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Discover
Our Brand

Who we are

At Quidinsights, we are a team of
experienced research experts who
specialize in providing comprehensive
market research services. Our goal is to
help businesses gain valuable data-driven
insights that enable them to make
informed decisions, achieve  their
objectives, and stay ahead of their
competition.

What we do

At Quidlnsights, we provide customized
market research solutions that are tailored
to meet the unique needs of our clients.
Our services include market sizing,
customer segmentation, and competitive
analysis. Our team of experts works
closely with clients to understand their
specific requirements and deliver solutions
that drive business success.

We wuse advanced methodologies to
collect, analyze, and present data-driven
insights in a clear format. Our focus on
excellence and responsive customer
service ensures that we are always there
to support our clients and provide the best
possible solutions. With Quidlnsights as
your partner, you can trust us to deliver
reliable and valuable market research
services that help you stay ahead of the
competition.



Choose Us ?

Our Competitive Advantage!

Quidlnsights is a state-of-the-art market research platform that offers
innovative solutions to help leading brands and agencies gather valuable
insights and reach their target audiences. Our platform allows us to reach
millions of engaged participants worldwide, at any time and location, and
our industry-leading recontact rates ensure a more customized and
inventive approach to research. With our cutting-edge tools and expertise,
we enable our clients to gain a deeper understanding of their market and
make informed business decisions.

Crucial Discoveries

Uncover crucial discoveries about your business
through real-time data analysis and gain a
competitive edge with actionable information.

Consumer Driven

At our company, we are driven by consumer
needs and prioritize delivering valuable insights
that can propel your business forward.

Innovative Approach

Acquire a competitive edge in your industry by
leveraging our innovative approach. Uncover
real-time insights and keep pace with the
competition.




Insights

Credibility

Credible Insights & Data Accuracy

Credibility is paramount to all our insights. We understand that our clients
rely on us to make informed decisions, and that's why we use a range of
methods to ensure the utmost accuracy and reliability of our findings. Our
team is committed to upholding the highest standards of quality and
consistency in our work, so you can have full confidence in the insights we
provide. In addition, we take data privacy regulations such as GDPR and
CCPA seriously, ensuring that our processes and practices comply with
these regulations. When you work with us, you can be assured that you're
getting insights that you can trust.

User Verification Process

Our registration process ensures platform
security and integrity with multiple layers of
verification and validation for user
information, prioritizing privacy and security
while preventing fraud. You can trust that
your information is safe with us.

User Data Protection

We have implemented strict security
measures to safeguard user information
and ensure that it is used only for its
intended purpose. Our data protection
policies are regularly reviewed and updated
to stay in compliance with industry
regulations.




Accurate
Sampling

Commitment to Accurate Sampling in Market Research!

Quidlnsights, a market research company, recognizes the importance of an
accurate sampling process in collecting reliable data. Using both probability
and non-probability sampling methods, Quidlnsights carefully selects a
representative sample size and monitors data collection for any biases. By
collecting data through surveys, interviews, or focus groups, Quidlnsights
provides valuable insights to businesses, empowering them to make informed
decisions. Through their commitment to rigorous sampling methods and data
collection, Quidlnsights ensures the accuracy and reliability of their market
research results.




Panel

Recruitment

Our Panel : InsightRide

InsightRide, a subsidiary of
QuidInsights, offers individuals the
opportunity to become panel members
and participate in their people-driven
research. With diversified recruitment
methods and a world-class consumer
engagement model, InsightRide
provides a thoughtful approach to
research that emphasizes member
retention and ongoing participation.

Panel Recruitment

InsightRide, employs a multichannel
approach to build its panels and recruits
individuals from various sources,
including online marketing, Facebook,
affiliate networks and refer-a-friend.
With a commitment to member
retention and ongoing participation,
InsightRide offers a rewarding and
engaging  experience  for  panel
members, ensuring that their insights
are valued and appreciated.

When it comes to online research
panels, trust and versatility are key.
That's why InsightRide, is proud to offer
one of the most versatle and
trustworthy online research panels in
the industry.



Panel
Attributes

(14

Market research is
critical to understanding
your customers and
staying ahead of the
competition. Let us help
you unlock the power of
consumer insights.



