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I jo estét én voltam a kispados
2son> eldszor azt szeretném kérni, hogy mindenki mondjon magarel néhany szot

2sot> szerintem példaul nagyon izgalmas, hogy hanyféle varosbol is jott sssze ez a
tarsasag

[ mire vonatkozoan?

2s0lt> €n Zsolt vagyok, 30 éves, Budapesten élek
[ Nyiregyhdza

[ Ica vagyok Debrecend]

— Attila, 37

2solt> @ munkam az, hogy ilven beszelgetéseket vezetek, bar altalaban fizikai formaban,
nem az interneten

[ Nagykanizsa 35 éves vagyok

R Sandor vagyok, soproni, 34 éves

= Szombathely, 38

B én Mariann vagyok 35 éves, Budapesten élek

—> Sziasztok! Nicolett vagyok Budapesten élek a 20 kertletben a parommal és a 10
eves lanvormmal szeretek olvasn, net € felefon fUggd vagyok. ezer bocs sz esetieges
ibakert!

2solt> biztatnalak benneteket, hogy olvassatok egymas sorait majd és nyugodtan
reagaljatok egymasra

[ Attila 32 budapest
250it> a helyesirassal nem kell tr6dni, gépelietek nyugodtan
L én Is 35 vagyok. Ugy latom nagyjébol egy a korosztaly
> én vagyok a legidbseb???
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Bevezetésként jatszunk
gy kicsit. Azt szeretném
Kérni, hogy mondjatok
nekem majd mérkakat,
amik elészor eszetekbe
Jutnak. Kulenbez6 miszak
nukategériskat
sorolnek, mindegyik
Kapesan inatok ide azt 3
markat, ami elgszor
eszetekbe jut. Tehst,
melyik marka jut
eszetekbe, ha azt
‘mondom,

2 saamitastechnika,
Informatika?

3 televizer

4 mp3 lejatsa6? hordazhate
audio?

s hazimozi

5 mobitelefon?

7 mosbgép?

8 hitsszekrény?

o fenykepszoosp?

10 Kaszenom:

11 Most azt szeretném kémi,
ha jétszandnk agye
Bemalegitattuk, m:
tomaztassuk meg a
fantaziénkat. Mondani
fogok markaneveket,
amiket szeretném, ha
embarre valtoztatnank. A

foladatotok a2
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News release
28 December 2009

Equal rights in buying a TV set
Focus Group Interview research test conducted by Gemius and Ipsos in Hungary
Gemius and Ipsos have conducted the first tests of a new type of online research in Hungary – Focus Group Interview – at the request of the Kirowski media agency and Samsung. This innovative and convenient method of study provided the Client with interesting results regarding the consumer decision-making process during the purchase of white and brown goods.
The Online Focus Group Interview research test was carried out in Hungary in October 2009, for Kirowski, a Hungarian interactive agency, part of the global Isobar group, with the final client being Samsung. The aim of the study was to provide the customer with an insight into the decision-making process taking place during the purchase of “white and brown” goods: from vacuum cleaners and fridges to sophisticated hi-fi systems. Although this type of online research is not entirely a novelty in Hungary, the benefits of this technique are not widely known yet. During this specific study, online chat, developed by Gemius, allowed the simultaneous participation of Hungarian internet users from all regions of the country.

Upon comparing this type of research with traditional focus groups, one notices that the online type is much quicker. Robert Pinter, online strategic director of Ipsos 
in Hungary comments: “The transcript of the discussion is ready immediately following the end of the discussion and the participants do not have to travel to take part in the study – they simply log on to the chat-resembling interface and participate in the research. It makes them feel comfortable and triggers more open and sincere opinions, even when discussing the most intimate of issues. The moderator monitors the dynamics of the group, encouraging participants to discuss, share their views and do the tasks he gives them by, for example, using traditional projective techniques online.”

Figure 1. FGI interface
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The results of the research provided the Client with important insight into the factors that have a crucial influence on choosing specific “white and brown” goods. Based on the research participant answers, it seems that there is a sharp division of activities during the decision-making process between the two genders, namely, different criteria are taken into consideration by women and men, as members of each of these groups are experts in different, specific areas. The former choose products by focusing more on their design and when this feature is considered, they are the main advisors. The latter, on the other hand, are specialists when it comes to technical data or the comparison of products based on their functionalities and features. Focus group participants declared that in their households, women buy such products as irons, vacuum cleaners and washing machines, whereas men buy rather TV sets and hi-fi systems. Interestingly, during the consideration of the price a couple can afford, this is decided together. 
What is more, the research participants admitted that making decisions in a situation where there is an abundance of goods is not an easy process and this is why they often resort to the advice of friends, relatives and sellers. Among the research participants there were persons who trust only in their own judgement and taste and, moreover, they like also to help others make up their minds. The internet was mentioned as a great source of information, mostly thanks to the reviews of other customers who share their good or bad experiences regarding certain purchased products and services. Many mentioned loyalty to a particular brand or consideration of possible servicing 
as important factors influencing their choices. However, in the Focus Group Interview, there were also respondents, who claimed that sometimes they simply “fall in love with 
a product” and buy it at any price.
The participants of the research appreciated the faster pace of discussion that the study triggered. According to the Samsung employees who took part in the study, the dynamics of the group differed significantly from that in offline focus groups. As they commented: “It was very surprising how quick the discussion was, as compared to offline studies.” The participants were very active, less inhibited and influenced by each other than when sitting in a room face to face. They stressed the fact that “the 1 hour and 40 minutes study went very quickly”, and that “the interface is very user-friendly”, also that “it was very useful that they could whisper to each other” and the questions emerged in such a way that they could become a part of the discussion. As Marta Klepka, Deputy Director of International Operations in Gemius commented: “Gemius is extremely satisfied with the gemius/Ipsos FGI test in Hungary. This technique is also used by Gemius on other markets, in Poland, the Czech Republic, Slovakia, Slovenia, Croatia and Romania, and we are looking forward to adding it to our research portfolio in all the countries where we are present. This is a unique opportunity to popularise online qualitative research in Europe and a chance to run research studies with international brands from any industry, not only those which are typically online.”
Gemius SA – an international research agency, the leader and forerunner in the field of research of the internet and on the internet in Europe. The Company offers professional research solutions, analytical and advisory services, from site-centric and user-centric studies to technologically-advanced tools for studying internet user behaviour on chosen websites (gemiusTraffic), internet user socio-demographic profiles (gemiusProfile), the quality of WWW page usage (gemiusUsability) and the effectiveness of internet advertising campaigns (gemiusEffect). Gemius also conducts research related to subjects submitted by customers (gemiusAdHoc). Gemius sets the standard for online audience and internet application measurement (gemiusAudience) in almost half of all European countries. The company, established in Poland in 1999, is active in 21 countries in Europe, Asia and the Middle East.

Ipsos Group - was established in 1975 in Paris. Ipsos, one of the leading research companies in the world, today employs more than 9000 full-time-employed experts in more than 64 countries. Ipsos Media, Advertisement, Market, and Opinion Research Institute, founded in 1990, is a dominant player in the Hungarian economic and social research industry. They offer market-, online-,advertisement-, health-, opinion-, media researches. The company won the Business Superbrands award in both 2008 and 2009. 
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