
Consumer Panel Book
Welcome to Woozle’s Consumer Panel Book

Hello! If you’re looking to enhance your investment strategies with precise and actionable consumer
insights, you’ve come to the right place. Woozle’s B2C surveys tap into a deep well of data through
robust partnerships, offering you pinpoint targeting of exactly the consumer groups you need to study.
Our panel allows you to access an extensive toolkit of over 200 targeting criteria, equipping you to tailor
your research for impactful results.

Why Investors Trust Woozle’s B2C Surveys:

Data Integrity You Can Count On: At Woozle, your confidence in our data is our top priority. We blend
advanced AI with a thorough expert review process to ensure each piece of data is spot-on. This
meticulous approach means the insights you receive are not just data points, but reliable beacons for
strategic decisions.

Unmatched Global Access:With a network featuring 445 million verified consumers across more than
175 countries, your reach is as broad as it is deep. Whether targeting emerging markets or specialized
consumer niches, our reach ensures you capture the essential data that others might miss.

Efficiency That Keeps You Ahead: Time is money, especially in the investment world. That's why our
surveys are designed for agility—going live within 2 hours and delivering initial results quickly. Stay
responsive to the dynamic market with data that keeps you in the lead.

Customization at Your Fingertips: No two investment questions are the same, and neither should be
your surveys. We collaborate with you to create bespoke surveys that delve into the specifics of your
query, employing a wide range of question formats to uncover the insights you truly need.

Insights That Drive Action:We convert complex datasets into straightforward, strategic insights. It’s no
surprise that 85% of our clients base their critical decisions on the intelligence we provide. Join them to
make informed choices with clarity and confidence.

Dive Deeper With Precision Targeting

Explore over 200 targeting criteria detailed in our Consumer Panel Book, designed to refine your
research and achieve granular segmentation. These tools empower you to explore consumer behavior
with unprecedented depth and precision.
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Ready to Elevate Your Investment Strategy?

Reach out to us today to request a quote or schedule a demo. Discover how Woozle’s Consumer Panel
Book can transform your approach to investment analysis, helping you secure a competitive edge in the
marketplace.

Targeting Criteria

1. Age

The age of respondents is a fundamental criterion for segmenting consumer panels. We can target
specific age brackets or define a range, ensuring that the insights generated are relevant to the age
demographic of interest, whether it's Gen Z, Millennials, Gen X, or Baby Boomers.

2. Gender

Gender targeting allows surveys to focus on male, female, or other gender identities as defined by
respondents. This helps in analyzing trends and preferences that may vary significantly across different
gender groups.

3. Standard Relationship

Our panel can be segmented based on marital or relationship status including single, married, divorced,
or widowed. Understanding the relationship status helps tailor questions relevant to household
decision-making and financial dynamics.

4. Standard Primary Decision Maker

Identifying who the primary decision-makers in households are, allows for more precise targeting,
especially for products and services typically decided upon by one person (e.g., large appliances,
financial services).

5. Standard Pets

We offer options to target respondents based on whether they own pets, and if so, what type. This is
particularly useful for surveys focusing on pet-related products or services.

6. Standard Sexual Orientation

Sexual orientation targeting ensures inclusivity and enables surveys to address or explore issues,
preferences, and needs of specific communities, contributing to more nuanced market analyses.

7. Standard Total Household
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This criterion focuses on the total number of people residing in a respondent's household. It is crucial for
understanding consumer behavior that depends on household size, like grocery shopping or vehicle
usage.

8. Standard Household Type

Household type segmentation includes options such as single-family homes, apartments,
condominiums, and others. This influences many aspects of consumer behavior from energy
consumption to home improvement spending.

9. Standard Industry

Respondents can be targeted based on the industry they work in. This is valuable for B2B surveys or to
understand how professional affiliation might influence purchasing habits or service preferences.

10. Standard Company Revenue

We can segment respondents based on the revenue bracket of the company they work for, from
startups to multi-billion-dollar enterprises. This helps in drawing insights related to business solutions
and employment-driven needs.

11. Standard Company Department

Targeting by company department (e.g., IT, HR, Operations) is especially useful for products and
services tailored to specific job functions or to understand department-specific challenges and
solutions.

12. Standard Car Use

Car use criteria include daily commuting, leisure, business trips, and more. This helps in surveys where
understanding the frequency and purpose of car use is essential.

13. Standard Auto Decision Maker

Identifying respondents who are decision-makers in purchasing vehicles provides direct access to a key
demographic for automotive market research.

14. Standard Auto Brands

This allows targeting by preference or ownership of specific auto brands, useful for brand loyalty
studies and competitive analysis in the automotive sector.

15. Standard Auto Type
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Segmenting by type of vehicle, such as sedans, SUVs, trucks, enables tailored insights into consumer
preferences and usage patterns specific to each vehicle type.