1000+

Attributes

Automotive

e Car Type / Color

e Years Owned

e Years Driving

e Ownership/Lease
 New/Used Vehicle

« Vehicle Purchase Amount
« GPS Navigation

e Auto Insurance Provider
e Hybrid Ownership & Usage
e Automotive Usage Habits
« Service/Repair Location

e Total Vehicles owned

Parenting

e Number/Age of Children
e Childcare

* Pregnancy

» Formula Usage

« Parenting Style
 Fertility

» Shopping Preferences

Money & Finance

Banking Institutions Used
Credit Cards Used
Investable Assets

Years at Present Location
Type & Ownership of
Residency

Beauty

Cosmetic/Plastic Surgery
Fragrance Products Used
Hair Care Products Used
Hair Removal

Makeup Products Used
Nail Care Products Used
Oral Health Products Used
Piercings

Skincare Products Used
Sunscreen Products Used
Tattoos

Teeth Whitening Used

Lifestyle

Appliances in Home

Musical Interests

News Consumption

Pet Ownership

Political Interests

Reading Habits

Survey Participation Method

Shopping

Household Products
Product Ownership

Type Of Product
Purchase Decision-Making
Shopping Budget
Shopping Expenses



1000+

Attributes

Entertainment

e Cable TV

« DVD Ownership

« Magazine Categories

e Movie Interests

e Movies Purchased From TV

e No. of Hrs of TV per Week

e No. of Magazines Subscribed

e Online TV Viewing

e TV Show Categories

e No. of DVDs Purchased per
Year

e No. of Movies at Theater per
Year

Technology

e Computer Ownership

 Electronic Ownership

e Email Usage

o Internet Usage

e Online Shopping Habits

e Printer Ownership

e Social Media Usage

« Software Usage

e Tablet Usage

« Webcam Ownership

e Frequency of Online News
Consumption

e Internet Connection Type at
Home

Mobile Usage

Daily Hours Spent

Mobile Application Usage
Mobile Brand

Mobile Operating System
Mobile Phone Activities
Mobile Phone Number
Mobile Phone Provider
Types of Mobile Research
Number of Household Mobile
Phones

Gaming

Frequency of Play
Gaming Accessories Used
Gaming Communities
Gaming Platforms Owned
Video Game Types

Video Games Owned

Travel

Business Trips per Year
Car Rentals Used
Cities Visited

Countries Visited
Cruising

Hotels Visited

Leisure Trips per Year
Loyalty Programs
Vacations Taken



1000+

Attributes

Health

« Alcohol Consumption

e Allergies

e Anxiety Disorders

e Arthritis

e Asthma

e Cancer (All types)

e Chronic Pain

» Diabetes (Types I & II)

« Dietary Habits

« Exercise Habits

e Glasses/Contacts Usage

e High Blood Pressure

e High Cholesterol

 Infertility

e Medication Usage

« Migraines

e Obesity

« Physical Activities

e Smoking Habits

e Strokes

e Urinary Incontinence

» Varicose Veins

e Vision Impairment

e Weight Loss Surgery

e Thyroid Disorders

e Urinary Tract Infections

e Vision Impairment

« Women's Health Issues (e.g.,
menopause, menstrual cycle,
pregnancy, etc.)

Profiling

Acculturation Level
Citizenship

Country of Birth
Immigration Generation
In-Community Environment
Language Usage in Home
Language Usage out of Home
Primary Language
Secondary Language

Social Media Usage

Years Lived in the US

Media Consumption in Home
(Internet, TV, Print)

B2B

Industry

Job Role/Title

Income

Years at Company
Number of Employees
Total Investable Assets
Business Travel

Budget Oversight
Organisational Revenue
IT-Related Decision-Making
Office Location Type
Private/Public/Nonprofit
Computer Usage
Business-Related Decision-
Making



Global 5 s
Coverage > >
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¥» GLOBAL FOOTPRINT

QuidInsights stands out as a provider with access to a
diverse selection of online B2B and B2C samples. We
specialize in offering maximum feasibility, sustainability,
representativeness, and consistency to our clients. Our
global reach is extensive, enabling us to quickly and
efficiently connect you with hard-to-reach audiences, as
well as consumer, business, and specialty groups
across almost every country in the world. If you're
interested in learning more about our exceptional global
capabilities, we invite you to contact our sales team.
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Demographics

([ EMEA )

