
  

 

Panelbase answers Esomarõs 

 

 

ò26 questions to help research 

buyers of online samplesó 



2 

 



3 

 

The rapid growth of global online fieldwork has provided a 

range of opportunities to researchers. Online fieldwork 

enables fast data collection, opens up access to hard - to -

reach respondents and provides a cost -effective fieldwork 

solution. However, this method of data collection also 

raises a number of ethical and technical issues.  

 

This document serves as an official response to Esomarôs 

ñ26 questions to help research buyers of online samplesò 

and provides detailed insight to the operational integrity 

and panel management practices employed by 

Panelbase . Esomarôs guidelines on conducting market 

and opinion research using the internet are designed to 

provide advice on these issues. In order to ensure a 

credible and robust research panel,  Panelbase  has 

embraced these guidelines alongside strong data 

management principles, sound business ethics, and an 

overall integrity that underpins the development of its 

research community.  
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Q1. What experience does your company 

have with providing online samples for 

market research?  

 

Panelbase is a division of Dipsticks Research 

Limited ð a full-service research agency that has 

been operating since 1997. Since 2004, the 

company has provided online research services 

and conducted fieldwork in the UK, Europe and 

further afield. The Panelbase research 

community has evolved since 2004 and provided 

sample for hundreds of online and offline projects 

(CATI, mobile surveys and focus groups).  

Prior to 2008, Panelbase was used primarily as 

an internal resource supplying sample to each 

research division within Dipsticks Research 

Limited. Since 2008, and due to the rapid growth 

of Panelbase, we are now able to provide sample 

to external agencies and other panels seeking 

highly targeted and responsive UK sample. The 

non-UK membership of Panelbase continues to 

grow and will allow us to provide sample in other 

territories during 2011 and beyond. 

 

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)?  

 

Panelbase has consistently engaged a broad 

recruitment approach in order to eliminate any 

potential for single source bias in its membership. 

We have grown a network of over 60 online 

affiliates who deliver traffic to our website and 

recruitment processes. These affiliate websites 

vary in type and content. Two good examples are: 

www.surveypolice.com  ð an independent 

resource for panel members to rate the panels 

that they are members of. We have consistently 

held a position in the top 10 global leader board 

since 2007 and from January 2009 have been 

ranked number 1 of all listed panels. 

www.moneymagpie.com  ð an independent 

resource for consumers to learn of ways to save 

money and generate extra income. The website is 

owned and run by Jasmine Birtles, a highly 

respected advisor on financial matters who 

appears regularly on mainstream TV as a financial 

commentator. 

In addition to our affiliate network, we also attract 

a significant volume of traffic from search engine 

traffic however this is not sponsored or adword-

based and so results primarily from ôfree findõ 

searching conducted by internet users looking for 

research opportunities or similar resources. 

As we are a full-service agency conducting 

thousands of telephone and in-street interviews 

each month, we also use these methodologies as 

recruitment mechanisms for the Panelbase 

research community. This further broadens our 

overall recruitment strategy and dilutes any 

potential for single source bias. 

We have also developed relationships with 

companies who have large consumer databases 

and have engaged them in co-branded partnerships 

allowing us to approach their consumers and 

recruit large volumes of new members to 

Panelbase. Three examples of such companies 

are;  

a magazine publisher producing titles 

targeted at consumer profiles ranging 

from children to pensioners 

a holiday company who provide 

accommodation to hundreds of 

thousands of consumers from a broad 

range of consumer profiles 

a radio station network which owns 

subscriber lists for each of its stations 

 

Q3. What do you consider to be the 

primary advantage of your sample over 

other sample sources in the marketplace?  

 

The cleanliness of the Panelbase membership is 

one of its main differentiators, and so the sample 

that can be drawn from it and the data that this 

sample produces is of optimal quality.  

The process is very simple. We clean our sample 

at every possible stage, from registrations being 

back-checked to flushing and blocking IP ranges 

associated with rogue registrations or survey 

activity.  

As we are a full-service agency and use our panel 

internally on our own projects, we are able to 

identify suspicious activity more easily. Those 

panellists who provide inconsistent data across 

http://www.surveypolice.com
http://www.moneymagpie.com
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surveys or whose responses conflict with the 

information held in their profile are automatically 

flagged for review. Sample providers not running 

their own surveys with a panel may not glean this 

depth of understanding regarding their 

membership. 

