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At Continuum, we believe in streamlining every process and making it easier for our clients to buy online samples. This document is driven by a principle to 
increase transparency and raise awareness of the key issues for researchers to consider when deciding whether an online sampling approach that benefits 
them in a holistic manner.

Diversely, we want to build tools and resources which allow researchers to get samples which meet their expectations. The format used here is also created 
in a manner that sets in motion consistent terminology for providers to state how they maintain quality as well as enable buyers to compare the services of 
different sample suppliers. We’ve also provided notes on the context of the aforementioned questions to make it easy for researchers to comprehend them 
better and understand what they should expect to be covered in the answer.

As this is the first edition of this exercise, we’ll continuously strive and update the questions based on the ongoing development of techniques. The focus is 
to evolve this document as we go further along and continue to add new questions to cater to upcoming trends in techniques and technology. The intent 
behind this document is to decode the broader trends within the industry to build online samples from multiple sources rather than being rigid about the 
process.

As mentioned above, these questions are designed to be asked by those buying online samples. However, in the likely event that the sample provider is also 
hosting the data collection, we recommend that you ask additional questions which are more pertinent to your project in order that it satisfies your quality 
requirements.

We’ve designed this document with updated legal and ethical guidance and new sections on privacy notices, cookies, downloadable technology and 
interactive mobile.

INTRODUCTION



Company Profile

Context: As the question is about the profile of the company, we aim to answer it by providing information that talks
about the relevant experience of the sample provider. Additionally, it will shed light on How long we’ve been
providing this service as well as apt details pertaining to market research, direct marketing etc. Also, if we are the
samples solely provided for third party research, or does the company also conduct proprietary work using their
panels?

Continuum Research was founded in 2018. Our focus from day one has been to provide deeply engaged and
credible online resources with one of the highest response rates, ranging across 25 different industries globally. We
focus on providing expertise for custom solutions via a robust, proprietary sampling platform with an eye to quality
insights.

1. What experience does your company have in providing online samples for market 
research?



PANEL PROFILE 

Context: As the question refers to the sources, the answer will cover the details pertaining to the types of sources a
provider uses for delivering an online sample as well as provide insight into the quality of the sample.

At Continuum, we go beyond traditional practices and utilize a variety of sources and channels to recruit and 
engage panelists.

We also are up for personalized solutions to meet client-specific needs and build many ‘recruit-to-fit panels.

We have a one-of-a-kind unique reward-based system for our respondents, who are rewarded in multiple ways 
including cash-based incentives (cheque, gift cards, etc). As we offer a truly rare individual-compensation model, our 
average response rate is more than double the industry average.

As a best practice, all our internal assets are supplemented with recruit campaigns focused on high-demand, niche 
Audiences. 

We believe in the power of collaboration and work with partners across the industry to deliver hard-to-reach 
audiences and speed up fielding windows.

2. Please describe and explain the type(s) of online sample sources from which you get 
respondents. Are these databases? Actively managed research panels? Direct marketing 
lists? Social networks? Web intercept (also known as river) samples?



Context: As the question refers to duplication of respondents, the variation in data coming from different sources is
thoroughly documented. We understand the possibility of an overlap between different panel providers can be
significant in some cases and de-duplication removes this source of error and frustration for respondents.

At Continuum, our state-of-the-art in-house tools, integrate all the sources for targeting audiences. Our sampling 
methodology is driven by the principles of using Relevant ID digital fingerprinting technology to identify potential 
fraudulent respondents and remove them prior to delivery or in-the-moment routing.

3. If you provide samples from more than one source: How are the different sample sources 
blended together to ensure validity? How can this be replicated over time to provide 
reliability? How do you deal with the possibility of duplication of respondents across 
sources?

Context: Clients usually are sceptical about sources being used for different purposes (like direct marketing for
example) that may cause undesirable survey effects.

At Continuum, we pride ourselves on being the industry leader when it comes to scoping out sources that most 
companies categorise as hard-to-reach. Our approach since day one has been personalisation, customisation and 
humanisation. Over the years we built a wide network of offline databases supplemented by CATI research, which 
gains us access to a wide range of consumer categories. 

4. Are your sample source(s) used solely for market research? If not, what
other purposes are they used for?



Context: As most clients are looking for a wide range of consumers which include hard-to-reach groups on the
internet (like ethnic minority groups, young people, seniors etc.), the question wants clarity on population coverage
and quality of the sample provided.

At Continuum, our panels are used only for market research purposes.

5. How do you source groups that may be hard to reach on the internet?

Context: Transparency is essential when working with third parties. The understanding is that the quality of the
sample is also dependent on the quality of sample providers that the buyer did not select. It’s common that there
would be overlap between different providers which can be vital in some cases and de-duplication removes this
source of error, and ensures a stress free experience for respondents. Ideally, working with providers who follow
process standards like the ISO standards are more acceptable.