.'ope .dle East & Africa

e France e Israel e Egypt

o Italy e Turkey « Nigeria

» Germany « UAE * Ghana

* Spain » Saudi Arabia  « South Africa
» Sweden -

e Denmark

e Finland
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Southern
Region

Thailand

Panel Count

66,000

Gender

Northern
Region

’7 33%

® Make ® Female Northeastern
o o Region Central Region
48 /o 52 /o (Isan) (including Bangkok)

Age Employment Status
BO
5 30% 29% ¢ g :
- @ Employed B A e Unemployed ~ Home Retired Prefer not
20 17% - o - MCHREDE (PartTime) Employed PIOYed  Maker to answer
g bl ——
10 ra!
5% 6%
5 72% 8% 9% 3% 5% 1% 2%
0
13-17 18-24 25-34 35-44  45-54 55-64 65+
o Education
= Distribution
= - Under 145000 NN 20% 8% m— Less than High School
000 - 300,000 I i
< :‘: 3‘;(5)'000 igg’ 2(5): 107 e ———— High School Graduate
= ,000 - 530,000 NG
(0] ‘% 530,000 - 1,235,000 N 15% 15% I Completed some college, but no degree
g CE 1,235,000~ 2,385,000 N 7% 4% . Associate Degree (Occupational+Academic)
E E 2,385,000 - 5,000,000 W 2% 38% n s (0l logo Graduate
= kK Over 5,000,000 [ 1%

16% Post Graduate Degree+



Ethnicity Race Region

|— Northeast
7% 84% .

Non-Hisp West

USA

AA B s 2% 18%
Asian/Pacific . 5% 14% Hisp 239%
Panel Count Other Ethnicity B 3% o 38% i
4 5 0 0 0 . Prefer Not to Answer | 2% 2 A’ PPN South —
’ v

Education
Gender
Less than High School I 5%
@ Male @ Female High School Graduate . 28%,
o o Completed some college, but no degree |GG 5%
42 /0 58 /0 Associate Degree (Occupational+Academic) I 2%
College Graduate [N 32%
Post Graduate Degree+ N 3%
Age
Employment Status
.
| E
28 o g~ - o 8 55
| ) 2 > @
: I T
o= £ T -~
ol ‘0% £2 Eg £ 5 22 °% & €5
| - 3
[+]
13 7 13 24 25-34 45-54  55-64 65% 10% 8% 6% 5% 2% 2% 2%
Household Income Employee Size Job Title
o) o [+)
s m 8% 1% 2%
20 C-Level{e.g. CEQ, CFQ), Vice President (EVF, Director (Group Director,
5 8 Cwner, Partner, President SVP, AVP. VP) Sr. Director, Director)
Ly
11} 1
B 0 [+) (¢)
; 5 9% 78% | 2%
o Manager (Group Manager, None of Mon-Managerial
Less than $15000 $25000 $35000 $50,000 $75,000 $100000  $150000  Morethan  Praefer Not Sr. Manager, Manager, the above Role
$15000 -$24999 -£34999 -$49999 -$74999 -£99,999 -$149999 -$199999 200,000 o Answer Program Manager)

10% 19% 16% 9% 18% 8% N% 7% 2%



Gender

India B ooy

Panel Count
@

46,000 1 33%

42%
=1 32%
30 -
25 -
el 14%
5 =
W
o — . e %
25-34

35-44 45-54 55-64 65+

Lesgs than Rs 100,000 Rs 300,000  Rs 1000000 Rs 1,600,000 More than Prefer Not
Rs 100,000 - 300,000 -1000000  -1600,000 - 2,000,000 Rs 2,000,000 to Answer

1

1n-50
51-100
100-250
251-500
501-1000
1000-5000
5000+
Prefer Not to Answer

£
8

; j: %

! [ L

5 3]

o 2 3 §
; = k- K] @
‘RN ‘S B =N

2% 1B% 2% 2% 2% N% 7% 1% 5%

Employment Status

6%

Employed- Full Time I
Employed- Part Time I
Self Employed I
Unemployed Il
Home Maker I
Students N
Prefer not to answer i

