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Establishment survey
Target Group Monitor
Consumer Decision Journey

E.S
T.G.M
C.D.J

2+1 different surveys with different methodologies & goals

(6.000)

(4.000)

(7.500)



Establishment survey (E.S)
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Establishment survey goals

• As market trends
• Devices penetration & use, media consumption & evolution

• Monitor penetration & consumption of international players

• As benchmarks for currency surveys
• Universum size, weighting goals, Panel recruitment goals 

• In the future, possible use as reference on duplications (total 
TV, total Audio, …) 



Establisment survey methodology

• Universe : 12+ 

• FtoF (80%) & Online (20%) 

• Existing fields :
• 2016 Q4 – 2017 Q3 : Oct 16  - Sept 17 (6.069)

• 2017 Q4 – 2018 Q3 : Oct 17 – Sept 18  (6.329)

• 2018 Q4 – 2019 Q3 : Oct 18 – Sept 19 (6.268)

• Last field publication : this year

• GFK

• Next field
• Janv 2020 – Dec 2020

• With Profacts as new CIM fieldwork (F2F) partner



Target Group Monitor (T.G.M)
Last year review



Target Group Monitor 2019-2020

• The objective is to produce an updated TGM study linked to 
media consumption.
• The content in terms of surveyed sectors, equipment, behavior will be 

very similar to the previous edition.



Target
Group

Monitor



Target Group Monitor (Reminder from 2015)

• Universe : 12+

• Self completed after Press survey (N= 10.057)

• 40 pages

• Last field : June 2014 – Nov 2015

• N= 3.951 (ratio : 39,3%)

• TNS



New T.G.M. methodology

• Universe : 12+

• Self completed after Press survey (N= 10.000)
• 25% press survey recruitment via online

• Possible to choose between paper or online questionnaire

• Less than 40 pages

• Field : 12 months

• Start/end field : Mid Nov 2018 – End October 2019

• N= 4200 (ratio : +/-42%)

• IPSOS

• Results : Q1 2020



T.G.M Paper Questionnaire

Cover Questionnaire



T.G.M Online Questionnaire



Consumer Decision Journey 
(C.D.J)
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Consumer Decision Journey

• Identify the role of touchpoints, within but also outside classical 
media,

• during different stages in the consumer decision process, 

• asked separately for a series of economic sectors.



An advertisement on TV - A TV program sponsored by a brand (e.g. weather forecast sponsored by Van den Borre) - Products

appearing in a TV program or movie - An advertisement on the radio - Advertising in a printed edition of a newspaper -
Advertising in a printed edition of a magazine - Products appearing in magazine or newspaper articles - Loose inserts in

newspapers and magazines - Advertising on the cinema screen before the start of a movie - A brochure, letter or leaflet that

is sent directly to your home, from a company or brand - Sponsorship of an event or team (eg: sports, music, cultural etc) -
Posters on the roadside or other out of home advertising (such as building wraps etc) - Posters in shopping malls, Horeca,

cinema, etc - Advertising on public transport (bus, metro, train) - Digital screens indoor (malls, stations, shops, airports) -

Read a regional/local freesheet (door-to-door paper)received in your mailbox - An email that is sent to your inbox from a
company or brand - Brands on a social network site (such as Facebook, Twitter) - Brand’s page on Facebook - Online

advertising (e.g. ads you see across the top or side of web pages, ads that pop-up on screen, video - An internet search

engine (such as Google or Bing), accessed via any internet connected device - Brand mentioned in an online blog, forum or
review - Information from a price or product comparison site (e.g. Pricegrabber, Google shopping) - A brand or company

website - Digital coupons and promotions - Advertising before, during, or after online videos or TV programmes (eg: You

Tube, on-demand TV service) - Online video channel that feature brands or companies (e.g. on YouTube) - Advertising or
sponsorship of online music services (e.g. Spotify) or podcasts ] - Advertising in an online newspaper or magazine website -

Applications (apps) from a brand or company that you download to your mobile phone or tablet - A branded mobile text or

picture message sent to your mobile phone - Advertising or products/brands that feature within video games (on PC, console,
online or mobile) - Product packaging (to be further explained…) - Advertising or promotions in a shop/store (e.g. shelf

advertising, buy one get one free) - A free product sample - Information from a sales person or customer service -