Furthermore, we have a zero tolerance when it 

comes to dealing with suspicious activity. Any 

member found contravening our terms of use is 

blacklisted and blocked from further access 

without question.  

 

Q4. If the sample source is a panel or 

database, is the panel or database used 

solely for market research? If not, please 

explain.  

 

Panelbase is a consumer panel used for market 

research purposes only. 

 

Q5. How do you source groups that may be 

hard to reach on the internet?  

 

We employ a broad range of recruitment 

techniques, including offline, to maximise the 

representation of hard-to-reach and minority 

groups. As our panel offers research opportunities 

both online and offline, membership is not solely 

reliant on internet access, but includes telephone, 

mobile and focus groups.    

 

Q6. What are people told when they are 

recruited?  

 

We believe in communicating the facts to our 

members and not misleading them in any way. 

Therefore, we are very open about the likely 

volume of survey invitations that our members 

may receive and the rewards they may earn from 

these surveys. Our aim is to provide each member 

with no more than 2 or 3 survey invitations each 

month.  

One of the reasons Panelbase has grown 

strongly is that we reward our members fairly for 

giving their time and opinion. A typical survey may 

last around 10 minutes and offer a £1.00 reward. 

This payment is slightly above the market average 

for survey rewards but not sufficiently high that it 

might attract the wrong type of panel member or 

encourage dishonesty. The survey frequency is 

slightly lower than the market average and acts as 

a suitable deterrent to anyone seeking ôget-rich-

quickõ opportunities. It also assists in underpinning 

the quality and longevity of the Panelbase panel 

and the sample it provides, by not oversampling 

our members. 

All of our recruitment processes communicate 

both the level of rewards and likely survey 

frequency to ensure that none of our members 

are misled in any way. In addition, our affiliate 

network is screened to ensure that they do not 

fuel prospective membersõ expectations 

unnecessarily.  

We actively distance ourselves from any 

organisation claiming the possibility of unrealistic 

survey rewards as this is damaging to the research 

industry and makes panellist recruitment 

increasingly challenging. 

 

Q7. If the sample comes from a panel, what 

is your annual panel turnover/attrition/

retention rate and how is it calculated?  

 

The annual turnover rate is approximately 5% 

based on panel members actively unsubscribing 

from the panel.  

The natural attrition rate based on the level of 

bounce backs received from deactivated or 

neglected email accounts (following survey 

invitations, account update prompts, newsletter 

communications etc.) is in the region of 5%. 

Taking the turnover and attrition rates into 

account the calculated retention rate is in the 

region of 91%. 

 

Q8. Please describe the opt -in process. 

 

The online registration process is only completed 

following a double opt-in confirmation which 

verifies the registrants email account being 

correct, as well as confirming their acceptance of 

our terms and conditions of use. We also deliver a 

further email one week after registration to check 

that the new member is still happy to remain on 

the panel and to offer support if required. 

Every member who opts-in for SMS or mobile 

surveys has to complete a separate double opt-in 

process using their mobile phone. A validation 
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code, specific to their opt-in for SMS/mobile 

surveys, is sent to their mobile phone and must 

then be entered in to their online account. This 

confirms receipt of the validation code, their 

number being correct, and re-affirms their consent 

to receive surveys on their mobile phone.  

 

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.  

 

We have developed several complex algorithms 

and blocking mechanisms to detect likely 

fraudulent activity at the point of registration. The 

specifics of these technologies cannot be disclosed 

within this document for confidentiality and 

commercial reasons.  

All automated processes for flagging suspicious 

activity are supplemented with manual review to 

verify the integrity of member accounts.  

In addition, summary information from all new 

accounts is reviewed on a daily basis to assist with 

identifying likely rogue activity. 

 

Q10. What profile data is kept on panel 

members? For how many members is this 

data collected and how often is this data 

updated? 

 

All members are invited to complete 19 profile 

sections to tell us more about themselves and to 

assist with pre-selecting them for surveys that are 

relevant to their personal profile and interests. In 

total, each member can provide information on 

more than 700 fields, however this is not 

mandatory. 

Across the whole panel, the average profile 

completion is 63%. More than 44% of our 

members have completed their profile in full, and 

more than 67% have completed at least half of 

their profile. 

Each member is prompted to update their 

personal profile at set intervals to ensure the 

currency of this information and maximise the 

efficiency of drawing sample. The aim is to 

maintain profile currency at less than 6 months. 

Where profile information is not updated within 

this timeframe, appropriate prompts are delivered 

to each member.  