At Continuum, we swear by the quality of our samples and panels. While we work with industry leading partners who 
follow process standards like the ISO standards, our inhouse tools can be utilised in reciprocation with quality 
organisations. We understand that there’s a reciprocal nature of our tool and our partners, however, we ensure that 
any pricing differences or adjustments are never levied back to the client or sponsor of any particular survey.

6. If, on a particular project, you need to supplement your sample(s) with sample(s) from 
other providers, how do you select those partners? Is it your policy to notify a client in 
advance when using a third party provider?



PANEL PROFILE 

Context: The question here demands clarification on the sampling processes as well as the approach used by
Continuum in achieving a representative sample.

At Continuum, we have a strong grasp over online balancing against census data, providing guidance to clients on
sampling strategies/setting quotas. Our in-house team of experts creates a custom sample solution that is based
on the demographics represented within the respondent base, which is aligned to the balancing needs of our clients.

7. What steps do you take to achieve a representative sample of the target population?

Context: At its basic level Survey Router is a technology that acts as a hub that respondents pass through to be
directed to a survey they have a higher likelihood for which to qualify. Routing came about in an effort to help make
the respondent experience By avoiding having a respondent screen out repeatedly, routing can make the transition
to other likely options seamless. There is no consensus at present about whether and how the use of a router affects
the responses that individuals give to survey questions.

At Continuum, we create custom solutions for our clients and usage of a purpose built router is a part of it.

8. Do you employ a survey router?



Context: There can be situations where the prioritisation in choices of surveys to present to respondents and the
method of allocation can be based on biases of varying severity.

At Continuum, We believe in finding the right fit. Our primary objective is to give the respondents the most endearing
experience. Respondents only get an opportunity to participate if an applicable survey meets their profile. Our
inhouse tools factor in multiple checks like account saturation, topic, fit and randomization when determining
whether a respondent may have an opportunity to route to another survey. Respondent time and usage
considerations are significant factors.

9. If you use a router: Please describe the allocation process within your router. How do you 
decide which surveys might be considered for a respondent? On what priority basis are 
respondents allocated to surveys?

Context: If Person A is allocated to Survey X on the basis of some characteristic then they may not be allowed to also
do Survey Y. The sample for Survey Y is potentially biassed by the absence of people like Person A.

Volume of opportunity and topic of opportunity is important when mitigating bias. Part of Quest’s algorithm is 
determining survey topic and fit. While Quest does have many niche based respondents – things like Tech Specific 
Panels, Music Listeners, etc., it is important to ensure routing to non correlated research. We have seen no discernible 
difference in respondents regarding bias from router or non router achieved data through the Quest Mindshare 
system.

10. If you use a router: What measures do you take to guard against, or mitigate, any bias 
arising from employing a router? How do you measure and report any bias?



Context: The question demands clarity on the possibility of replication of a project in the future with as many of the
parameters as possible set to the same values and its feasibility.

We follow an iterative process when it comes to router parameters. They are usually set by our in-house team and
we keep working on optimising it to combat biases

11. If you use a router: Who in your company sets the parameters of the router? Is it a 
dedicated team or individual project managers?

Context: The question needs clarification on profiling data of the respondents and what precise question was asked
and may also depend on when it was asked. Also, in an event of real-time profiling is used, what control does
Continuum have over what question is actually asked?

At Continuum, we take pride in our expansive and detailed profile database of all respondents. As a standard 
process, we ask all our respondents to share basic demographic data, and business and workplace characteristics. 
Aside from this, we constantly strive to build on profiles and prompt respondents to offer health and shopping 
preferences, hobbies/lifestyles, product ownership, media consumption, auto ownership, travel and shopping habits.

12. What profiling data is held on respondents? How is it done? How does this differ across 
sample sources? How is it kept up-to-date? If no relevant profiling data is held, how are 
low-incidence projects dealt with?



Context: As surveys are voluntary and depend on the choice of the respondents, the type of proposition (and
associated rewards) can play a huge factor in the type of respondents and survey quality. The level of detail given
about the project may also influence response.

As mentioned early, at Continuum, we’re all about customisation and personalisation. The same principle is applied
to our invitation process, where we start off with one of many fully customizable email templates, adjusted with
content and look/feel based on the nature of the study and targeted audience. The aforementioned invitation
emails clearly define the titling and respondent expectation.

13. Please describe your survey invitation process. What is the proposition that people are 
offered to take part in individual surveys? What information about the project itself is given 
in the process? Apart from direct invitations to specific surveys (or to a router), what other 
means of invitation to surveys are respondents exposed to? You should note that not all 
invitations to participate take the form of emails.

Context: As humans we’re driven by rewards/incentives. The question wants to address that such rewards/incentives
will impact on the reasons why respondents participate in a specific project and these effects can cause bias to the
sample.

