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[ Methods ]



The “new” medium the Internet has fascinated GfK Austria from the 

outset, in equal measure as a subject for research and as a marketing 

instrument. Up-to-date know-how and many years of experience make 

it possible for us to offer the opportunities which point to the future 

in the form of every aspect of high quality online research for the 

benefi t of our clients.

What online surveys does 
GfK Austria carry out?

n Online surveys, which are 

representative for the Austrian 

Internet user 

 These are based on a sample 

drawn from the GfK Austria 

ONLINE Pool, which is recruited 

offl ine and comprises 32,000 

respondents.

n Online surveys, which are 

representative for a specifi c 

target group

 As the GfK Austria ONLINE Pool 

comprises 32,000 addresses, it is 

also possible to carry out surveys 

with very specifi c target groups.

n Online surveys, which are 

representative for segments of 

the entire population

 It is possible to achieve represen-

tative results for those segments 

of the population where almost 

all of them already make use of 

the Internet. Examples of these 

groups include juveniles, persons 

aged between 14 and 65 years, 

and also very specifi cally defi ned 

target groups.

n Staff or membership surveys

 The pre-requisite is that the 

respondents can be contacted 

by e-mail or via the Internet. 

The addresses are made available 

by the client.

n Pop Up Surveys (OnSite Surveys)

 The online questionnaire is 

attached to a website and every 

xth visitor to that website is select-

ed to be invited to participate in 

the survey.

n Qualitative Online Research

 We particularly recommend Bulle-

tin-Boards or Online-diaries, but 

it is also possible to carry out tra-

ditional qualitative individual 

interviews and focus group dis-

cussions on the Internet.
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What are the advantages 
that you can expect from 
online surveys?

Online surveys broaden the spectrum 

of the data collection methods avail-

able in the fi eld of market research. 

Nowadays, every market research 

project should be examined to see 

if it can be carried out online.

Above all, online surveys offer the 

following advantages:

n high response rates, as the respon-

dents are able to choose the time 

at which they complete the ques-

tionnaire themselves

n speedy execution: can be set up 

very quickly, shorter fi eld-times 

and faster availability of the data

n favourable cost/benefi t 

relationship

n optimum regional distribution 

of the interviews at no extra cost

n effi cient development of studies 

to cover more than one region 

or country

n small/specifi c target groups can 

be identifi ed from an online pool 

without heavy expenditure on 

screening 

n all the advantages of computer 

supported questionnaires such as 

rotations, randomisations, auto-

matic fi ltering etc.

n multimedia elements (pictures, 

logos, audio, video, Internet links) 

can be inserted and up-dated at 

any time

n no infl uences from the interviewer

n online interviews are particularly 

suitable for use in the case of 

“delicate” or “shocking” subjects

n the respondents tend to answer 

open questions carefully and 

in great detail
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How is the quality of the 
GfK Austria ONLINE Pool 
guaranteed?

n The GfK Online Monitor (16,000 

telephone interviews per year), 

which we carry out ourselves, sup-

plies up-to-date data on the Inter-

net market on an on-going basis.

n The members of the pool are 

recruited actively offl ine, in order 

to guarantee a representative 

picture of the Austrian Internet 

user (and so make it possible to 

also invite persons who have a 

lesser affi nity with the Internet 

to join the pool).

n The members of the pool are only 

subjected to questioning for 

market research purposes.

n The identity of the members of 

the pool is checked to exclude the 

possibility of multiple registrations.

n Only 1 person is permitted to 

register per household.

n The Double Opt-In procedure is 

employed (second confi rmation 

of the registration by an e-mail).

n There is a high level of currency 

of panel data (annual checks).

n The Pool is subject to regular care 

and maintenance.

n A response rate of 40 to 70 % is 

assured (depending on the aim of 

the study).

n Participation is solely via ID and 

password.

n Survey frequency of pool members 

is 6 to 10 times per year.

n Inactive pool participants are 

excluded.

n The response process, quality of 

the answers and response times of 

the respondent are monitored.

n A standardised feedback survey 

about the quality of the question-

naire is included at the end of 

every questionnaire.

n There is a tested, reliable incentive 

programme.

And for you, that means:

n Representative and valid survey 

data 

n of the highest quality 

n from Austria’s leading market 

research institute.

How do online surveys 
(= CAWI) function in the 
context of the GfK Austria 
ONLINE Pool?

Since 1999 GfK Austria has been 

recruiting an Online Pool which is 

continually being developed and 

refi ned. Persons with e-mail addresses 

and Internet access are recruited on 

a continuing basis within the context 

of classical representative surveys. 

In order to guarantee a representa-

tive picture of the Austrian Internet 

user, the pool is recruited OFFLINE 

(no participants are self-recruited on 

the Internet). At the present time it 

comprises some 32,000 active parti-

cipants. If required, however, it is pos-

sible to increase the size of the pool 

very quickly.

Depending on the requirements, 

a sample is drawn from the pool, if 

necessary also with specifi c target 

group characteristics. To this end, a 

selection databank with more than 

300 criteria is available which is ex-

panded on a continuing basis by 

means of on-going screenings.