16. Standard Auto Manufacture Date

Targeting based on the manufacture date of owned vehicles can help in studies focusing on vehicle
lifespan, maintenance habits, or interest in newer models.

17. Standard Auto Purchase Date

This criterion helps identify recent buyers and can be used to study the buying experience,
decision-making process, and satisfaction post-purchase.

18. Standard Auto Purchase Type

We can distinguish between new, used, or leased vehicle purchases, providing insights into different
consumer segments within the automotive market.

19. Standard Auto Motorcycle

Targeting motorcycle owners offers insights into a niche but significant segment of the automotive
market, focusing on preferences, lifestyle, and brand loyalty.

20. Standard Beverage P4W (Past 4 Weeks)

We can target respondents based on their beverage consumption over the past four weeks,
categorizing them by specific types of drinks such as soda, coffee, tea, energy drinks, and more. This
criterion is vital for surveys aimed at understanding consumption patterns and brand preferences
within the beverage market.

21. Standard Beverage Regularly

This targeting option focuses on respondents who consume certain beverages regularly. Identifying
habitual consumers allows for detailed analysis of brand loyalty and the effectiveness of marketing
strategies in the beverage sector.

22. Standard Alcohol Frequency

Frequency of alcohol consumption is a key demographic criterion for studies related to the alcohol
industry. We can segment by daily, weekly, monthly consumption, or abstainers, facilitating nuanced
insights into consumer habits and preferences.

23. Standard Hobbies
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Targeting based on hobbies such as gardening, photography, cooking, or coding enables surveys to be
tailored to specific interest groups, potentially influencing product development and marketing
strategies in various sectors.

24. Standard Movie Frequency

We categorize respondents based on how frequently they watch movies, whether daily, weekly,
monthly, or less often. This helps in understanding entertainment consumption patterns and can
influence media and marketing research.

25. Standard Movie Genre

Segmenting by preferred movie genres (action, comedy, drama, etc.) allows for targeted insights into
consumer preferences, which can be valuable for studios, streaming services, and marketing agencies
looking to tailor content and promotions.

26. Standard Movie Home Watching

This criterion identifies respondents who primarily watch movies at home, as opposed to theaters. It is
particularly useful for studying home entertainment trends and the impact of streaming services.

27. Standard Exercise Hours

By targeting respondents based on the number of hours they exercise each week, surveys can gather
data relevant to sports and fitness industries, health trends, and lifestyle habits.

28. Standard Sports

Sports enthusiasts can be targeted based on the sports they follow or participate in, such as soccer,
basketball, golf, or tennis. This is crucial for surveys related to sports merchandise, event planning, and
broadcast media.

29. Standard Gambling

This targets respondents who participate in gambling, whether frequently or occasionally, including in
casinos, online platforms, or betting on sports. Insights from this demographic are essential for the
gaming and betting industry.

30. Standard Electronics

We can segment respondents based on their ownership and use of specific electronic devices like TVs,
computers, gaming consoles, or smart home devices, which is vital for consumer electronics market
research.
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31. Standard Early Adopter

Identifying early adopters of technology allows for targeted surveys that can help gauge the reception
of new products and technologies before they hit the mainstream market.

32. Standard Cell Plan

Segmentation by type of cell phone plan (contract, pay-as-you-go, family plan) offers insights into
consumer preferences and can influence strategies in the telecommunications sector.

33. Standard Smart Phone

Targeting based on smartphone ownership, including brand and model, helps in studying mobile usage
patterns, app preferences, and brand loyalty.

34. Standard Internet Type

This criterion segments respondents based on their internet service type, such as broadband, fiber
optic, or satellite. Understanding the types of internet access can inform strategies for digital marketing
and online service offerings.

35. Standard Movie Download

We identify respondents based on their habits related to downloading movies, legally or otherwise. This
information is crucial for understanding the impact of digital distribution on the film and entertainment
industry.

36. Standard Gaming Platforms

Targeting based on gaming platforms allows us to distinguish between respondents who use consoles,
PCs, mobile devices, or hybrid systems. This segmentation is crucial for studies related to gaming
habits, platform preferences, and the performance of specific games or gaming services.

37. Standard Gaming Type

We segment gamers by the types of games they prefer, such as action, strategy, RPG, sports, or
educational games. This helps in understanding the appeal of different genres and tailoring marketing
strategies accordingly.

38. Standard Gaming Hours

Segmenting respondents based on the number of hours they spend gaming each week allows for a
detailed analysis of gaming behavior and its correlation with other lifestyle choices and demographics.
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39. Standard Gaming Partners

This criterion identifies whether respondents typically game alone, with friends locally, or online with
friends or strangers. Insights into social gaming habits can influence the development and marketing of
multiplayer and social interaction features.

