
 
1D  ocumento completo relativo al sondaggio

(in ottemperanza all’art. 5 del Regolamento in materia di pubblicazione e diffusione dei sondaggi sui mezzi di comunicazione di 
massa approvato dall’Autorità per le garanzie nelle comunicazioni con delibera n. 256/10/CSP,  pubblicata su GU n. 301 del 

27/12/2010) 
 
 
1.TITOLO DEL SONDAGGIO 
 
 
 
 
 
 
 
2. SOGGETTO CHE HA REALIZZATO IL SONDAGGIO  
 
 
 
 
 
 
 
3. SOGGETTO COMMITTENTE  
 
 
 
 
 
 
 
4. SOGGETTO ACQUIRENTE  
 
 
 
 
 
 
 
5. DATA O PERIODO IN CUI È STATO REALIZZATO IL SONDAGGIO  
 
 
 
 
 

1 Tutti i campi sono obbligatori. 
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 (pubblicato sul quotidiano/periodico  cartaceo e/o elettronico, diffuso sull’emittente radiofonica, televisiva o sul 
sito web)  

. MEZZO/MEZZI DI COMUNICAZIONE DI MASSA SUL/SUI QUALE/QUALI È PUBBLICATO O DIFFUSO 
IL SONDAGGIO

 
 
 
 
 
 
 
7. DATA DI PUBBLICAZIONE O DIFFUSIONE 
 
 
 
 
 
 
 
8. TEMI/FENOMENI OGGETTO DEL SONDAGGIO (economia, società, attualità, costume, marketing, salute, etica, 
ambiente etc.) 
 
 
 
 
 
 
 
9. POPOLAZIONE DI RIFERIMENTO 
 
 
 
 
 
 
 
10. ESTENSIONE TERRITORIALE DEL SONDAGGIO3 
 
 
 
 
 
 
 

 
 

2 Fatti salvi i casi di esclusione di cui all’articolo 2 comma 3 del Regolamento. 
3 Nel definire l’estensione territoriale del sondaggio è possibile scegliere tra due opzioni, la prima con l’elenco dei comuni oggetto 
della rilevazione, la seconda con il numero dei comuni suddiviso per area geografica. 

 

 

 

 

 



10.1.COMUNI DI RILEVAZIONE 4

 
 

Opzione a). Elenco dei Comuni 
 
 
  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

4 Inserire, nella casella di testo, l’elenco dei comuni in formato tabella. 

 



Opzione b). Numero di comuni5

 
  

Comuni Nord Ovest Nord Est Centro Sud e Isole Totale 
fino a 5mila abitanti           
più di 5mila abitanti           

fino a 10mila abitanti           
tra 10mila e 100mila abitanti           
più di 100mila abitanti           
Totale           

 
11. METODO DI CAMPIONAMENTO (inclusa l’indicazione se trattasi di campionamento probabilistico o non probabilistico, 
del panel e l’eventuale ponderazione) 
 
 
 
 
 
 
 
12. RAPPRESENTATIVITÀ DEL CAMPIONE INCLUSA L’INDICAZIONE DEL MARGINE DI ERRORE 
 
 
 
 
 
 
 
13. METODO DI RACCOLTA DELLE INFORMAZIONI 
 
 
 
 
 
 
 
 
 
 
 

5 La suddivisione geografica delle Regioni segue la ripartizione dell’ Istat:    
 Nord Ovest: Piemonte, Valle d'Aosta, Lombardia, Liguria  
 Nord Est: Bolzano-Bozen, Trento, Veneto,  Friuli Venezia Giulia, Emilia  Romagna  
 Centro: Toscana, Umbria, Marche, Lazio  
 Sud e Isole: Abruzzo, Molise, Campania, Puglia, Basilicata, Calabria, Sicilia, Sardegna 

 

 

 

 



14. CONSISTENZA NUMERICA DEL CAMPIONE DI INTERVISTATI, NUMERO DEI NON RISPONDENTI E 
DELLE SOSTITUZIONI EFFETTUATE; 
 
Non reperibili                      cifra ……………..  % …………… 
Rifiuti                      cifra ……………..  % …………… 
Sostituzioni                     cifra ..……………          % .................. 
Totale interviste effettuate    cifra ……………..          % …………… 
 
 
15. TESTO INTEGRALE DI TUTTE LE DOMANDE 6 
(Testo delle domande e percentuale delle persone che hanno risposto a ciascuna domanda) 
 
 