 

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 panellists by type of source?  

 

The definition of active panel member that we 

adopt is that each member has either created their 

account, logged in to their account or updated it 

within the last 12 months. 

On this basis, the headline panel membership 

figure of 181,705 UK members is accurate at the 

time of writing this document (13th February 

2012). Net growth, taking into account natural 

attrition and unsubscribed accounts, increases this 

figure by approximately 2,500 members each 

month. 

An overview of active panellists shows that 

approximately 42% of the panel population has 

been acquired via our online affiliate network of 

over 60 affiliate websites, the remainder being 

sourced via referrals (10%), organic web activity/

PR exposure/offline channels (38%), and other 

sources (10%). 

 

Q12. Please describe your sampling process 

including your exclusion procedures if 

applicable. Can sample be deployed as 

batches/replicates, by time zones, 

geography etc? If so, how is this controlled?  

 

Sample selection is driven by the profile 

requirements of each individual survey, as well as 

taking in to account additional factors such as 

available time for fieldwork and likely response 

rates. Feasibility and incidence are always 

established during the conception of a project in 

order to determine the most effective means of 

achieving sample selection. Exclusions can be 

implemented based on survey subject matter, 

recency of participation, or any other criteria, as 

required. 

When selecting or strategically excluding sample, 

our systems automatically extract at random those 

members who meet all profiling requirements. 

This process is subjected to Quality Assurance 

checks in order to verify that the correct sampling 
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requirements and expectations are met before 

allowing our systems to engage in the mass 

deployment of survey invitations. 

Our systems have been configured to deliver 

invitations at any time of day and can be adjusted 

on a per-project basis. We are able to strategically 

deliver invitations based on time of day, geographic 

region or any other factor that might influence the 

effective deployment of survey invitations and 

survey participation. We have the capacity and 

resources to deploy invitations at any time (i.e. 

24x7x365) either by automated schedule or with 

manual supervision.  

 

Q13. Explain how people are invited to take 

part in a survey. What does a typical survey 

invitation look like?  

 

Most survey invitations are sent out as emails only, 

however we are also able to send SMS alerts to 

panel members where projects require very tight 

turnaround times and we need respondents to 

engage with the survey quickly. As we already have 

double opted-in mobile numbers for those who 

choose this additional notification process, this 

supplementary notification can be added to email 

alerts easily. 

A typical survey invitation would look similar to 

the sample below, containing the project number, 

duration, reward offered for successful 

completion, and some generic information relating 

to the subject matter. We always remove any 

branding or client references from surveys unless 

these are sent to client-supplied lists of 

respondents. Every survey invitation also clearly 

states the possibility of being routed out of the 

survey based on screener questions, and includes 

our contact information in case support is 

required. 

 

 

Q14. Please describe the nature of your 

incentive system(s). How does this vary by 

length of interview, respondent 

characteristics, or other factors you may 

consider?  

 

Upon completion of the double opt-in process, all 

new members receive £3 in their account 

automatically. We believe that Panelbase 

members should be rewarded fairly for their time 

when participating in research studies. Therefore, 

all survey invitations are accompanied by a nominal 

financial reward and/or entry in to a project-

specific prize draw (e.g. for £100 high-street 

vouchers). In addition to this, and in order to 

ensure that any member who is screened out is 

also fairly compensated for their time, all non 

qualifying respondents who are screened out of a 

survey are automatically entered in to a monthly 

prize draw (one prize of £50 cash). 

The reward offered for participation and 

successful completion of surveys is linked to the 

duration and complexity of each survey as well as 

the methodology. Online surveys can attract a 

reward between £0.25 and £3.00 for surveys 

lasting between 1 minute and 30 minutes, whereas 

focus groups can offer rewards of up to £50. 

Other, more complex studies that require greater 

input from a panel member (e.g. diary activities 

that require online submission of activity over 

multiple days or follow-up face-to-face depth 

interviews) can attract higher rewards. All rewards 

are designed to offer fair recompense for the time 

required to participate in the research study. 
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Q15. How often are individual members 

contacted for online surveys within a given 

time period? Do you keep data on panellist 

participation history and are limits place on 

the frequency that members are contacted 

and asked to participate in a survey?  

 

All members receive no more than an average of 2 

- 3 survey invitations each month however we 

limit the total number of surveys that can be 

completed to 15 surveys over a 6 month period. 

All previous survey activity is logged in member 

accounts in order to enforce total surveys 

completed and subject category exclusions.  