40. Standard Gaming Device

Targeting based on the specific devices used for gaming—such as dedicated gaming consoles,
desktop computers, laptops, tablets, or smartphones—enables precise tailoring of product
development and marketing campaigns to fit the technology usage of different gamer segments.

41. Standard Gaming Purchase

We can target respondents based on their purchasing behavior related to gaming, including buying
new games, in-game purchases, or second-hand games. This helps in analyzing spending habits and
the economic impact of gaming trends.

42. Standard Gaming Online

Identifying respondents who participate in online gaming is crucial for understanding the dynamics of
digital game play, community engagement, and network usage.

43. Standard Television Frequency

This targets respondents based on how frequently they watch television, which aids in studying trends
in traditional media consumption, advertising effectiveness, and the impact of streaming services on
conventional TV viewing.

44. Standard Radio Frequency

Segmenting by radio listening frequency helps understand the reach and impact of radio as a medium
in various demographics, crucial for radio broadcasting companies and advertisers aiming to optimize
their campaigns.

45. Standard Publications

We can target respondents based on their regular readership of specific publications, whether they are
newspapers, magazines, or professional journals. This is valuable for analyzing media influence and
advertising strategies.

46. Standard Flight Purpose
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Targeting based on the purpose of flights (business, leisure, other) allows us to understand travel habits
and preferences, which is essential for the travel and hospitality industries to tailor their offerings.

47. Standard Flight Destination

Segmenting by flight destinations helps in studying travel patterns, destination popularity, and the
preferences of different traveler demographics.

48. Standard International Airlines

We can target respondents based on their preferences or usage of specific international airlines, which
is valuable for competitive analysis and customer satisfaction studies within the airline industry.

49. Standard Countries Visited

Targeting based on the number of countries visited or specific countries visited allows for insights into
international travel trends and the socio-economic profiles of frequent travelers.

50. Standard Hotel Type

We segment respondents based on their preferences for or experiences with different types of hotels,
such as luxury, boutique, budget, or business hotels. This targeting is crucial for understanding consumer
preferences in hospitality and tailoring services to meet specific market segments.

51. Standard Smoking

This criterion identifies respondents based on their smoking status, including current smokers,
non-smokers, and ex-smokers. Insights gained from this can guide campaigns and product
development in health and wellness sectors.

52. Standard Cigarette Frequency

We can segment smokers based on how frequently they smoke, such as daily, weekly, or occasionally.
This information is valuable for studies related to health risks, market potential for smoking cessation
products, and regulatory impacts.

53. Standard Smoking Quit Type

Targeting based on the methods used by ex-smokers to quit smoking—such as cold turkey, nicotine
replacement therapies, or prescription medications—provides valuable data for health research and
product development in the cessation industry.

54. Standard Eyewear
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Segmentation by eyewear involves targeting respondents based on whether they use glasses,
contacts, or have had corrective eye surgery. This is essential for market research in the eyecare
industry and for products designed for vision correction.

55. Age and Gender of Child

This targeting option focuses on households with children, segmented by the age and gender of the
child. This is particularly useful for products and services aimed at children, educational tools, and
family-oriented marketing.

56. Standard Employment

We segment respondents based on their employment status, including full-time, part-time,
unemployed, or retired. This helps in understanding economic activity, consumer spending habits, and
economic demographics.

57. Standard Home Owner

Identifying respondents based on whether they own or rent their home allows for targeted insights into
home improvement, real estate trends, and financial services tailored to property ownership.

58. Standard B2B Decision Maker

This criterion targets respondents who are decision-makers within their companies, crucial for B2B
surveys aimed at understanding business needs, purchasing decisions, and market trends.

59. Kids Standard

We target respondents based on the presence of children in the household, including the number of
kids and their age ranges. This targeting is critical for sectors such as education, family healthcare,
entertainment, and consumer goods tailored for children.

60. Standard Industry Personal

This criterion allows targeting based on the industry in which respondents personally work, providing
insights into specific sector behaviors, needs, and trends crucial for B2B market research.

61. Standard Internet Frequency

We segment respondents based on how frequently they use the internet—ranging from several times a
day to less frequently. This information is essential for understanding digital engagement and tailoring
online services and marketing strategies.

62. Parental Status Standard
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Targeting based on whether respondents have children and their parental status helps tailor surveys
related to family-oriented products, services, and lifestyle choices.

63. MS Brand Name

This criterion targets respondents based on the brand of mobile devices they use, such as Apple,
Samsung, or others. It is valuable for market segmentation and consumer loyalty studies within the
mobile device market.

64. MS Model Name

We can target respondents by the specific model of mobile device they use, allowing for detailed
consumer insights related to device performance, feature preference, and brand loyalty.

65. MS Is Tablet

Identifying respondents who use tablets provides insights into how tablets are used for leisure, work, or
education, influencing strategies in technology marketing and product development.