Every person who participates is sent 

a user-ID and password by e-mail 

from the Institute, which enables the 

respondent to log-in to a specifi ed 

website and access and complete the 

questionnaire which has been com-

piled for them.
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Currently, GfK Austria carries out some 130,000 online interviews  

per year. This means that GfK Austria already implements 37 % of all 

their interviews online. 

In addition to the very client-specific market research projects, we 

would also like to introduce you to our standard instruments, which 

we have been carrying out on an on-going basis for many years:

Online Standard

n	 The Internet market in Austria	

	@	 GfK Online Monitor – 

Internet usage

n	 Advertising Research Online

	@	 Online Express 

(for all advertising formats)

	@	 POP – Poster Online Pretest

n	 Qualitative Research Online

	@	 Bulletin Boards

	@	 Online Diaries

n	 Website Usability Measures

	@	 Pop Up Tests, Webtests and Multi-

Media Webtests, Webtest Focus 

Groups, Website Eyetracking

Online Individual

n	 B2C Research Online

	@	 Ad hoc and target group studies

	@	 Conjoint and price analyses

	@	 Monitoring with online panels

n	 B2B Research Online

	@	 Ad hoc Studies with business 

target groups

	@	 Client surveys in the B2B market

	@	 Delphi-Studies with experts

Depending on the task in hand,  

online surveys are able to offer multi-

facetted approaches to finding a  

solution and we will be delighted to 

elaborate these for you.

Fundamentally:

We recommend that for every new 

market research project it should  

be considered whether online is a 

methodological format which should 

be made use of. However, even for 

existing studies which have previously 

been carried out with “classical” tech-

niques, you should always check 

whether it is possible to switch to  

online in order to achieve greater  

efficiency in terms of both time and 

money.

                Online Standard Instruments 
and Online Individual



10

GfK Online Monitor

How is the Austrian Inter-
net market developing?

n	 Content

Internet access and Internet use  

by access location for the whole 

population and according to socio-

demographic target groups

n	 Supplementary questions

Insertion of exclusive questions  

according to specific client needs 

(for more than 1,000 interviews 

per month) 

n	 Population

Whole of the Austrian population 

over the age of 14 years

n	 Method

	@	 4,000 interviews per quarter

	@	 16,000 interviews per year

	@	 CATI – Computer-Assisted-

Telephone-Interviews

n	 Cost

Basis data no charge, supplemen-

tary questions on request

n	 Contact

MMag. Maria Kostner 

Tel.: +43 (0)1 71 710-242 

maria.kostner@gfk.com

Online Express

The standard test for all  
advertising material.

Advertisements, radio commercials, 

logos, brand names, slogans, testimo-

nials, packaging design, …

n	 Content

For each subject we assess the  

following as standard:

	@	 Overall appeal 

(Evaluation from 0–10)

	@	 Classification of 10 freely selec

table criteria

	@	 Likes and Dislikes/citations 

(open questions)

	@	 Preference questions for several 

subjects

n	 Population

Internet users over the age of  

14 years

n	 Method

	@	 200 interviews

	@	 CAWI – Computer-Assisted-Web-

Interviews = Online Interviews 

n	 Results

Within 4 days by e-mail

n	 Contact

Your advisor at GfK Austria or

	 MMag. Maria Kostner 

Tel.: +43 (0)1 71 710-242 

maria.kostner@gfk.com

POP – Poster Online Pretest

By order of EPAMEDIA 
What effect can poster  
design achieve?

n	 Content

Assessment of poster designs  

in terms of

	@	 overall appeal, evaluation of 

8 attributes (as percentages)

	@	 likes and dislikes/citations 

(open questions)

	@	 Comparison of all results with 

benchmarks (!)

n	 Population

Internet users over 14 years of age

n	 Method

	@	 200 interviews

	@	 CAWI – Computer-Assisted-Web-

Interviews = Online Interviews 

n	 Results

Within 4 days by e-mail

n	 Cost/Information/Orders

A free service from  

www.epa-holding.at

n	 Contact

Mag. Klaus Draskowitsch 

Tel.: +43 (0)1 534 07-1070 

klaus.draskowitsch@epa-holding.at 

Dr. Petra Golja 

Tel.: +43 (0)1 71 710-110 

petra.golja@gfk.com

Online Standard Instruments
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Online Express tests (almost) everything

@ Advertisements

@ Internet advertising

@ Layouts

@ Logos

@ Music titles

@ Packaging

@ Posters

@ Product designs

@ Radio commercials

@ Slogans

@ Storyboards

@ Testimonials

@ TV commercials

@ Video clips

@ Websites

Development of the Austrian Internet Market 1996–2008 

  Internet Users (at least occasionally)

Basis: Austrians 14 years and older (6,979.000 persons), in %
since 2004 GfK Online Monitor: GfK Austria (4.000 telephone Interviews per quarter, 14 years +), 
up to 2003 AIM: GfK Austria/INTEGRAL

