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Full Circle

Research

Only one online sample
provider can be named 2021
Panel Company of the Year.

Here's how we did it.



FOR THOSE WHO DON'T LIKE FRAUD IN THEIR DATA.

To achieve high-quality insights, you have to want it. Really want ft.
You have to eat, breathe and sleep advanced tech, flexible
strategies, transparent processes and a commitment to being
more than just a vendor. Fortunately for our clients, we think that's
awesome. In fact, it's why Full Circle exists.

We were founded in 2013 with one purpose: to eliminate online
sample fraud. To say we've succeeded as an understatement.
Accolades include being named the 2027 Panel Company of the Year
by The Marketing Research and Insight Excellence awards (powered
by Quirk’s), as well as being a staple on Inc. 5000's Fastest Growing
Companies in America (2017, 2019, 2020, 2021).

We've also sustained ISO certification, captured the industry's proven
lowest fraud rate, achieved year-over-year growth in the millions
and built a thriving team entirely of diverse industry vets.

So how'd we do it? That's where our Panel Book comes in. These
pages spill our recipe for better sample. Along the way, you'll also
learn what makes Full Circle better, period.

And who doesn't like that.

PANEL BOOK | ABOUT
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Did you know? Panel Company of the Year was not a category in the 2022
competition, making Full Circle the last organization to hold this distinction.

What happens when you run panel like we do?

You win Panel Company of the Year.

The Marketing Research and Insight

EXCELLENCE [BEaudRequrlant 2021

AWARD:S of the Year  AUSSABRRS

powered by (UIRK'S

Full Circle proved superior in five areas:
1. Significant innovation (tech, value-add, improved processes)
2. Excellent collaboration, tech support and customer service
3. Above-and-beyond personalized offerings
4. Best practices in recruitment and data security

5. Consistent commitment to the quality of respondent service



THE FULL CIRCLE
APPROACH

€ Honor

We start with HoONoR (Holistic Next-Level
Research)®, our award-winning, enhanced
survey experience. This proprietary marriage

of advanced tech, flexible community
strategies and unparalleled quality controls
leverages qualitative and quantitative
measures to generate an FC+ Quality Score
based on a respondent's profile accuracy
and real-time attention level. There is no
gray area: If respondents don't pass, they're
terminated. This is how we consistently and
automatically deliver a lower reconciliation
rate, which increases the likelihood of
achieving quality responses. We do not use or
keep historical scores, we indirectly blacklist
panelists who provide poor responses and
we re-ask demographic information to
ensure consistency and accuracy. HoNoR
IS seamless, runs in real time and doesn't
require cookies or PII.

9 Intelligent Matching

After passing HoONOR, panelists are
intelligently paired with the surveys they
are most likely to complete—automatically
and in real time. It's a one-of-a-kind,
in-moment placement powered by a
machine-learning engine and algorithms,
both proprietary, that allow Full Circle to
improve engagement while ensuring clients
receive census-representative sample. The
process also incorporates a randomization
component (say, topical) to avoid the
statistical biases often seen from other
online sample companies.
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9 Smart Sample Design

HoNoR ensures completes fall naturally
amongst a census balanced-by-start
stratification plan, thereby increasing a
survey's accuracy. For every demographic,
we strive for at or below -3% variance. And
unlike others, we always use the newest
estimates available on Census.gov.

Q Consultative Service

As one of the last remaining independent
market research firms, we function as an
extension of our client's teams, often being
called in as consultants for our client’s
clients. All of our team members have 10+
years in research, which means experienced
eyes watch every project no matter when
it fields. We also have an internal 1SO
Quality Manager responsible for program
compliance, internal auditing and
continuous improvement.

What is a census balanced-by-start
stratification plan?