66. MS Is Mobile

Segmentation by mobile device usage is crucial for understanding mobile connectivity, app usage, and
consumer preferences in an increasingly mobile-first world.

67. MS Device OS

Targeting based on the operating system of the device, such as iOS, Android, or Windows, helps in
analyzing market share, app compatibility, and user experience preferences.

68. Fulcrum Region UK NUTS I

This geographical segmentation allows targeting based on broader UK regions defined by
Nomenclature of Territorial Units for Statistics (NUTS), useful for localized market studies and regional
economic analysis.

69. Fulcrum Region UK NUTS II

A more granular geographical targeting within the UK based on NUTS II regions, providing deeper
insights into regional consumer behaviors and preferences.

70. Standard Job Title

Targeting respondents based on their job titles, such as CEO, manager, technician, etc., allows for
tailored surveys that address the specific experiences and needs of different professional levels.
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71. Standard Auto Future Purchase 20

This criterion targets respondents planning to purchase a vehicle within the next 20 months, crucial for
forecasting market trends and understanding consumer buying intentions in the automotive sector.

72. Standard Number of Employees

We can target respondents based on the size of their workplace, from small businesses to large
corporations, providing insights into business needs and behaviors across different organizational sizes.

73. Standard Religion

Segmentation by religious affiliation can provide insights into cultural practices, spending habits, and
lifestyle choices, which are crucial for culturally tailored marketing and product development.

74. Financial Product

This targeting option allows for segmentation based on the types of financial products respondents
use, such as savings accounts, credit cards, investment funds, or loans. This is crucial for financial
market research and product development.

75. Driver License

Segmentation by driver's license status identifies respondents who can legally drive, which is useful for
automotive market studies, insurance product offerings, and any service requiring mobility analysis.

76. Standard App Download

Targeting based on app download behavior helps in understanding digital engagement, app
popularity, and mobile device usage patterns, critical for mobile marketing and app development.

77. Standard Teen Participate

This criterion focuses on households with teenagers who participate in surveys, providing insights into
teenage consumer habits, preferences, and trends.

78. Standard Travel Decision Maker

Identifying respondents who make travel decisions in households or businesses allows for targeted
insights into travel habits, preferences, and the impact of marketing on travel planning.

79. Standard Child Participate
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This targets households where children participate in surveys, important for gathering data on
children's preferences, behaviors, and influences, especially in family-oriented product and service
sectors.

80. Standard Teen Answer Forward

This criterion involves targeting households where teenagers may respond to surveys on behalf of other
household members, useful for understanding the influence and perspective of teenagers within the
family.

81. Standard Grocery Shopper

Segmenting by primary grocery shoppers within households aids in understanding buying habits, brand
loyalty, and the influence of promotions on grocery shopping.

82. AT Site ID

This allows for targeting based on specific websites or platforms where ads were seen, useful for
digital marketing analysis and online behavior tracking.

83. AT Creative ID

Targeting based on specific ad creatives helps in analyzing the effectiveness of different creative
strategies in digital advertising campaigns.

84. AT Placement ID

This criterion helps identify where an ad was placed, allowing for detailed analysis of ad placement
effectiveness and audience engagement.

85. AT Days Since Impression

Segmentation by the number of days since an ad was last seen provides insights into ad recall and the
timing of marketing impacts.

86. AT Impression Time

Targeting based on the time an ad was viewed helps understand the effectiveness of ads at different
times of day and optimize timing strategies for advertising.

87. Standard UK Ethnicity

Segmenting by ethnicity within the UK provides critical insights for culturally tailored marketing
strategies, product development, and diversity studies.
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88. Standard Webcam

Identifying respondents with webcams enables targeting for surveys requiring visual interaction or
feedback, crucial for certain types of market research.

89. Standard Education v2

This updated educational segmentation includes detailed levels of education, from high school
diplomas to advanced degrees, essential for understanding educational influences on consumer
behavior and market segmentation.

90. Standard HHI (Household Income)

This criterion allows for segmentation based on the household income levels of respondents, providing
insights into purchasing power, consumer behavior, and economic status, which are critical for market
analysis across various sectors.

91. Standard Household Assets

Segmenting respondents based on the total assets of the household—including savings, investments,
and physical assets—offers valuable data for financial services, real estate, and luxury goods markets.

92. Standard Internet Provider UK

This segmentation focuses on respondents based on their internet service provider in the UK, which is
crucial for studies on service satisfaction, provider competition, and internet usage patterns.

93. Standard Cell Carrier UK

Targeting based on which cell service carrier respondents use in the UK enables insights into customer
loyalty, service quality perceptions, and market share analysis.

94. Standard Cell Type

This criterion distinguishes between types of cell phone usage, such as business, personal, or combined
use, providing detailed insights into mobile usage behaviors and needs.

