation mail always includes a decline option, allowing recipients who 
may have wrongfully received the invitation the option to reject it – and not be contacted by Norstat 
again. After registering with the panel, all of our members receive an e-mail confirming their 
membership. No duplicate e-mails can be registered in our panels. To accommodate the growing demand 
for validation procedures on online access panels, where panelists are self-recruited, we are currently 
examining best practise approaches and available methods for detecting fraudulent respondents during 
the registration phase. 

Q10 What profile data is kept on members? 
For how many members is this data collected 
and how often is this data updated?

We collect numerous profile data on our members in the 
registration process, including demographic, socio-
economic, as well as behavioural- and psychographic 
data. All the variables that are collected across panels, 
are listed in our panelbook. The most basic demographic 
and socio-economic variables are mandatory in order to 
be registered as a panelist, while the more detailed 
profiling questions are  optional. We actively ask our 
panelists to update their profile every 6 months. 
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Q11 What is the size and/or 
capacity of the panel, based on 
active panel members on a given 
date? Can you provide an 
overview of active panelists by 
type of source?

The panel sizes and share of telephone 
recruited panelists are shown per 
country in the table below, as of June 
9, 2009:

The capacity of the panels vary with 
the participation rates, which differs 
from project to project, depending on 
LOI, subject, fieldwork period etc.

Q12 Please describe your sampling process including exclusion procedures 
if applicable. Can samples be deployed as batches/replicates, by time zones, 
geography, etc? If so, how is this controlled?

The sampling process can be adapted exclusively to fit our client’s needs. As a standard, 
our samples are quota based and we are able to create country specific selections on 
gender, age and region – the most common variables used to create nationally 
representative samples. If needed, we can create samples on more variables, just as it is 
possible to exclude panelists from a given survey, based on prior participation in similar 
(topic) or other specific surveys.

Q13 Explain how 
people are invited to 
take part in a survey. 
What does a typical 
invitation look like?

The invitation is always in 
the form of an e-mail. The 
invitation text does not 
include any information 
about the topic of the 
survey, as this may affect 
the panelist’s willingness to 
participate and thus create 
bias in the collected data. 
The only information that is 
given in addition to the link 
to the online questionnaire, 
is the estimated length of 
the survey and what 
incentives the respondent 
will receive in compensation 
for participating. Finally, the 
invitation mail includes a 
decline link and a brief 
standard text, reminding the 
panelist that their 
participation is anonymous, 
how to contact support etc.

Q14 Please describe the nature of 
your incentive system(s). How does 
this vary with length of nterview, 
respondent characteristics, or other 
factors you may consider?

As a standard, we compensate our panelists 
with 1 point per minute (of estimated 
interview length). On longer surveys we may 
add further incentives to this, in order to 
promote a desirable participation rate. The 
panelist’s ‘save up’ their points on their 
personal panelist account and once reaching 
a certain amount of points, they can choose 
to exchange their points into a variety of 
different incentives, e.g. gift cards, lottery 
tickets, charity or other. The types of 
incentives offered, differs a bit from country 
to country.

Number of 
panelists

% telephone 
recruited

Norway 67 624 53 %

Sweden 79 993 99 %

Denmark 53 936 71 %

Finland 27 216 90 %

Estonia 11 125 99 %

Latvia 8 931 97 %

Lithuania 10 616 98 %

Poland 9 072 100 %

Q15 How often are 
individual members contacted 
for online surveys within a 
given time period? Do you keep 
data on panelist participation 
history and are limits placed 
on the frequency that members 
are contacted and asked to 
participate in a survey?

Our members participate in 1-2 
surveys per month on average. In 
the nature of things however, some 
target groups receive more survey 
invitations that others. Norstat has 
set a limit of maximum 5 survey 
invitations per month. Panelist 
participation history is stored.
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Q16 Is there a privacy policy in place? If so, what does it state? Is the 
panel compliant with all regional, national and local laws with respect to 
privacy, data protection and children e.g. EU Safe Harbour, and COPPA in 
the US? What other research industry
standards do you comply with e.g. ICC/ESOMAR International Code on 
Market and Social Research, CASRO guidelines etc.?

All surveys are being executed according to local laws in each country – and in 
accordance with the ESOMAR guidelines and standards. All registered data on our 
members are used solely for social-, opinion- and market research purposes. Further, all 
members are informed about how their information is managed. Panel members can 
choose whenever they wish to respond to an invitation and they can always decline to 
participate in a given survey. Norstat has an extensive data security solution to protect 
from data intrusion. We never interview persons below the age of 15 without their 
parents’ explicit approval.

Q18 Do you apply a quality management system? Please 
describe it.