To account for varying response rates per
census segment and achieve sample that
“looks like” the target population, we apply a
disproportionate census stratification strategy
to our distribution. For example: Response
rates from males 18-24 are far lower than
those of females 55+. To ensure representative
“starts”, we include a larger number of male
18-24 invitations in the sample batch; we
avoid oversampling by doing the opposite for
females 55+. Additionally, we implement a
real-time quota strategy that sets valid survey
starts, ensuring we achieve a census click-to-
start balance. This strategy adjusts to meet our
clients’ desired percentages and audiences.
Panel members receive incentives whether
or not they qualify for a survey (amount
varies) which are automatically added to
their rewards accounts at termination or
survey completion.

FULL CIRCLE RESEARCH 6



http://Census.gov

QUALITY EVERY Full Circle’s HONoR excels at eliminating undesired in-survey behaviors by marrying

an automated attention algorithm with quantitative and qualitative data checks to ensure
STEP OF TH E w Y members are paying attention, taking their time, providing honest answers and delivering
A e quality open-ends. This is true even for surveys not disseminated in English (HoNoR

currently translates in 26 countries).

PRE: RECRUITMENT DURING: SURVEY POST: HYGIENE

» Respondent Blacklists

* Quality-Control Algorithm » Open-End Scoring

* Internal Review

» Digital Fingerprinting

 Third-Party Verification

* Frequency Cap Enforcement * Red Herrings » Client Review
» Exclusive Website Partnerships
* Permission-Based, Double Opt-In

 Suspect IP/Domain Elimination

RelevantID®

@ verity® CleanlD

OpinionRoute

PANEL BOOK | QUALITY FULL CIRCLE RESEARCH 7



ISO 20252:2019 certification defines best
practices for our entire industry.

The International Organization for Standardization (ISO) is
recognized worldwide as the authority on quality management. The
market research and insights standard (20252:2019) defines what
it means to run our businesses efficiently, ethically and securely.

Full Circle has been certified to ISO since 2014—an audit process
provides unbiased, third-party verification of our compliance. To
remain current, we willingly expose all aspects of our internal
practices, partner vetting, security, privacy procedures and more
to meet certain minimal scoring levels. Documented proof and
multiple in-person audits are also required. In between audits, our
internal ISO Quality Manager ensures our continual adherence.

PANEL BOOK | QUALITY

Did you know? Full Circle was the first and only US-based online consumer sample
provider to earn ISO 26362 certification before the standard was retired in 2019.




#QUALITYFORALL defines the path to
quality for our entire industry.
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On April 4, 2022, Full Circle announced, in partnership with the
Certification Institute for Research Quality (CIRQ), the launch of
our #QUALITYFORALL initiative. The program’s mission is to raise
awareness of ISO 20252:2019 certification asa pathwaytoincreasing
brand demand for data quality and consumer trust in the insights
industry.

The multi-channel, multi-stage initiative has garnered industry
supportworldwide. #QUALITYFORALLwillalsofeature Ambassadors

fromcompaniescertifiedto SO 20252, to helpdispel misconceptions O Olivia Trujillo
about the Ieygl c?f effort |nvoIYed in meeting the standard. For the Full circle 190 Quality Manager
full story, visit cirq.org/qualityforall = BEE—

PANEL BOOK | QUALITY
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We Dbuild Survey Roundtable through
traditional online sample sources, including
exclusive partnerships with content-
driven publishers, associations with social
networking sites and real-time intercept
sampling, all of which are vetted, top-tier
organizationsthat can supportour seamless,
consistent projectand sample strategy. This
is critical, as validating member identities
via proprietary security initiatives is a key
aspect of our company’s infrastructure and
reputation. Recruitment is “open to all”
who pass HONOR, our stringent quality and
validation service.

GOOD

HOUSEKEEPING CCN’\NJ

Che New 1Jork Eimes

babies & line
>

| —— | g § |

Regardless of sample source, our profiling
begins at the registration path, where we
collect 25 demographic and psychographic
data points (such as age, gender, region,
household income and travel preferences).
We then funnel our panelists into 12
deeper profiling efforts, exposing a greater
understanding of their preferences and
allowing us to target, utilize and partner
with them in a different way. These profilers
include both B2B (such as small business
owners and IT professionals), as well as
consumer panels (including electronics,
ailments, travel and tourism, food and
beverage, and more).