Recommendations from friends and family - Recommendations from professionals / experts - Celebrity endorsement or
brand ambassadors - Contents developed by the brand and shared by consumers (e.g. games, articles, reports, videos)

Identify the role of touchpoints (42) within but also outside classical media



during different stages (4) in the consumer decision process

• Andacht trekken/Belangstelling opwekken - Attirer l'attention/Susciter 
l'intérêt

• Zich informeren - Se renseigner 

• Tot aankoop aansporen - Inciter à l'achat 

• Mening over het merk versterken – Renforcer son avis sur la marque

ATTENTION

INFORMATION

BUY (Intention)

OPINION



asked separately for a serie of economic sectors (15)

Food & NAB
Alcoholic drinks
Health (OTC)
Hygiene & beauty products
Cosmetics (perfume, make-up)
Home & fabric care
Domestic appliances
Clothes and accessories
Multimedia: TV, phone, tablets, PC
Automotive
Holiday and travels
Financial and insurances products
TV, Phone & Internet access providers
Gas and electricity suppliers
Home (furnishing, decoration, renovation)



Consumer Decision Journey

• Universe : 16+
• (co-)Decision makers for a specific sector (recently/LAST PURCHASE)

• Full CAWI
• Online via access panel
• Creation of a dedicated sub-panel

• N=7500
• Avg 2,56 participations (intake + 1 sector, then +/-3 sectors by 

questionnaire)
• 2500 - 3500 by sector (50.000 questionnaires)
• Error Margin : Max 1,83% (95%)
• Max 12-15’/questionnaire

• Results : Q1 2020

• TNS



…



The CDJ Results



Comparison
Between sectors same target



Andacht trekken/Belangstelling opwekken
Attirer l'attention/Susciter l'intérêt

Zich informeren -
Se renseigner

Tot aankoop aansporen
- Inciter à l'achat 











Comparison
Between targets on the same sector













Comparison
Offline vs Online paid between target (same sector)









Ranking Top 15
Touchpoints by comm. task (same sector & tgt)





Brand site

Vendor/client service

TV ads

Family & friends

Search engine

POS folder

Bannering

Brandpage social network

Experts

Addressed D2D

Freesheet

News (paper or pdf)

Mag (paper or pdf)

E-mailing

Social

Automotive 35-44 Top 15 TPs on CT Attention

Vendor/client service

Brand site

Search engine

Family & friends

Experts

POS folder

Addressed D2D

News (paper or pdf)

Comparison site

Brandpage social network

E-mailing

Blog/forum brand quote

Freesheet

Print placement

Digital vouchers/promo

Automotive 35-44 Top 15 TPs on CT Info



Family & friends

Brand site

Experts

Vendor/client service

POS folder

Brandpage social network

Comparison site

Indoor billboards

Videogames ads

Search engine

E-mailing

Apps ads

Insert in News/Mag

Blog/forum brand quote

Addressed D2D

Vendor/client service

Brand site

Family & friends

Experts

POS folder

TV ads

Digital vouchers/promo

Search engine

Product placement

Brandpage social network

Free sample

Pre-mid-post roll

Mag (paper or pdf)

News (paper or pdf)

Addressed D2D

Automotive 35-44 Top 15 TPs on CT Buy Automotive 35-44 Top 15 TPs on CT Opinion



Comparison
Cross sectors - same TPs – Tgt – CT 
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Ranking index by sector on 25-34 on CT ‘ATTENTION’

Social Search engine TV ads OLV Apps ads Bannering Indoor digital screen (malls, stations, airport)



TGM-CDJ link
The next level



Fusion & Ascription

PRESS
(+TGM hooks)

TGM QUESTIONNAIRE

PRESS Fieldwork

Ascription
Consumer Journey 

(+TGM hooks)

Online survey

Fusion

PRESS
(12+)

TGM
(12+)

Consumer Journey 
(16+ Co & decision makers)1 DB



Thx for your attention
See you… next year