At Continuum, we consider a wide variety of factors that determine incentive levels. From cash, check, or prepaid 
cards, our respondent can choose any/all of them as an incentive for their participation. We do offer considerations 
to LOI, B2B Specifics (for business type respondents), subject sensitivities and respondent contribution requirements.

14. Please describe the incentives that respondents are offered for taking part in your 
surveys. How does this differ by sample source, by interview length, by respondent 
characteristics?



Context: Every project comes with it’s own sensibility, approach and timelines. The “size” of any panel or source may
not necessarily be an accurate indicator that your specific project can be completed or completed within your
desired time frame.

We tend to seek as much information as possible, however there are few basic specifications which are mandatory
like Incidence Rate, Length of Interview and general respondent demographics. As we offer customised solutions, we
work closely to help their clients understand actual Incidence Rates as they relate to online research universes. .

15. What information about a project do you need in order to give an accurate estimate of 
feasibility using your own resources?

Context: As the quality of respondents is the most important factor in the survey results. The question wants to
address the satisfaction quotient for respondents as it may be an indicator of willingness to take future surveys as
well as the reactions to your survey from self-reported feedback or from an analysis of suspend points might be very
valuable to help understand survey results.

At Continuum, we value our respondent satisfaction and we continuously strive for it. We do provide the information 
for each survey upon request. We additionally encourage individual survey takers to provide feedback upon 
completion. Also, as a standard practise, all respondents have 24-7 support services available from our in-house 
Experience Management team.

16. Do you measure respondent satisfaction? Is this information made available to clients?



Context: The expectations are set from the beginning and should include a full sample provider debrief report,
including gross sample, start rate, participation rate, drop-out rate, the invitation/contact text, a description of the
fieldwork process, and so on. Sample providers should be able to list the standard reports and metrics that they
make available.

At Continuum, transparency is our tenet and we provide all our clients with transparent and comprehensive access
to all respondent and project data on a real time basis.

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



PANEL PROFILE 

Context: Procedures to ensure the highest level of quality may increase the reliability and validity of the survey data.

At Continuum, we ensure quality and assurance standards are maintained. We do this through rigorous automated 
and manual processes. Our in-house tool streamlines multiple processes that automate Geo Blocking/Cookie 
tracking as well as BOT smashing tools followed by a sample score exchange. Continuum’s Quality Assurance team 
deploys a wide variety of tools, including but not limited to: Checking IP/Location, Straight-lining, Speeding, Red 
Herring Question deployment, Open End Vetting, and Data Call Back.

With both technical and manual quality processes engaged, we assure the highest data quality. We have 
developed proprietary technical applications that digitally analyse respondents upon entry to remove bots and 
undesirable respondents as well as analyse respondents. We further remove any undesirables via our mid-project 
and post-project processes. Our QA team is highly sophisticated and is trained in a variety of techniques to catch 
undesirable respondents which comes from working on tens of thousands of online research projects per year.

18. Who is responsible for data quality checks? If it is you, do you have in place procedures 
to reduce or eliminate undesired within survey behaviours, such as (a) random responding, 
(b) Illogical or inconsistent responding, (c) overuse of item non-response (e.g. “Don’t Know”) 
or (d) speeding (too rapid survey completion)? Please describe these procedures.



Context: The intent is to make sure there isn’t over solicitation, as that may have an impact on respondent
engagement or on self-selection and non-response bias.

Invite contact restrictions depend on the Mindshare Panel. Quest USA Genpop has a 24 hour resting period. Quest
UK Genpop has a 48 hour resting period. Quest B2B USA has a 72 hour resting period, and so on. There are over 30
different panels within the Mindshare complex. Contact your Mindshare rep for more information.

The invite contact restriction varies from location to location as different rules apply to different
regions/countries. For the USA Genpop has a 24 hour resting period. For UK Genpop has a 48 hour resting period.
B2B USA has a 72 hour resting period, and so on.

19. How often can the same individual be contacted to take part in a survey within a 
specified period whether they respond to the contact or not? How does this vary across your 
sample sources?

Context: The understanding here of the frequency of survey participation matters. A higher frequency may increase
the risk of undesirable conditioning effects or other potential biases.

This depends on how much flexibility is allowed within a framework of a project and needs to be taken on a project 
to project basis but generally speaking the resting periods are 24 hours. However, B2B niche panels have resting 
periods of anywhere from 2 to 5 business days.

20. How often can the same individual take part in a survey within a specified period? How 
does this vary across your sample sources? How do you manage this within categories 
and/or time periods?



Context: The data like recent participation history, date of entry, source, etc may increase the possibilities for
analysis of data quality.

At Continuum, we stand for the utmost highest standards of data and privacy. We maintain complete historical data
on all of our panellists, including recruitment source, panel sign-up date, and survey participation and incentive
redemption records. Upon requests with necessary details, we do provide non-personally identifiable information.

21. Do you maintain individual level data such as recent participation history, date of entry, 
source, etc., on your survey respondents? Are you able to supply your client with a project 
analysis of such individual level data?

Context: The confirmation of identity is necessary and may increase quality by decreasing multiple entries, fraudulent
panelists etc.

At Continuum, we believe technology plays a vital role in ensuring that we can detect fraudulent respondents. This is 
done across multiple levels in the recruitment and field process.

Starting from registration, our in-house tool we employ a proprietary algorithm based on IP checking and other 
device-level information that provides a fraud score that we use to screen out suspicious applicants. During the 
registration process, our in-house deploys a unique algorithm based on IP checking and other device-level 
information which generates a fraud score that we use to screen out suspicious applicants. Post that, we calculate a 
quality score for every respondent who joins our panel. The score generated is unique to every respondent and is 
based on multiple factors, including survey-taking frequency, response patterns, number of screen-outs on 
demographic questions, and surges in activity. Our benchmarking of the score removes anyone who doesn’t meet 
our minimum threshold. With this intelligence built in, at the survey level, we utilise Relevant ID technology to identify 
potentially fraudulent respondents based on their real-time information, as well as their overall fraud score stored in 
the central database.

22. Do you have a confirmation of respondent identity procedure? Do you have procedures 
to detect fraudulent respondents? Please describe these procedures as they are 
implemented at sample source registration and/or at the point of entry to a survey or 
router. If you offer B2B samples what are the procedures there, if any?



Context: The opt-in process indicates the respondents’ relationship with the sample source provider. There are two
kinds of opt-ins: single and double opt-ins. “Single opt-in” means people simply signed up. “Double opt-in” means
that the people who gave you their email address received a confirmation email from you, asking them to confirm
their email and request for information from you.

At Continuum, The type of opt-in varies by recruitment source and we deploy both single and double opt-in 
procedures for our panel recruitment. As per standard protocol, all respondents are able to opt-out of our panel at 
any time.

23. Please describe the ‘opt-in for market research’ processes for all your online sample 
sources.

Context: Not complying with local and international privacy laws might mean the sample provider is operating
illegally. An example privacy policy is given in the ESOMAR Guideline for Online Research.

https://in.websamp.com/privacy

24. Please provide a link to your Privacy Policy. How is your Privacy Policy provided to your 
respondents?



Context: Certifications qualify a suppliers and ensures that they perform tasks in a predetermined manner and
document procedures are followed

WebSamp certified respondents.

27. Are you certified to any specific quality system? If so, which one(s)?

Context: The ICC/ESOMAR International Code requires special permissions for interviewing children. These are
described in the ESOMAR Online Research Guideline. In the USA researchers must adhere to the requirements of the
Children’s Online Privacy Act (COPPA). Further information on legislation and codes of practice can be found in
Section 6 of ESOMAR’s Guideline for Online Research.

We conduct most of our surveys among adults. However, on a special case basis we do provide access to children 
and/or teen respondents with parental/guardian permission. In these cases, we adhere to both the ICC/ESOMAR 
International Code and the Children’s Online Privacy Act (COPPA) where most surveys will be adult/guardian 
assisted.

28. Do you conduct online surveys with children and young people? If so, do you adhere to 
the standards that ESOMAR provides? What other rules or standards, for example COPPA in 
the United States, do you comply with?



Context: Data security is an issue for any company that collects data on their customers and it’s important to set up
processes that provide consumers with more control over their data. These data need to be properly secured and
backed up, as does any confidential information provided by the client. The sample provider should be able to
provide you with the latest date at which their security has been evaluated by a credible third party.

Data security is important, even when it’s not enforced. As a company driven by technology, we built a system based 
on the .NET platform, which provides many built-in data security technologies. Additionally, we ensure that all our 
respondent-level identifiers are encrypted and that no personal data is stored during the data collection process. 
Furthermore, our network and databases are accessible only through password-protected security keys and logins 
time.

25. Please describe the measures you take to ensure data protection and data security.

Context: It’s necessary to understand that there are no foolproof methods for protecting audio, video, still images or
concept descriptions in online surveys. With social media being as widespread as it is, clients should be aware that
the combination of technology solutions and respondent confidentiality agreements are minor gatekeepers that
mitigate but cannot guarantee that a client’s stimuli will not be shared or described in social media.

At Continuum, we ensure that all our respondents sign a non-disclosure agreement for surveys containing
commercially-sensitive content and they are bound to not discuss, copy, or sell any information gained as a result of
their participation in the survey. We continuously advise the clients we work with on how best to protect/collect
sensitive information.

26. What practices do you follow to decide whether online research should be used to 
present commercially sensitive client data or materials to survey respondents?
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