Survey Roundtable invitations are transparent and provide as-
needed information, including the generic nature of the survey
topic. (By eliminating screener clues, we remove bias and baiting.)
We are also upfront about our expectations regarding specifics such
as survey length, how long the survey will be open, and incentive
offers. An opportunity to unsubscribe from our panel is always
included, as is our community feedback email address. Our adherence
to a strict code of ethics applies to every project we recruit.

Regardless of sample source, our members receive no more
than eight invites a month. We purposefully limit the number of
surveys we offer to elicit higher response rates from our panel (a
proven approach measured and tracked over time). We also place
moratoriums on participation in similar survey types or categories.
Doing so resultsin amore active and engaged community and elicits
higher-quality data.

FULL CIRCLE RESEARCH
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Completion

We permit Survey Roundtable members to
complete up to four surveys a month, no
matter the sample source, survey type or
category. We routinely exclude panelists
based on survey experience by client or
subject, as well as the amount of time
between survey completions. We can batch-
deploy invitations across any demographic/
psychographic profiling criteria, including
time zones, geography and more. We
can also differentiate between those
who received invitations and those who
completed surveys—all of which is key to
reducing panelist fatigue and increasing
participation rates.

Feedback

Upon survey completion, respondents are
asked to rate their experience satisfaction
via ascale of 1 to 5starsand are also offered
the opportunity to provide more detailed
feedback. We do not solicit feedback from
respondents who were terminated.

FULL CIRCLE RESEARCH 13




I NCE NTIVES The type of audience, how long the project takes to field, its incidence, complexity, length
and topic—all of it factors into our structured incentive program. The number of SRT Points

members can earn is clearly stated in each survey invitation, as well as on their accounts’
“Take A Survey” page on the Survey Roundtable website. Once they hit a pre-set threshold,
members in the US can redeem their SRT Points for virtual gift cards from 150+ online

retailers, VISA debit cards, cash via PayPal, charitable giving and more. International
panelists can redeem their points through PayPal.
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WHAT SURVEY ROUNDTABLE WANTS TO KNOW

(And this isn't the half of it.)




TECHNOLOGY
PROFILES

Since the inception of online research,
Full Circle’s founders have been in the
trenches of the IT space. Over the past
20+ years, we've successfully conducted
tens of thousands of projects, pouring
that expertise into Full Circle’s IT-specific
niche. An expansive 150+-point profiler

attracts decision-makers, implementers,

developers, business owners and more,
and ensures that our drill-down remains
deep, wide and ahead of industry trends.
For a real-world example, check out our
IT Supplement.

PANEL BOOK | PROFILING

Industry

Bio-Tech

Broadcast

Computer (hardware, software)
E-Commerce

Electronics

Engineering

Emergency Services

Financial Services

Gaming

Government & Military

Healthcare, Pharmaceutical, Biotech
Hospitality

IT (compliance, hardware, security, VAR)
Manufacturing

Telecomm (wireless, wireline, internet)
Utilities

Title

C-Suite/Executive

Account Manager

Administrator

Business Development

Analyst

Consultant

Engineer
Programmer/Developer/Designer
Student

Demographics

« Company Size

» Company Annual Gross Revenue

 Type (for-profit, government, nonprofit,
education, etc.)

« Departments (leadership, operations, finance,

admin, customer service, etc.)
» Decision-Making Ability

Products

Brand, usage, accessories and more

« Camera (digital, film)

» CD/DVD Player

* Cell Phone (smartphone, non-smartphone)
» Computer (desktop, laptop, netbook, tablet)
» E-Reader

» GPS

* Home Theater/Security

* Printer (inkjet, laser, multi-function, 3D)

» Satellite Radio/TV

» Speakers (bluetooth, mobile, wireless)

» Streaming Device

* TV (3D, LCD, LED, OLED, