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Background and methodology
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Background and methodology
About MC DC 

There are many market research reports and articles available on the market that contain figures about 

the uptake of digital media (e.g. the number of people on social networks, the activities they conduct 

online, how they use their mobile phoneé), but few reports and articles go beyond these figures. It is 

true that consumers live and interact with brands and people in the virtual world, but many marketers 

are still left in the dark about vital questions such as: How to use social networks for brand building? 

How to co-create with consumers via digital channels? How to gain acceptance as a brand when 

entering their world? How to strengthen your brand via mobile and location based services?

That is why we launched the MC DC ñMarketers & Consumers, Digital & Connectedò. We truly 

believe that MC DC is a unique proposition in todayôs market. Many companies, brand managers, 

marketers, digital agenciesé are struggling with the endless possibilities technology offers them to 

connect with their target audience. With MC DC we want to take research forward. We go beyond 

basic adoption and usage data available today and bring clarity and vision on the fundamental issues 

marketers have to deal with every day. Based on conversations with marketers we defined 17 

challenges brands, companies and marketers are confronted with when entering the digital world of 

consumers.

Furthermore, we are very proud to announce our partnership with IAB Europe, the leading trade 

association of the European digital and interactive marketing industry, in the first edition of the MC DC. 

As a result, each IAB member receives this UNITE report  and has access to the data via an online 

reporting tool for free. Furthermore, each IAB member receives a 1,000 Euro discount when 

purchasing the CONNECT report.

We hope you will enjoy reading this report. 
Please keep in mind that the MC DC terms and conditions are applicable to 

this report. Our terms and conditions can be found here: 

http://mcdc.insites.eu/agreement.aspx.

© InSites Consulting. All rights reserved.

http://mcdc.insites.eu/agreement.aspx
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Background and methodology
Whatôs included in your UNITE report (1/2)

The UNITE report focuses on the European quantitative research results with an eye for regional 

differences between Northern, Western, Eastern and Southern Europe. The interested reader has 

access to country level data via the online reporting tool, included in the MC DC UNITE package. The 

online reporting tool can be accessed via the client zone on http://mcdc.insites.eu/client.aspx.

Please note that the UNITE report does not have access to all themes and questions of the full MC 

DC CONNECT report. Below you can find a comparison between the UNITE and CONNECT report.

UNITE report (free and 

exclusive for IAB members)

CONNECT report (discount for

IAB members if they upgrade *)

Market Insights Challenges

Digital consumption profiling data

The C2C online economy

Interactive content on the move: the mobile future

The medium is the message: consumers are communicating through different channels

The digital world as seen by digital natives, silver surfers and world wide women

Branding & Communication Challenges

Emancipated consumers: from shouting to building

Building future proof brands: social influence marketing

Building an online social identity

Digital utility seeking: the Internet and mobile as branding instruments / branded utility

Avoid avoidance: advertising, targeting and media planning in the 21st century

Customer Experience Challenges

The role of the Internet in the purchase decision process: mixed-mode buying

The role of search in brand building and lead generation

E-commerce drivers: influence of the economical climate

Consumer trust and online confidence

Return on information: providing personal data in return for personalized services and information

Enforcing customer loyalty through digital media

Innovation Challenges

Co-created product innovations leading to better brand experiences

Not included          Basic coverage          Full coverage                                             (*) Regular price CONNECt report: 4.000 Euro ïIAB member price: 3.000 Euro

http://mcdc.insites.eu/client.aspx
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Background and methodology
Whatôs included in your UNITE report (2/2)

Besides the fact that less themes are represented in the UNITE report, there is also a difference in 

reporting style. 

The UNITE report focuses on the European quantitative research results with an eye for regional differences 

between Northern, Western, Eastern and Southern of Europe.

The CONNECT report is a managerial PDF report (more than 100 pages full text), integrating quantitative 

research data, qualitative insights from the online bulletin board and the knowledge of InSites Consultingôssenior 

consultants. The CONNECT report brings actionable recommendations and advice for marketers.

To illustrate the differences between the reporting format of the UNITE report and the CONNECT 

report, one of the chapters (chapter 10: ñConsumer trust and online confidenceò) of the MC DC 

CONNECT report is freely available in the client zone. Happy reading!

If you still have questions between the different reports, please contact Gianni Cooreman on +32 (0)9 

269.16.01 or gianni@insites.eu. 

UNITE report (free and 

exclusive for IAB members)

CONNECT report (discount for

IAB members if they upgrade *)

What you will receive

Quantitative research data in a user-friendly online reporting tool

PDF report focusing on European and country differences (quantitative results only)

Managerial PDF report  (+100 pages full text) based on quantitative and qualitative findings, secondary

data, cases and our vision on the future ïTHE guideline for marketers

Not included          Basic coverage          Full coverage                                             (*) Regular price CONNECt report: 4.000 Euro ïIAB member price: 3.000 Euro

(50% of the data) (100% of the data)

mailto:gianni@insites.eu
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Background and methodology
Methodology

Pan-European quantitative survey (note: the survey can be found in the client zone)

A large pan-European online survey in 16 countries was conducted in June 2009, in close cooperation with IAB 

Europe. Belgium, The Netherlands, France, UK, Germany, Italy, Spain, Greece, Denmark, Norway, Sweden, 

Finland, Switzerland, Poland, Romania and Hungary were all represented in this survey. 

Participants were recruited from our InSites TalkToChange online research community. The online sample was 

drawn on a country level of 2000 respondents, consisting of 4 thematic subsamples of 500 respondents. More than 

32.000 Internet users participated in this survey. Our sample is representative for the online country population 

(15+). Its representativeness is controlled by quota management on the number of Internet users, gender, age, 

language, Internet/e-commerce maturity and broadband penetration. Various offline sources and statistics were 

used for calibration: random dialling CATI interviews, Forrester research data and national statistics.

Despite the above mentioned sample considerations, please note that our method comparison research, that has 

been the subject of an Esomar paper & presentation in 2006, has shown that online sampling truly reflects offline 

populations in terms of socio-demographic criteria for Internet mature markets. However, it also taught us that 

online samples tend to consist of people that are slightly more interested in innovation and are more technology 

savvy: this should be kept in mind when looking at absolute levels of mobile Internet penetration for instance .

Qualitative online research (CONNECT only)

The findings of the survey have been enriched with findings obtained from an international bulletin board 

discussion with more than 200 European Internet users on digital media and marketing during 6 weeks.

Bulletin boards allow for asynchronous threaded discussions over a longer period of time involving more 

participants. Participants can return to topics and react to each otherôs comments while research moderation is low 

to medium. Discussion boards are most useful for getting opinions about a specific event, topic or stimulus.

Other sources (CONNECT only)

Finally, the report was enriched with the extensive experience we have gained over the years. This report is an 

integration of personal expertise and vision, cases, internal brainstorms with senior consultants, results from R&D 

research and other PR projects.

http://www.talktochange.com/
http://www.connectedresearch.eu/
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Background and methodology
Sample sizes

Northern

Europe

Eastern

Europe

Southern

Europe

Western

Europe

Belgium

N = 2.119

The Netherlands

N = 2.038

France

N = 2.000

United Kingdom

N = 2.017

Germany

N = 2.028

Switzerland

N = 1.996

Poland

N = 2.022

Romania

N = 2.035

Hungary

N = 2.010

Spain

N = 2.196

Italy

N = 2.086

Greece

N = 1.971

Denmark

N = 1.986

Norway

N = 2.016

Sweden

N = 2.081

Finland

N = 2.005