Employee Size

49%
12%
10%
6%
9%
N%
3%

12%
19%
19%
12%
14%
9%
8%
4%
3%



Panel Count

Gender Age

® \jgle

/ 13-17 18-24 25-34 45-54 55-64 65
Household Income Province
20 Alberta I 13.00%
British Columbia I 15.00%
Manitoba N 500%
15 Ontario 4000%
10% Quebec e 1400%
10— New Brunswick Bl 3.00%
6%, New Foundland & Labrador W 200%
5 ' 7% - Nova Scotia BN 300%
o Saskatchewan Il 3.00%
Prince Edward Island 1 100%
0 . " " T T - " -
L?:Bgn % 2000 m m R0 fém _% m m crelactiot I{Eshﬁlrgﬁ?rritorias. Nunavut, Yukan) 100%
CAD
Employment Status Employee Size
—— 1%
Employed- Full Time I 650 11_50 S 207
Employed-Part Time IS 1 51-100 ——— 16%
Self Employed = 7% 100-250 EEE——— 10%
Unemployed ! 7% 251-500 I 19%
Home Maker || 5% 501-1000 E——] 8%
Retired ] 29, 1000-5000 =] 9%
Prefer not to answer W 2% UK. M -

" " ’s 25%
M asw -
3 | © 10%
- 2 remale " © e .
o °r
Bsew | =m B BN

22%
19%
15%
. =
35-44 o  ese

Prefer Not to Answer N 2%



4%

North

16%

North East

—— §7%

Employment Status

South East

B ® Region

raZi ”
Centre

Panel Count Wit

35,000

Gender 15%

N : South

& Make 2 Female '

T  Baow

Age

Retired

13-17 18-24 25-34 35-44 45-54

Household Income

34 1

n-50
51-100
100-250
251-500
501-1000

; ; - P— 5000+
Lessthan 4800 to 2300 to ugoom 18,000 to %m 2&.9%)0»@ 33000 to fgﬁm to 47000t 70000 to to  T7O00to 000te  235000te 350000tc 470000  Prefer not
4600 BRL S299BRL 13999 BRL BS99BRL J2999BRL 27999BRL 32999ERL 3B999BRL BRL 46509BRL 69999 BRL 93999 BARL BRL 175,999 BRL

9ERL 349990 BRL 469999 BRL BRLormore  tosay Prefer Not to Answer

Prefer not to answer

Employee Size

1000-5000

Employed- Full Time N 63%
Employed- Part Time
Self Employed
Unemployed

Home Maker

12%
10%
4%
5%
2%
4%

13%
22%
19%
1%
18%
8%
3%
2%
4%



S Male
U K 46%

‘\! {.
Panel Count *
ﬂ Fema[e Morth Morth  Yorkshire & East Waest East of South South Mothern
42 000 5 4% ; East  West Humberside Midlands Midlands England "o"°"  East  west s Scotfend Lo d Channel
? i Employment Status
Age o Employed- Full Time I 66%
G Employed- Part Time I 13%
- Self Employed | 8%
20 18% Unemployed | 4%
18 i 2% Home Maker | 5%
10 Retired | 2%
5 I I I l a Prefer not to answer M 2%
0 13 17 13 24 25-34  35-44  A5-54  55-64 65+
Employee Size
Household Income .
1 | 12%
& 1-50 ————————————————--—"; 22 %
20 51-100 == ———— 19%
i& 100-250 | 1%
ol &% 251-500 =—— | 19%
™ 501-1000 = 8%
i 1000-5000 li— 5%
o 5000+ =R 2%
f;gé? Prefer Not to Answer [l 2%



Mexico

Panel Count i

90,000

Gender

Tse% ¥ aa%

Age

39%
40 35%
a5
30
25
20
i 14%
10 6%
- e X
o —— e —] ——
13-17 18-24 25-34 35-44 45-54 55-64 65+
Household Income
25 |
o
15 |
0 |
| 8 5% 5% 6%
| 2%
& e 3’6_—3}—_32——--"""__—-'-—~-_. Z 2% 1% 1% 1% el
o | ; . : 2 = e I > %
lgssthan 20000 40000 60000 80000 100000 OGO 140000 160000 180000 200000 300000 400000 500000 750000 1000000 1500000 102000000  Prefer
20000 139999 105999 179999 099999 0119999 10139999 10169999 10179999 10198959 10299959 10399999 10499999 1749999 10999990 101499999 2000000 Pesosor  rot

Pasos Peszos Pasos Pesos Pesos Pesos Pasos Pesos Paso; Pesos Pasos Pesos Pesos more to say