95. Standard Social Media

Segmentation by the social media platforms respondents use (e.g., Facebook, Twitter, Instagram)
offers crucial insights into social media trends, platform popularity, and demographic engagement.

96. Standard Social Media Usage

©Woozle Research Limited



We can target respondents based on the frequency and type of their social media usage—whether for
personal connection, news consumption, or business purposes—critical for understanding digital
behaviors and influencing social media marketing strategies.

97. Standard Accommodation Type

This criterion focuses on the types of accommodation respondents prefer or frequently use, such as
hotels, hostels, vacation rentals, or staying with family, essential for travel and hospitality industry
analysis.

98. Standard Business Flights

Targeting based on frequency of flights taken for business purposes provides insights into corporate
travel trends, airline preferences, and the impact of global business activities on travel.

99. Standard Next Car Purchase

This segmentation identifies respondents who are planning their next vehicle purchase, including timing
and type of vehicle, crucial for automotive market forecasting and marketing strategy development.

100. Standard Fast Food Frequency v2

This updated criterion segments respondents based on their frequency of fast food consumption,
providing nuanced insights into eating habits, dietary preferences, and potential markets for fast food
chains.

101. Standard Job Search

This criterion targets respondents currently searching for a job, providing insights into employment
trends, job market dynamics, and the effectiveness of various recruitment channels.

102. Standard Social Grade UK

Segmentation by social grade based on the UK's socio-economic classification system (e.g., A, B, C1, C2,
D, E) aids in understanding consumer behavior, lifestyle choices, and purchasing power across different
social strata.

103. Standard Smartphone Type

Targeting based on the type of smartphone (e.g., flagship, mid-range, budget) used by respondents
helps analyze market segments, consumer preferences, and technology adoption trends.

104. Standard Country GB
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This criterion identifies respondents based on their residence within Great Britain, providing a
geographical context for targeted market studies.

105. Standard County GB

Further segmentation within Great Britain by county enables precise regional insights into consumer
behavior, local trends, and regional market opportunities.

106. Standard Postal Code GB

Segmentation by postal code within Great Britain allows for hyper-local market analysis, essential for
location-specific marketing strategies and regional sales planning.

107. Standard Region GB

Targeting based on broader regions within Great Britain helps in analyzing regional differences in
consumer behavior, economic conditions, and market potential.

108. TV Provider UK

This criterion identifies which TV service providers respondents use, offering insights into media
consumption, provider popularity, and the effectiveness of broadcast content.

109. AT Vector ID

Targeting based on the specific vector ID for advertising analytics helps track the effectiveness and
reach of specific ad vectors in digital marketing campaigns.

110. Standard Supplemental Income

Segmentation by respondents who earn supplemental income, including the source and amount,
provides insights into economic behavior, financial stability, and secondary income markets.

111. Standard Organization Type

This criterion helps identify the type of organization respondents work for, such as corporations,
non-profits, government agencies, or startups, which is crucial for B2B research and organizational
behavior studies.

112. Standard Industry Education

Targeting based on employment in the education sector provides insights into educational trends,
employment conditions, and market opportunities within this sector.
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113. Standard Industry Construction

Segmenting respondents based on their employment in the construction industry allows for analysis of
market trends, workforce dynamics, and economic impact within the sector.

114. Standard Industry IT

This criterion focuses on respondents working in the information technology sector, essential for
studying technology trends, market demand, and workforce developments.

115. Standard Industry Healthcare

Targeting healthcare industry workers provides insights into healthcare trends, patient care dynamics,
and employment conditions within the sector.

116. AT Ad Channel

Segmentation by the advertising channels used (e.g., online, print, TV) helps analyze the effectiveness
and reach of different marketing strategies.

117. AT Reason

This targets respondents based on their reasons for engaging with advertisements, whether for
information, purchase, entertainment, or other motivations, aiding in understanding consumer
engagement.

118. Standard Urban Rural

Segmentation by the urban or rural status of respondents' living areas provides insights into lifestyle
differences, consumer behavior, and market needs across geographical locations.

119. Standard Purchase Category

Targeting based on the categories of products respondents recently purchased or plan to purchase,
essential for retail market analysis and consumer trend studies.

120. Standard Diet

This criterion focuses on the dietary habits of respondents, such as vegan, vegetarian, gluten-free, or
ketogenic, which is crucial for food industry trends and health-related market research.

121. Standard Industry HR
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Segmenting respondents based on their employment in human resources provides insights into
employment trends, workplace dynamics, and HR service needs.

122. Beverage Regularity Soft

This targets respondents based on their regular consumption of soft beverages, providing insights into
beverage preferences, brand loyalty, and market trends.

123. Beverage Regularity Alcohol

Segmenting based on the regularity of alcohol consumption aids in understanding drinking habits,
alcohol market trends, and health implications.