6 Inserire, nella casella di testo, l’elenco di tutte le domande. 
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	Testo integrale: RECRUITMENTSEX.   Are you….?Base:100%MaleFemaleSINGLE PUNCH ONLY.  EXACT_AGE. Type in your age.Base:100%  Prefer not to answer ~ SHOW REFUSAL SCREEN LOCATION2. What city/town do you live?Base: 100% SINGLE PUNCH.  SHOW ANSWER TYPE AS SCALE.CAT_USAGE. Which of these beverages have you drunk in the past 4 weeks?BAse:100%  None of these – ANCHOR IN ALL MARKETS BE1 UN_AWARE_FULL What brands of <CATEGORY> have you heard of?   Base:100% Type one brand per box for as many brands as you can think of. Type in the full name as it appears on the container. BE2 UN_AWARE_FULL_FUP Can you think of any more brands of <CATEGORY>. Type in any more you can think of. Base: 100%IF ALL 10 TEXT BOXES ARE FULL AT BE1, ASK BE2. PROVIDE 10 BOXES.  RECORD THE ORDER THAT THE BRANDS ARE MENTIONED. NOT ENFORCED.  BD7 NBS_PROMPT When you think of <CATEGORY>, when are you most likely to drink it?  Select the three most likely occasions.Base:100%BD8 NBS_PROMPT_FUP When you think of <RESPONSE FROM BD7>, what's the first brand of <CATEGORY> that comes to mind?Base:100%PAST 10 PURCHASESSTART PURCHASE TIMESTAMPBD9 LAST10 Thinking about the last 10 <PLURAL CATEGORY> you bought, type in how many of each brand you chose.Base:100% If you didn’t purchase one of these brands, you can leave it as zero.BE3 CONS How likely are you to consider choosing each of these brands the next time you buy <CATEGORY>?Base:100% Drag each brand into the appropriate box below.  Place all brands in a box before continuing.It would be my first choice I would seriously consider it I might consider it I would not consider it MEANINGFULLY DIFFERENT FRAMEWORKBE6 AFFINITY_DA How do you feel about each <CATEGORY> brand?Base: 100%X-3 -2 -1 0 +1 +2 ♥+3I hate it   Neutral   I love itBP1 UNIQUE_DA Drag each brand onto the scale to show how different it seems to other brands of <CATEGORY>.Base: 100%1 2 3 4 5 6 7Exactly the same      Very different BP2 MEETS_NEEDS_DA Drag each brand onto the scale to show how well each brand delivers the main things you need from <CATEGORY>.Base: 100%1 2 3 4 5 6 7Doesn’t meet your needs at all      Meets your needs very wellBP3 DYNAMIC_DA Drag each brand onto the scale to show how much it sets trends.Set trends means brands that lead the way in their category, this could be by having new and different ideas or products.Base: 100%1 2 3 4 5 6 7Follows others      Sets the trendsBP5 PRICE_DA Drag each <CATEGORY> brand onto the scale to show how much you think it costs. Base: 100%1 2 3 4 5 6 7Costs the least      Costs the mostBP6 WORTH Drag each <CATEGORY> brand to the statement that best describes how much you think the brand is worth.  Base: 100%Worth less than it costs Worth what it costs Worth more than it costsBD12 IMAGERY Which of these brands do you think..? Base: 100%Select all the brands you think this applies to. None of theseDon’t know ACT1 IMF What did you notice when looking for <CATEGORY> that helped you choose the following brands?  Select all that apply.Base: 100%I haven’t bought it recentlyNone of theseDon’t know FAM_FLEX We would like to ask you about a few more <category> brands that we have not asked you about yet.How familiar are you with each of these <category> brands?Base: 100%I’ve drunk it in the last 7 days I’ve drunk it in the last month I’ve drunk it in the last 3 months I’ve drunk it but not in the last 3 months I’ve heard of it but never drunk it I’ve never seen or heard of it before todayCONS_FLEX How likely are you to consider choosing each of these brands the next time you buy <category>?Drag each brand into the appropriate box below.  Place all brands in a box before continuing.Base: 100%It would be my first choice I would seriously consider it I might consider it I would not consider itINNO2 How likely is it that you would drink [BRAND] again in future?Base: 100%Very unlikely 1 2 3 4 5  Very likelyNPS1 On a scale from 0 to 10 how likely are you to recommend this brand to friends or family.Base: 100%0 1 2 3 4 5 6 7 8 9 10Highly unlikely          Very LikelySHOW BRANDS <ever tried> FAM_FLEX. DISPLAY BRANDS AS LOGOS.   SHOW AS DYNAMIC GRID.CLASSIFICATIONSTART CLASSIFICATION TIMESTAMPThis section contains a few questions about you to ensure we are covering a cross-section of the population.  Your answers will be treated in the strictest confidence and will not be shared with anyone.NEW SCREENLITERACY_C1.Base: 100% In a typical week, how much time do you spend on the Internet for personal reasons (i.e. non-business/work related)?  PC or Laptop Tablet SmartphoneNever   Less than 3 hours    3 to less than 10 hours   10 to less than 15 hours   15 hours or more   SINGLE PUNCH PER COLUMN.  ERROR MESSAGE IF NO RESPONSE SELECTED AND RESPONDENT TRIES TO ADVANCE:Missing Answer(s).HOH. Are you the head of your household?The head of the household is the person that contributes most to the household income.Base: 100%YesNoEDU. What is the highest level of education you have completed? Base: 100%Missing Answer(s).HH1. How many people are there living in your household, including yourself?Base: 100%1 SKIP TO END SCREEN2 SKIP TO HH2 3 4 5 6 or more Prefer not to answer SINGLE PUNCH.  ERROR MESSAGE IF NO RESPONSE SELECTED AND RESPONDENT TRIES TO ADVANCE:Missing Answer(s).HH2. Do you have any children living in your household in any of these age groups?I do not have any childrenPrefer not to answerBase: 100%
	6 Mezzo/Mezzi di comunicazione: rivista Media Key 
	Blocca_Contenuti: 
	T_Bloccato: Contenuto bloccato, non è possibile apportare modifiche al documento.
	T_Non_Bloccato: Per bloccare i contenuti cliccare sull'icona.
	Contenuto_Bloccato: 
	Testo1: Kantar Italia srl
	Non reperibili: 
	% Non reperibili: 
	Rifiuti: 
	% Rifiuti: 


