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Back story 
1850’s: Early social survey research 

1920’s Daniel Starch advertising recognition tests 

1930s: Mass Observation everyday life in UK/Gallup survey poll 

1950s: Nielsen ad performance measures 

1970s: CATI computer assisted telephone interviewing 

1980s: CAPI computer assisted personal interviewing 

1990s: Online panel data collection 

2000s: Passive data collection 

Founded in 1948, ESOMAR, The World Association of Research Professionals, gathers 
together nearly 5000 individuals and companies in over 120 countries worldwide on both the 
provider and client side as well as in public bodies and academic institutions. 



Some key research areas 
 1. Concept, usage and attitude	
  

2. Business to business	
  

3. Market measurement	
  

4. Social research 

5. Political and pre-election polling 

6. Media measurement: TV, print, radio, outdoor, online 

Key clients: manufacturing 45%, media 15%, public sector 9% 



No return path to individual, no sales or marketing  
 
 
ICC/ESOMAR Code definition of market, social and opinion research 
 

 The systematic gathering and interpretation of information about 
individuals or organisations using the statistical and analytical 
methods and techniques of the applied sciences to gain insight or 
support decision-making.  
  
The identity of respondents will not be revealed to the user of the 
information without explicit consent and no sales approach will be 
made to them as a direct result of their having provided information. 
 



Codes and self regulation  
 1948 First Code of marketing and social research, ESOMAR 	
  

1977 ICC/ESOMAR International Code, regular updates & guidelines	
  

Over 60 national associations adopt/endorse ICC/ESOMAR code 

ESOMAR disciplinary procedures over 4900 members worldwide 

Proportion of complaints vs. number of interviews: = 0.003 % 

Identifying information confidential unless waived by respondent 
(mirrored in academic and statistical codes)  

No misrepresentation, sales or marketing under guise of research 
(mirrored in DAA, int./national advertising, sales, marketing codes) 



Legislation 
DNC legislation: research out of scope	
  

DP Directive: exemptions for statistical, scientific & historical research 	
  

Draft GDPR Art 83 consent waiver stat, scientific historical research if silo identifiers	
  

Albrecht amendments: similar but excludes children & sensitive data 

CoE: exemptions for statistics or scientific research, if no risk to privacy   

COPPA: no data collection of under 13s without parental consent 

Cookie E Privacy: consent defined differently in 27 EU member states 

Unfair collection DNT 



Key W3C issues 

1. Opted in panel members might inadvertently switch DNT on	
  

2. Tags & cookies for audience measurement & ad placement 

3. Cookies to serve invitation to join sample via intercept sampling 



MR in practice: audience measurement: TV, print, radio, outdoor, online 
Measure frequency that the same user sees a piece of content  

WHAT: Outdoor audience 
measurement 
WHY 
Simplify out of home media planning 
& buying via audience measurement 
 
HOW 
Combine opted in panel data & 
passing traffic counts to estimate 
visibility and exposure of an individual 
ad display (reach and frequency) by 
demographic 
 
IMPACT ON USER 
None, reports are aggregated 
statistical reports 
 

WHAT: Online audience 
measurement 
WHY 
Simplify online media planning & 
buying via audience measurement 
 
HOW 
Combine opted in panel data & 
passing traffic counts to estimate 
visibility and exposure of an individual 
ad display (reach and frequency) by 
demographic 
 
IMPACT ON USER 
None, reports are aggregated 
statistical reports 
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MR in practice: online research panels 

•  A group of selected individuals who have agreed to take part in market 
research surveys at regular specified intervals over an extended period of 
time.  

•  Screened meaning you can find ‘hard to reach groups’ as well as 
representative samples. 

•  Actively managed to ensure representative samples on the basis of 6 or 
more demographic criteria, limit frequency of participation with specific 
period 

•  Full notification, consent based including cross-site tracking. They receive 
small incentives to recognise participation (need contact details for 
fulfillment). 

•  Surveys often collect PII and data on purchasing, media consumption or life-
style activities, online tracking collects rich data via identifier on browser. 

 
 



MR in practice: online measurement: Measure frequency that the same user 
sees a piece of content  

WHAT: Cross-site census 
measurement 
WHY  
Richer data to learn which topics interest 
site visitors that is not skewed to panel’s 
interests, cuts out bots, workplace bias if 
cannot download MR software 
 
HOW 
Combine panel data & data collected from 
sites with MR tag to calibrate measures. 
Estimate exposure of individual ad display 
(reach and frequency) by demographic 
 
IMPACT ON USER 
None, reports are aggregated statistical 
reports 
 

WHAT: De-duplicate booking units 
 
WHY 
Unify bookable units composed of two 
related sections from two sites sold as one 
unit, to avoid double counting 
 
 
HOW 
Data collected from sites with MR cookies 
used to de-duplicate 
 
 
 
IMPACT ON USER 
None, de-identify the cookie into unique 
identifier that cannot be backtracked within 
max 35 days.  



MR in practice: audience measurement: Measure frequency that the same 
user sees a piece of content  

WHAT: Cross-site measurement for 
content & advertising for auditing  
WHY 
Measure coverage & audience 
composition for publisher websites, 
their channels & sections  
 
HOW 
Cookies place on relevant sites to 
calibrate opt-in panel data. Data is 
retained as long as needed to check 
accuracy. *MRC auditing is up to 13 
months. 
 
IMPACT ON USER 
None, aggregated statistical reports 
 

WHAT: Online content placement 
testing content 
WHY 
To optimise content placement 
 
 
 
HOW 
Cookies place on relevant sites to see 
if/how user interacted with the web 
page, how long they were on the site, 
did they mouse over certain content.  
 
 
IMPACT ON USER 
None, aggregated statistical reports. 



MR in practice: Recruiting people for representative survey sample  
 
WHAT: Street recruitment for face 
to face interview 

WHY 
Need to have a representative 
sample eg woman in a certain age 
group that likes high-end clothes 
 
HOW 
Stop them in the mall and invite them 
to be interviewed. Inform them of 
purpose of interview and that data will 
be kept confidential. Separate 
identifiers from responses. 
 
IMPACT ON USER 
None, can refuse, and if agree, 
aggregated statistical reports 
 

WHAT: Online intercept sampling 
 
WHY 
Need to have a representative sample 
in panel eg woman in a certain age 
group that likes high-end clothes 
 
HOW 
Place cookie on relevant sites to see 
if/how user interacted, if they fulfill 
certain criteria, serve them an 
invitation to be interviewed/join a 
panel with link to the privacy policy.  
 
IMPACT ON USER 
None, can refuse, and if agree, 
aggregated statistical reports. 