Our local support staff provide support to our panel members, aiming to 
answer any questions or queries within 24 hours. Apart from helping to 
promote and maintain our reputation on the market, the direct feedback from 
our survey participants enables us to quickly identify any technical issues or 
errors. We regularly carry out random safety checks to identify fraudulent 
respondents, e.g. by measuring and comparing the individual respondent’s 
answering time on a given survey. In 2008, Norstat began the process of 
becoming ISO certified. All projects are implemented through our own in-
house developed software- and common production system (internally called 
PROCON for ’Project Control’). This tool ensures that common procedures are 
followed in the implementation of all projects and the quality thereof.

Q17 What data protection/ 
security measures do you have in 
place?

We are using global, well-established 
and recognised software suppliers for all 
our systems. This includes backups and 
security for all our data.

We currently use Confirmit for scripting 
survey questionnaires and Confirmit 
Community Panels as our panel 
management platform.

Q19 Do you conduct online 
surveys with children and young 
people? If so, please describe the 
process for obtaining permission.

We do not conduct surveys with children 
below the age of 15, without their 
parents explicit approval. This approval 
is normally achieved by e-mailing the 
parents with children in the relevant age 
span, asking whether their child would 
be interested – and if so, for their 
acceptance to let their child participate 
in the specific survey.

Q20 Do you supplement your samples with samples from other 
providers? How do you select these partners? Is it your policy to 
notify a client in advance when using a third party provider? Do
you de-duplicate the sample when using multiple sample 
providers?

We always keep close contact with our clients and never supplement our 
samples without prior consent from our client. On the vast majority of 
projects we only use our own panels. Third party providers are selected on the 
basis of their professionalism and the quality of their panels. We do not 
normally have any means of de-duplicating the sample when using other 
providers. However, firstly, due to the size and capacity of our panels, we 
rarely need to supplement our samples. Secondly, as the vast majority of our 
panel members are recruited by telephone, the share of unique panelists is 
generally higher than on the average access panel.
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Q21 Do you have a policy 
regarding multi-panel member-
ship? What efforts do you 
undertake to ensure that survey 
results are unbiased given that 
some individuals belong to 
multiple panels?

We do not currently have a policy in 
place for this issue. However, as our 
panels are app. 80% telephone 
recruited, we have a large proportion 
of unique panelists, diminishing the 
risk of biases.

Q23 Do you maintain individual 
level data such as recent 
participation history, date of entry, 
source, etc., on your panelists? Are 
you able to supply your client with a 
per job analysis of such individual 
level data?

Yes, we do have such individual level data 
stored on our panel members. We do not 
normally supply this information to our 
clients though, but if required, we are able 
to provide this information.

Q22 What are likely survey start rates, drop-out and 
participation rates in connection with a provided sample? 
How are these computed?

These vary from project to project, as they depend on several 
factors: The length and topic of the survey, the questionnaire design 
and layout, project period and timing, target group etc. In general, 
on a 5-10 minute survey with 100% incidence rate, the average 
participation rate is around 30% within 24 hours of launching the 
survey. At the same questionnaire length, the drop-out rates vary 
from 3-15% depending on – among others –
the factors mentioned above.

Q26 What 
information do you 
provide to debrief your 
client after the project 
has finished?

Depending on client needs 
and requirements, we 
provide information on field 
period, sample size, actual 
length of interview and 
incidence rate, number of 
screenouts, drop-outs, 
quota full and declines. If 
desired, we also share the 
respondent satisfaction 
results as well as any other 
information the client may 
wish to receive, that does 
not compromise the 
anonymity of our panelists.

Q25 Do you measure 
respondent satisfaction?

Yes. Historically, our panel members 
have been asked 3 standard 
satisfaction questions upon 
completion of every survey -
measuring satisfaction on survey 
length, logic and language. We are 
currently setting up a similar 
measurement procedure in our new 
panel management system. In 
addition, we regularly carry out 
internal projects, both to measure 
panelist satisfaction and to control 
the quality of our panel support 
teams – as well as to explore other 
parameters such as panelist 
motivation drivers etc.

Q24 Do you use data quality 
analysis and validation 
techniques to identify 
inattentive and fraudulent 
respondents? If yes, what 
techniques are used and at what 
point in the process are they 
applied?

Our project managers always perform 
quality checks before delivering data 
to a client. This is currently done on a 
manual basis, but will be more 
systematised - and to some extent 
automated – as software based tools 
are developed and become available.

Visit our panel sites at:

Norway: www.panel.no

Sweden: www.panel.se

Denmark: www.panel.norstat.dk

Finland: www.paneeli.net

Estonia: www.panel.ee / www.panel.ee/ru

Latvia: www.panel.lv / www.panel.lv/ru

Lithuania: www.panel.lt

Poland: www.panel.norstat.pl
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