Employment Status

Employed- Full Time 63%
—————

Center Employed- Part Time 14%
 —
Self Employed Q%
==
Unemployed 3%
i)
Home Maker 4%
=
Retired 2%
E
Prefer not to answer 5%
=]

Employee Size

1 L 14%
11-50 I 22 %

51-100 I 21%
100-250 I 1%
251-500 18%
501-1000 I 7%
1000-5000 il 3%
5000+ [ | 1%

N e 3%



Germany

Panel Count

37,000

Gender

f

Age

25

50%

25%
22% g
20
- %
1w
5 3%
o I

Female

50%

13-17 18-24 25-34 35-44 45-54 55-64 65+

Household Income

a0 27%

25 23%

0

L

w0

5

o T T T T T T
Less than Euros13001 Euros26001 Euros52001 Euros80001 More than
Euros 13000 =Euros26000  -Ewos52000  -Euros80000  -Ewosl0S000  Euros 105000

Region

BadenWirtemberg N 11.00%
Bayern I 14.00%
Berlin I 500%
Brandenburg H 3.00%
Bremen B 1.00%

Hamburg I 300%
Hessen I 2.00%
MecklenburgVorpommern B 200%

Niedersachsen I ©.00%

NordrheinWestfalen I 23.00%
Rheinland-Pfalz N 5.00%
Saarland W 100%

Sachen I 5.00%

Sachen-Anhalt Il 3.00%

SchleswigHolstein I 400%

Tharingen Il 300%

Employment Status

Employed- Full Time N 66%

Employed- Part Time 12%
Self Employed . 0%
Unemployed m 3%
Home Maker = 5%
Retired (] 2%
Prefer not to answer g a%
Employee Size

1 I 14%
1-50 I 2 2%
51-100 | 19%
100-250 [ 0%
251-500 e 15%
501-1000 —— B%
1000-5000 I 7%
5000+ | 3%
Prefer Not to Answer N 3%



France

Panel Count

30,000

Gender

W Male

50%

Age

il
20
15
0
5
[+]

25% Py
19%
- 13%
6%
B ==
=

13-17 18-24

25-34 35-44

Household Income

40
a5

ocnd3mBRE

- ¥ 50%

45-54 55-64

36%

65+

Less than
Euros 13000

1

Euros 13001
~Euro 26000

Euros 26001
-Euros 43000

1

Euros 43001
-Euros 72000

Euros 72001
-Euros 115000

More than
Euros 15000

Don't
Know

Region

Bassin Parisien I 17.00%

Est I 8.00%
e de France e 1700%
Méditerranée I— 13.00%
Nord I 8.00%
Ouest — 14.00%
Sud-Est — 12.00%
Sud-Ouest I 11.00%

Employment Status

Employed- Full Time I, C 37

Employed- Part Time [N 13%
Self Employed I 1%
Unemployed m 3%
Home Maker = A%
Retired | 2%
Prefer not to answer [l 4%

Employee Size

1 ————————— 15%
n-50 I 19%
51-100 I 20%
100-250 = 1%
251-500 I 19%
501-1000 | — 7%
1000-5000 = 3%
5000+ = 2%
Prefer Not to Answer [N 4%



Italy

Panel Count

28,000

Age

13-17 18-24 25-34

Region

35
30

Gender

T

®

Male

50%

Female

50%

45-54 55-64

15 |

10 |

‘| - - .
Q'_

65+

ok ] |
EurosNBo1
-Euros23700

Less than
Euros N800

Euros23701
-Euros47500

1

Euros47501
-Euros71000

Euros71001
-Euros24900

I

Moare than
Euros24900

Know

Region

Abruzzo

Basilicata

Calabria

Campania
Emilia-Romagna
Friuli-Venezia Giulia
Lazio

Liguria

Il 200%

B 100%

E 3.00%
I 300%
I 8.00%

I 200%
I 11.00%
Il 300%

Lombardia  IEEG—S 15.00%

Marche I 2.00%
Piemonte [ 5.00%
Puglia I 7 00%
Sardegna I 4.00%
Sicilia I 8.00%
Toscana — 5.00%
Trentino Alto Adige Il 1.00%