 

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.?  

 

Yes, there is a privacy policy in place. It states the 

parameters within which the Panelbase research 

community operates and how personal data is 

handled. Principally, this outlines our commitment 

to the protection of personal data and our 

adherence to the Data Protection Act 1998, as 

well as the codes of conduct by which we are 

bound and ethics that we engage in all research 

operations. We do not sell or provide external 

access to our membersõ personal data. See http://

www.panelbase.com/privacy/ to view a copy of our 

privacy policy. 

Panelbase is a division of Dipsticks Research 

Limited, which is registered in the UK as a Data 

Controller with the Information Commissionerõs 

Office (number Z8203709) and abides by the Data 

Protection Act 1998.  

Dipsticks Research Limited is an MRS Company 

Partner and all employees adhere to the MRS 

Code of Conduct and MRS Company Partner 

Quality Commitment when undertaking research. 

We are also BS EN ISO9001:2008 certified 

(previously BS EN ISO9001:2000) and have been 

each year since 2002. We adhere to the 

requirements of the Market Research Societyõs 

Accredited Interviewer Training Scheme (AITS) 

and are currently working towards the ISO 

20252:2006 Market Research Quality Standard. 

 

Q17. What data protection/security 

measures do you have in place?  

 

All data and project materials provided by 

Panelbase members and clients are stored in 

secure servers to which only authorised personnel 

have access, and only for the purpose of 

administering Panelbase member accounts and 

surveys. All data submitted by members via the 

Panelbase website is done so using Extended 

Validation SSL technology, which encrypts the 

contents of the browser session and ensures 

integrity of the data transaction between their 

internet browser and our systems.  

The premises within which Panelbase servers are 

located is secured from public or unauthorised 

access both physically and electronically using the 

latest technologies and security systems, including 

but not limited to; firewalls, IP-based permissions, 

CCTV, and swipe entry access control. Data back-

ups are subject to the same levels of physical 

security and authorised access with the additional 

provision of being held in fire-proof safes. 

 

Q18. Do you apply a quality management 

system? Please describe it.  

 

As per Q16, Dipsticks Research Limited is BS EN 

ISO9001:2008 certified (previously BS EN 

ISO9001:2000) and has been each year since 2002. 

We are also working towards the ISO 20252:2006 

Market Research Quality Standard. 

Our ISO-approved quality management systems 

are built on the principles of effective data storage, 

security and management. These systems are 

subject to continual review and change, and 

therefore maintain compliance with external 

auditing requirements at all times.  

 

Q19. Do you conduct online surveys with 

children? If so, please describe the process 

for obtaining permission.  

http://www.panelbase.com/privacy/
http://www.panelbase.com/privacy/
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We have successfully conducted several online and 

offline projects with children aged between 6 and 

15, drawing from our sub-panel of 40,000 opted-in 

children under the age of 16. In the case of offline 

projects, we only engage CRB-checked personnel 

on such projects and parental supervision of the 

research process is mandatory. 

Online surveys with children are also subjected to 

parental consent and at no point do we 

communicate with children directly. Surveys 

designed for children are done so in accordance 

with ICC/Esomar and MRS guidelines. 

In the same way that we protect the identity of 

our panel members and the responses they 

provide to our surveys, all data provided by 

children is handled with the same levels of care 

and integrity.  

 

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?  

 

The size and responsiveness of the Panelbase 

membership means that we are almost self-

sufficient when providing sample for online 

projects. In over 95% of cases we do not require 

sample contributions from external partners, 

which simplifies the research process and aids 

overall data integrity. 

On occasion, we call upon on external partners to 

provide sample for international projects or 

extremely low incidence UK-based projects where 

the reach of Panelbase is insufficient to support a 

projectõs requirements. We have vetted many 

external partners since 2003 and have established 

solid relationships with 3 partners who are 

available to support our requirements when 

necessary. All of our preferred partners maintain 

the same levels of data integrity that we adopt and 

provide assurances of compliance with prevailing 

codes of conduct and law. 

When designing projects with our clients, we 

always ensure maximum transparency regarding 

the use of external partners. Usually the 

requirement for external assistance will become 

evident at the feasibility assessment stage and 

would form part of our project proposal, and so 

the client is aware of this before commissioning 

the project. In the majority of cases, partnering 

requirements stem from complex, deeply-profiled 

or international sample being fundamental to the 

project objectives. In such instances, client 

expectations and project briefs often acknowledge 

a partnering requirement in order for successful 

delivery of the project. 