124. Ailments - Addiction

This criterion targets respondents who have experienced addiction issues, whether related to
substances or behaviors, providing crucial insights for healthcare services, treatment programs, and
public health initiatives.

125. Ailments - Vision and Hearing

Segmenting by vision and hearing impairments allows for targeted insights into the needs and
behaviors of those affected by such issues, essential for healthcare providers, aid manufacturers, and
accessibility services.

126. Ailments - Respiratory

This focuses on respondents with respiratory conditions such as asthma or chronic obstructive
pulmonary disease (COPD), aiding in healthcare market research, treatment efficacy studies, and
pharmaceutical development.

127. Ailments - Sleep Disorders

Targeting respondents suffering from sleep disorders like insomnia or sleep apnea can help in studying
the impacts on daily life, treatment solutions, and healthcare services tailored to improving sleep
health.

128. Ailments - Arthritis

Segmenting by arthritis helps in understanding the prevalence and impact of joint diseases, guiding
healthcare solutions, medication needs, and lifestyle adaptations for affected individuals.

129. Ailments - Skin Conditions
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This criterion targets respondents dealing with skin conditions such as eczema, psoriasis, or acne,
crucial for dermatological research, skincare product development, and therapeutic solutions.

130. Ailments - Pain Management

Focusing on respondents experiencing chronic pain helps in analyzing pain management solutions,
medication use, and the overall impact on quality of life and productivity.

131. Ailments - General (AILMENTS_1)

A broad targeting option that encompasses any type of ailments not specifically categorized, providing
a general overview of health issues affecting the respondent population.

132. Ailments - Autoimmune Diseases

This segmentation includes respondents with autoimmune diseases like lupus, multiple sclerosis, or
rheumatoid arthritis, key for specialized healthcare services, treatment research, and patient care
strategies.

133. Ailments - Neurological Disorders

Targeting based on neurological conditions such as Alzheimer’s, Parkinson’s, or epilepsy, essential for
neurology-focused healthcare studies, treatment efficacy, and support services.

134. Ailments - Cancer

Segmenting respondents who are cancer patients or survivors provides insights into treatment
outcomes, healthcare needs, and survivorship care plans.

135. Ailments - Cardiovascular Diseases

This focuses on respondents with heart-related conditions, crucial for cardiovascular health research,
medication studies, and lifestyle intervention programs.

136. Ailments - Mental Health

Targeting based on mental health conditions such as depression, anxiety, or bipolar disorder, critical for
mental health services, therapy approaches, and stigma reduction initiatives.

137. Ailments - Dental Issues

This criterion targets respondents experiencing dental health issues, which is vital for dental care
research, treatment methods, and oral health product development.
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138. Ailments - Specific to Male or Female (AILMENTS_2_MALE_FEMALE)

Segmenting by ailments specific to biological sex, such as prostate or ovarian issues, aids in focused
healthcare research and gender-specific treatment studies.

139. Ailments - Gastric Disorders

Focusing on respondents with gastric issues like ulcers or acid reflux provides insights into dietary habits,
medication usage, and healthcare service needs.

140. Ailments - Diabetes

This targets respondents with diabetes (Type 1 or Type 2), essential for understanding management
practices, medication adherence, and impacts on lifestyle.

141. Gender Plus

This criterion extends beyond traditional male and female categories to include non-binary and
transgender identities, enhancing inclusivity and accuracy in targeting for surveys related to
gender-specific products, services, and societal trends.

142. Primary Retail Bank UK

Targeting based on the primary retail bank of respondents in the UK provides insights into banking
preferences, customer loyalty, and financial behavior, crucial for financial sector research and
competitive analysis.

143. AT Impression Partner ID

This targets respondents based on the specific partners involved in advertising impressions, allowing
for analysis of partner effectiveness and strategic marketing alliances.

144. AT Impression Type

Segmentation by the type of ad impression (e.g., video, banner, pop-up) helps in studying the
effectiveness and consumer reception of different advertising formats.

145. AT Impression TV Program

Focusing on respondents based on the TV programs during which they viewed ads provides insights
into audience demographics, program popularity, and targeted advertising effectiveness.

146. AT Impression Ad Duration
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This criterion identifies how long an ad impression lasted, crucial for analyzing the impact of ad
duration on viewer engagement and message retention.

147. AT Impression TV Daypart

Segmentation by the specific times of day ads are viewed on TV, such as morning, prime time, or late
night, aids in understanding viewer habits and optimizing ad placements.

148. AT Impression TV Network

Targeting based on the TV networks where ads were viewed helps analyze network reach, audience
demographics, and network-specific advertising effectiveness.

149. AT Impression Device Type

This focuses on the devices used for viewing ads, such as TVs, computers, tablets, or smartphones,
essential for digital marketing strategies and device-specific content optimization.

150. AT Impression TV Buy Type

Segmentation by the type of TV ad buys, such as direct or programmatic, provides insights into buying
strategies and the efficiency of ad spending.