Umbria I 1.00%

Veneto I 7.00%

Employment Status

Employed- Full Time
Employed- Part Time
Self Employed
Unemployed

Home Maker

Retired

Prefer not to answer

Employee Size

1

1-50

51-100

100-250

251-500

501-1000
1000-5000

5000+

Prefer Not to Answer

)]
)]
B

N%
8%
4%
4%
2%
5%

15%
22%
18%
1%
16%
8%
4%
2%
4%



s I
Panel Count

31,000

Gender

Tsox #50%

Age

25 — 23%

% 19%
14%
18 1%
10
5 3% Employment Status
o NN o) N ] I -2

13-17 18-24 25-34 35-44 45-54 55-64 65+

Employed- Full Time [N 6%

Household Income Employed- Part Time I

35
30 37% 3% Self Employed [ ]
25
20 Unemployed |
e - 0% b 10%
0 ® i 7% Home Maker [ |
: - . N S
o T T T T T T . 4 T Retired I
Lessthan  Eurosl2901 Euros25801  Euros51601 Euros77401 More than  Prefer Not  Don't
Euros 12900 -Euros 25800 -Euros 51600 -Euros 77400 -Eurosl03000 Euros 103000  to Answer  Know Prefer not to answer [l

14%
7%
3%
5%
2%
3%

Region

Andalucia e 1700%
Aragén Bl 3.00%
Canarias B 4.00%
Cantabria N 1.00%

Castilla y Ledn I 600%
Castilla-la Mancha Il 4.00%
Cataluna I 17.00%
Comunidad de Madrid NN 17.00%
Comunidad Foral de Navarra N 1.00%

Comunidad Valenciana I 1.00%
Extremadura MW 2.00%
Galicia BN 5.00%
liles Balears M 2.00%
La Rioja B 1.00%

Pais Vasco Il 4.00%
Principado de Asturias M 200%
Region de Murcia Il 3.00%

Employee Size

1 | 15%
1-50 I 22%
51-100 I 21%

100-250 NN 10%
251-500 I 16%
501-1000 | 6%
1000-5000 4%
5000+ ] 3%
by el —J 3%



Philippines

45,000

T3 ¥ e3%

13-17 I 1%
ss-c4 [ +»
o5+ [ 2%

Household Income

a5 33%
30
25
20
& ‘Iél% R
B 3% o
____.d____-———"_
4] f I
Less than 5000 - 10,000 - 30,000 - 100,000 - 200,000 + Prefer not
5,000 Peso 10,000 Peso 30000Peso  100000Peso 200,000 Peso Peso to answer
Region
Metro Manila (NCR) 34%
_—-
Cordillera Administrative Region (CAR) 3%
—
llocos Region 2%
e
Cagayan Valley 1%
™
Central Luzon 9%
_—
Calabarzon 20%
-
Bicol Region 2%
=
Western Visayas 4%
—
Central Visayas 9%
—
Zamboanga Peninsula 1%
-
Northern Mindanao 4%
Ce——
Davao Region 5%
——
Soccsksargen 2%
o
Caraga 1%
Others 3%
—



Indonesia

Panel Count

50,000

Gender
® Male
68%
@

Female

32%

13-17 18-24 25-34 35-44 45-54 55-64 65+

Region

a5
20

21%
13%
2% 3% . 2% 2% 3% 2%
e ommm I s B e
Bali Banten  Central DKl East East Lampung  North Riau South South West West Others

Java YOGYﬂkarta Jakarta Java  Kalimantan

Surmatera Sulawesi Sumatera  Java

Sumatera

@

Household Income
e 41%
40
30 25%
20 15%
8%
o 2 3% e
= | | | . &
Less than Rp Rp 2,600,000 Rp 5,000,000 Rp 10,000,000 Rp 15,000,000 Over Rp Do not
2,500,000 - Rp 5,000,000 - Rp 10,000,000 - Rp 15,000,000 - Rp 25,000,000 25,000,000 know



Turkey

Panel Count

29,000

Gender

R

Age

40
35
30
25|
20

Male

47%

'IS-‘I".ll

18-2 25 34

$

8544

45-54

Female

53%

55~ 64

B5+

35 |
30
25 |

32%

Household Income

Region

Aegean EEEE— |G %
Central Anatolia 4%
Eastern Black Sea - 2%
Eastern Marmara I |0 %

Istanbul T 0 3%

Mediterrenean e—— 2%
Middle East Anatolia - 2%
North East Anatolia 1%
South East Anatolia — 4%
Western Anatolia 4%
Western Black Sea T— 5,
Western Marmara m— 5%