1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008
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POP – Examples of Results with Benchmarks

n  Poster     n Benchmark
Source: GfK Austria, n = 200 Online interviews, rep. for Internet users over 14 years

informative

juvenile

suits the 
company

striking

clear 
message

original

brand easily 
identifi able

contemporary 
style

Overall appeal
MW: 0 = very poor to 10 = very good

Attribute assignment
Multiple responses permitted, in %

6,0
5,5

86
54

11
28

43
34

14
42

47
34

40
35

45
30

34
28

n Online Express

n POP – Poster Online Pretest

4,8 mio. pers.
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What can and should a 
website be able to do?

n The aim of Website Usability 

Measures is to evaluate websites 

and:

 @ assess the potential of websites 

in a systematic way

 @ focus the concept and effort for 

implementation

 @ minimise costs

 @ increase success rates

n The wide ranging tools in Website 

Usability Measures are used in 

a targeted manner depending on 

the website and task:

 @ Pop Up Tests for the visitors to a 

website: every xth visitor will be 

presented with a questionnaire

 @ Webtests with (potential) users for 

evaluation: respondents will be 

invited to complete an online 

questionnaire

 @ Multi-Media Webtests to measure 

Usability: the actions of the user 

are recorded with ScanConverter 

and Video. This allows assessment 

of the spontaneous surfi ng pat-

terns

 @ Webtest Focus Group – online and 

offl ine for evaluation

 @ Webtest Eyetracking – the camera 

installed in the monitor records 

eye movements for hot spot analy-

ses and analysis of the sequence 

and intensity of eye fi xations

n Contact

Dr. Angelika Kofl er

Tel.: +43 (0)1 71 710-137

angelika.kofl er@gfk.com

Website Usability Measures

Multi-Media Webtests

@ 20–30 respondents at the institute

@ Respondent “thinks aloud”

@ Scan Converter records

“mouse-movements” onto video

 Website Usability Measures n
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Bulletin Boards

Bulletin Boards are moderated online 

discussion forums which take place 

over several days and deliver daily  

reactions to specified stimuli and/or 

sets of questions. There are no time 

constraints for the respondents when 

making their answers which are made 

with reference to the input from  

other participants. 

n	 Content

A specific set of questions (with 

stimulus material) is posted each 

day for discussion.

n	 Target Groups

Internet users or client-specific  

target groups

n	 Method

10 to 15 participants who react  

to the questions/stimuli each day 

at the time of day they chose  

for themselves. The respondents 

have enough time to express their 

opinion in their contribution and 

are able to respond to the input of 

other participants. The moderator 

is able to have an influence at any 

time to either correct or regulate. 

The evaluation period is generally 

1 week.

n	 Contact

Dr. Christine Buchebner 

Tel.: +43 (0)1 71 710-183 

christine.buchebner@gfk.com

n	 Content

subjects, products or service

n	 Target Groups

Internet users or client-specific  

target groups

n	 Method

Up to 30 persons record their ex-

periences/thoughts on a subject  

or product on a daily basis. It is 

possible to offer an opportunity 

for interaction between the  

participants if desired but  

otherwise the respondents remain 

unknown to one another. A pro

ject leader makes daily checks and 

is able to intervene to correct or 

regulate. Evaluation times are in 

the region of 2 to 3 weeks. We 

particularly recommend online  

diaries for international use.

n	 Contact

Dr. Christine Buchebner 

Tel.: +43 (0)1 71 710-119 

christine.buchebner@gfk.com

Online Diary

The Online Diary makes it possible to examine consumer habits and/or expe

riences with regard to a specific product or service and to portray and follow 

the decision making process.

Qualitative Research Online

n	 Bulletin Boards and Online Diary
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Muesli for breakfast
By Martina (2) | Keywords: joghurt, muesli, chocolate

If any muesli then it needs to be with chocolate. Besides I prefer 
combining my muesli with joghurt rather than with milk since I agree 
better with joghurt. Mostly I am lack of  time. Then I eat whatever  
is provided … then I have a snack while I am working. For the most 
part something unhealthy such as chocolate or cookies.
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Ad hoc and Target Group Studies

Client-specific problems can often be solved in  

an optimal manner with online projects.

B2C Research

n	 Basis studies

	@	 Image

	@	 Purchase, Usage, Attitudes

	@	 New products, concepts, services

	 @	 Media usage, Media assessment, …

n	 Conjoint and price analyses

	@	 Assessment of decisive criteria 

in purchasing

	@	 Price (elasticity) measurements, …

n	 Target group studies

	@	 Samples with specific target 

groups, such as users, potential 

purchasers of …

	@	 Recruitment of target groups, 

including problematic ones, for 

online and offline surveys

n	 Monitoring with online panels 

(short and long-term)

	@	 On-going or regular surveys

	@	 Online “diaries” about purchase, 

usage, …

B2B Research

n	 Ad hoc surveys with 

business target groups 

n	 Online panels with 

business target groups

n	 Client surveys in the B2B market

n	 Membership and staff surveys

n	 Delphi studies with experts

Online Individual
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Further information:

GfK Austria GmbH
Ungargasse 37
1030 Wien
Österreich

Tel.:	 +43 (0)1 71710-0
Fax:	 +43 (0)1 71710-194
e-mail:	 info.austria@gfk.com
Internet:	 www.gfk.at