151. Audience iSpot Universe

This criterion uses the iSpot.tv universe to target respondents, allowing for integration of detailed TV ad
exposure data with consumer survey responses for enhanced media consumption analysis.

152. TV Brand Ownership

Targeting based on the brands of TVs owned by respondents aids in understanding brand loyalty,
market share, and consumer preferences in the television market.

153. TV Network Consumption

This criterion focuses on the consumption habits related to specific TV networks, essential for studying
network loyalty, audience segmentation, and content preferences.

154. TV Device Usage

Segmentation by the types of devices used to watch TV, including smart TVs, streaming devices, or
traditional television sets, provides insights into technology adoption and media consumption patterns.

155. TV How Do You Watch
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Targeting based on viewing habits, such as live, on-demand, or streaming, helps understand changing
consumer behaviors and preferences in TV consumption.

156. TV DOW (Day of Week) Consumption

This focuses on which days of the week respondents consume TV content, valuable for programming
schedules, advertising strategies, and understanding peak viewing times.

157. TV Hours Consumption

Segmentation by the number of hours spent watching TV per day or week provides a detailed look at
media engagement and viewer dedication.

158. TV Daypart Consumption

Targeting based on specific dayparts during which TV is consumed, such as morning, afternoon, or
late-night, aids in demographic targeting and advertising efficiency.

159. TV Program Genre Consumption

This criterion identifies preferences for TV program genres, such as drama, comedy, news, or reality,
crucial for content creators, networks, and advertisers to tailor offerings to audience preferences.

160. Audience Samba Universe

This criterion leverages Samba TV’s data universe to target respondents, providing detailed insights
into TV viewership patterns and ad exposure, crucial for cross-platform media consumption studies
and targeted advertising strategies.

161. AT Product

Segmentation based on the specific products featured in advertisements allows for detailed analysis of
product awareness, advertising effectiveness, and consumer perceptions within specific markets.

162. AT Ad Start Timestamp

Targeting respondents based on the exact start time of an ad provides precise data for analyzing
viewer engagement and ad placement optimization.

163. AT Percent Viewed

This criterion measures the percentage of an ad that respondents actually viewed, essential for
understanding ad effectiveness, viewer retention rates, and engagement levels.
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164. AT Gender Skew

Segmentation by the gender skew in ad viewership helps analyze the appeal of advertisements across
different gender demographics, aiding in gender-targeted advertising strategies.

165. AT Age Skew

This focuses on the age distribution skew in ad viewership, providing insights into which age groups are
more likely to engage with specific ads, crucial for age-targeted marketing.

166. AT Time Shift

Targeting based on whether ads were viewed live or on a time-shifted basis (e.g., DVR, on-demand)
helps understand changing viewer habits and the impact of time-shifting on advertising reach.

167. AT New or Rerun

Segmentation by whether a program during which an ad aired was new or a rerun provides insights
into viewer engagement and program lifecycle impacts on ad effectiveness.

168. AT Program Genre

This criterion identifies the genre of programs during which ads were aired, such as drama, comedy, or
sports, essential for aligning advertising content with viewer preferences.

169. AT Program Sub Genre

A more detailed targeting option that focuses on sub-genres within main program categories,
enhancing the precision of audience targeting and content alignment.

170. AT Program Type

Segmentation by the type of program (e.g., series, movie, news) provides insights into content
effectiveness and viewer engagement across different formats.

171. AT Pod Number

This targets the specific number of the ad pod within a commercial break, crucial for studying
placement effectiveness and viewer retention during breaks.

172. AT Pod Position Numeric

Segmentation by the numerical position of an ad within its commercial pod, important for analyzing
viewer attention and engagement at different points within the break.
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173. AT Pod Position Letter

Similar to the numeric position, this letter-based positioning within the ad pod provides additional
granularity in ad placement analysis.

174. AT Day of Week

Targeting based on the day of the week an ad aired, crucial for understanding weekly patterns in
viewer behavior and optimizing ad schedules accordingly.

175. AT Spot Cost

This criterion focuses on the cost of specific ad spots, providing insights into advertising investment,
budget allocation, and cost-effectiveness analysis.

176. AT Airing Type

Segmentation by the airing type of ads, such as national, local, or syndicated, helps in analyzing reach,
effectiveness, and strategic planning of ad placements.

177. AT Creative Group ID

Targeting based on creative groups associated with ad campaigns allows for tracking and analyzing
the performance of specific creative strategies across different audiences and media placements.

178. AT Brand

This criterion targets respondents based on their exposure or loyalty to specific brands, essential for
brand performance tracking, competitive analysis, and market positioning studies.

179. Standard Social Media Exposure

Segmentation based on the level of exposure respondents have to content on various social media
platforms, crucial for understanding the influence of social media on consumer behavior and
decision-making.