Poland

Panel Count

16,000

South West ~———a Central

North

Central
Gender
J Male . Female
lnl % 62%
38% o
Age
40
a5
30
25
20
; l
4 4% 3%
5
o -__ —— East North West
13-17  18-24  25-34 35-44 45-54  55-64 65+
Household Income
2 12% %
o —
8 }
6 |
4
2 !
0 : . . - - . . . . . )
Less than 3001 o & 00 to 12 001 to 18 001 to 24 001 to 30001 to 36 001 to 48 001 to &0 001 to 72001 to B4 001 to 96 001 to 108 000 Prefer not
3000 PLN & 000 PLN 12 000 PLN 18 00O PLN 24 000 PLN 30 000 PLN 36 000 PLN 48 000 PLN 60 000 PLN 72 000 PLN 84 000 PLN 96 000 PLN 108 000 PLN PLN or more to say



@ Age
ustralia -
Panel Count
25-34 24%
21,000
. 14%
Gender o
( N . 55-64
o Male ® omale
o o 65+
T36%n ®e6a% i~ |
. o 5 1 15 20 25 30

Household Income

25%

Region

Australian Capital Territory
=

New South Wales

2%
30%

Northern Territory
=

Queenslands

South Australia

Tasmania

Victoria

Western Australia

22%
8%
2%
25%
10%




Singapore

16,000

) Male & Fermale
Tsr% ®a3x%

Age

13-17

Household Income Region
18-24
30 28%
25-34 28% 25 West e * Central
35-44 30% 20
North
45-54 15 East
10
55-64 North
51 _ West
65+ 0 - Others o /
East

Less than SGD 30,000 SGD 50,000 SGD 70,000 SGD 90,000  SGD100,000 Prefer Mot
30 SGD 30,000 - 50,000 - 70,000 - 90,000 - 100,000 of more to answer




South Africa

Panel Count

34,000

Gender

o Male | e Female
MTare W53%
Age

13-17 I 1%

18-24 21%

25-34 35%

35-44 24%

45-54 13%

soos [ %
65+ . 2%

O 5 10 15 20 25 30 35

30
25
20

15

Region

Gauteng 48%
_----——
Western Cape 22%
I

KZN 14%
I

Eastern Cape 5%
i

Mpumalanga 4%
==

Free State 3%
-

Limpopo 2%
=

North West 2%
|

Household Income

Less than
R39,999

29%

26%

R 40,000 R 90,000 R149,000 R 250000 Prefer Not
-RB9999 -R149999 -R249999 -R499999 toanswer



Region

Riyadh 36%
- ]
Jeddah 21%
Panel Count _--
19,000
N
[ Damman 9%
f—
Gender | Madinah 6%
@ Male ® remale Buraydh 4%
71 AJ ) | 29 /0 Al Qatif 4%
Hufuf 3%
13-17 l 1%
Al Taif 3%
==

18-24 - 14% Household Income
16%
45-54 - 7% 10

55-64 I 2% 5

65+ l 1%
| 1 |
o} 10 20 30 40 50 60




UAE (United Arab Emirates)

Panel Count

21,000

Age

13-17
18-24 26%
25-34 33%

35-44 25%

45-54

55-64 4%

1%
L1111

0O 5 10 15 20 25 30 35

65+

Gender

L

Male

72%

K

Female

28%

Household Income

0 .

Less than 7,000- More than Prefer not
7,000 AED 15000 AED 15000 AED  toanswer

Region

Dubai 42%

|

Abu Dhabi 30%

|

Sharjah 12%

|

Ajman 2%

=

Ras-Al-Khaimah 4%

=

Umm al-Quwain 1%

]

wairah 2%

Al Ain 4%

==

Others 3%

=



The

Apart from the above countries, below is where we have our own
proprietary panel. While it may not be as strong as the above,
we prefer quality over quantity:

EMEA

Americas * Sweden

* Argentina
* Chile

* Denmark
* Finland

* |srael

* Egypt

* Nigeria

* Ghana

APAC

* Taiwan

* Japan

* China

* Malaysia

* New Zealand
* Vietham

* South Korea



Uncover
Opportunities
with our
Research.
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the help of our market .........

research panel & stay ahead
of the curve.



For inquiries, = - -
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https://quidinsights.com/
https://www.linkedin.com/showcase/quidinsights/