Where partners are engaged, all sample is de-

duplicated to ensure multiple participation in the 

survey is not possible. 

 

Q21. Do you have a policy regarding multi -

panel membership? What efforts do you 

undertake to ensure that survey results are 

unbiased given that some individuals belong 

to multiple panels?  

 

This is an area of ongoing debate in the market 

research sector and one where a comprehensive 

solution does not yet exist. Whilst consumers may 

be members of multiple panels, it is more 

important to focus on the frequency of 

participation in surveys. The key to underpinning 

data integrity and dealing with multi-panel 

membership lies in understanding the frequency 

with which an individual is engaged in market 

research surveys.  

Our panel members are, in the majority of 

surveys, asked if they have taken part in surveys of 

a similar subject matter. This forms part of the 

screening process and supplements the 

information we hold regarding the surveys that 

they have completed on our behalf. Exclusion from 

surveys and limiting the number of surveys that an 

individual member may receive are all integral to 

our sample selection processes. This helps to 

prevent bias where an individual may have 

participated in surveys of a similar subject matter 

via their membership with other panels.  

In the absence of a centralised body that monitors 

and regulates multi-panel membership, we engage 

the best measures available to prevent intensive 

survey participation and the cultivation of 

professional research respondents.  
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Q22. What are likely survey start rates, 

drop -out and participation rates in 

connection with a provided sample? How 

are these compiled?  

 

Response rates can vary greatly and are linked 

directly to factors such as: 

duration of survey  (surveys up to 10 minutes 

achieve highest response rates as 

respondent fatigue increases considerably 

beyond this level) 

subject matter of survey  (stimulating topics 

achieve higher response rates) 

survey design and content  (e.g. Flash-rich with 

multimedia increases response rates for 

some profiles of respondent) 

profile of respondent required  (hard-to-reach 

profiles can have significantly lower 

response rates)  

timing of invitation delivery  (e.g. Friday 

evening at 6pm vs. Tuesday at 11am) 

available fieldwork window  (e.g. 48 hours in 

field vs. 7 days in field) 

methodology  (we have achieved response rates 

as high as 98% for SMS) 

We calculate response rates to invitations and 

responsiveness to survey content in a number of 

ways by time stamping (precise to fractions of one 

second) many events, some of which include: 

delivery of email 

first response (i.e. click on link) 

second response (i.e. read introduction 

screen and clicked ônextõ to start 

survey) 

end of survey (i.e. response provided to 

final question within the survey) 

end of QA exit point (i.e. following 

completion of the QA questions at the 

end of the survey) 

screen outs (i.e. we capture the same 

information as above for screen outs as 

well as completed surveys) 

The usual response rates that we experience for 

online surveys are between 30% and 40% within 

48 hours, and 70% within seven days in field. 

When using dual notification we can achieve up to 

60% within 24 hours and 80% within seven days. 

Drop-out rates (e.g. loss of interest in survey, 

technical issues preventing completion) are linked 

to survey duration. For a typical 10 minute survey, 

we may experience drop-out of up to 5% (not 

including screen-outs). 

Participation rates are typically in the region of 

30% - 50% depending on our ability to accurately 

pre-select sample based on survey profiling 

requirements. 

 

Q23. Do you maintain individual level data 

such as recent participation history, date of 

entry, source, etc., on your panellists? Are 

you able to supply your client with a per job 

analysis of such individual data?  

 

We store all survey participation information at an 

individual panel member level. Every email sent, 

click-through to survey, entry in to survey, exit 

from survey, and source of panellist, is recorded 

so that this can be used for quality assurance and 

reporting where required.  

If clients require reporting of this information in 

relation to their projects we are able to supply this 

on demand.  

 

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?  

 

Every online survey that we host, irrespective of 

also providing the sample, is subjected to stringent 

data integrity processes. All survey participation 

that falls outside of our data integrity 

requirements is eliminated from the survey results. 

Furthermore, where panellists are found to 

provide unusable data on more than two 

occasions, their accounts are automatically 

removed so that they are not invited to future 

surveys. In addition, the payment of rewards to 

such respondents is rejected and they are unable 

to redeem any rewards held in their account. 

Examples of the data screening and integrity 

processes that we engage include: 

  Time stamping analysis  ð providing detailed 

reporting on survey responses and the time 

taken to complete a survey (or components 

of a survey in the case of longer surveys). All 

responses that fall outside of duration 