180. Standard Social Media Interests

Targeting based on interests expressed or followed on social media platforms, allowing for tailored
content marketing and audience engagement strategies based on specific user interests.

181. Audience Social Universe
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This criterion uses data from social media platforms to target respondents, providing a comprehensive
view of social media usage patterns, content engagement, and network effects.

182. Standard Age Of Child

Segmentation by the age of children in a respondent’s household, essential for market research
focused on family-oriented products, educational tools, and child-specific services.

183. Politically Engaged

Targeting respondents based on their engagement with political activities, campaigns, or issues, key for
research related to political marketing, advocacy, and public opinion.

184. Standard Education UK

This criterion focuses on the highest level of education attained by respondents in the UK, providing
insights into educational demographics, lifelong earning potential, and social mobility.

185. Standard Ethnicity UK

Segmentation by ethnicity within the UK helps in studying diverse consumer behaviors, cultural
influences, and targeted marketing strategies.

186. Standard HHI UK

Targeting based on household income levels within the UK, crucial for financial product targeting,
market segmentation, and economic behavior analysis.

187. Standard Company Size

This targets respondents based on the size of the company they work for, from small businesses to
large corporations, offering insights into business behavior, employee experiences, and market
dynamics.

188. Personal Income UK

Segmentation by the personal income levels of respondents in the UK, essential for understanding
individual purchasing power, lifestyle choices, and economic stress or comfort.

189. Gambling UK

This criterion focuses on respondents' gambling habits in the UK, providing insights into gambling
frequencies, preferred platforms, and the impact of regulatory changes on gambling behavior.
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190. SEL Class UK

Segmentation by socio-economic class in the UK, based on occupation and employment status, aiding
in nuanced market segmentation and socio-economic trend analysis.

191. Election Vote Intention

Targeting respondents based on their stated intentions in upcoming elections, crucial for political
polling, campaign effectiveness studies, and voter turnout predictions.

192. Election Vote Political Party UK

This focuses on respondents' affiliations or leanings towards specific political parties in the UK, key for
understanding party support, political demographics, and shifting political landscapes.

193. Election Voting 2019 UK

Segmentation by voting behavior in the 2019 UK general election, providing retrospective insights into
voter behavior, election outcomes, and historical political analysis.

194. Election Polling England

This criterion targets respondents based on their participation in polls and their responses, crucial for
ongoing political analysis and forecasting in England.

195. Election Polling Scotland

This criterion targets respondents based on their participation in polls and their responses within
Scotland, crucial for analyzing political trends, voter behavior, and campaign effectiveness in the
region.

196. Election Polling Wales

Segmentation by participation in polls and responses within Wales, providing insights into regional
political dynamics, electoral preferences, and public opinion.

197. Election Polling Northern Ireland

This focuses on respondents' involvement in polls and their responses in Northern Ireland, key for
understanding the unique political landscape and voter sentiments in the region.

198. Social Media Usage Time
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Targeting based on the total time respondents spend on social media platforms daily, essential for
studying social media engagement, digital behavior, and the impact of social media on daily life.

199. Social Media Hourly

Segmentation by hourly social media usage patterns, providing insights into peak usage times, user
engagement, and optimal times for content delivery and advertising.

200. Podcast Usage

This criterion targets respondents based on their consumption of podcasts, crucial for understanding
the growing podcast audience, content preferences, and listening habits.

201. Podcast Device

Segmentation by the devices used for listening to podcasts, such as smartphones, tablets, or
computers, offering insights into device preferences and technology usage in media consumption.

202. Social Media Content Frequency

This targets respondents based on the frequency with which they post content on social media, key for
identifying active users, influencers, and content creators.

203. Influencer Age Target

Segmentation by the age groups that social media influencers target with their content, providing
insights into audience demographics, influencer reach, and marketing strategies.

204. Influencer Age Target Plus

An extended version of influencer age targeting, including broader or more specific age ranges,
enhancing the precision of marketing and influencer campaign strategies.

205. Working Status

This criterion focuses on the employment status of respondents, such as full-time, part-time,
unemployed, or retired, crucial for economic studies, market segmentation, and labor market analysis.

206. Administrative Regions

Segmentation by administrative regions, enabling localized studies and region-specific insights into
consumer behavior, political trends, and economic conditions.

207. Cardinal Regions
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This targets respondents based on cardinal directional regions (e.g., North, South, East, West), providing
geographical segmentation that can align with various regional marketing and research strategies.

208. Social Media Content Creation

Focusing on respondents who create content for social media, essential for understanding the
dynamics of content creation, engagement metrics, and the impact of digital content in modern
marketing.

209. Social Media Followers Count

Segmentation by the number of followers respondents have on social media, categorizing users from
micro-influencers to celebrities, key for influencer marketing, audience reach analysis, and social media
trends.
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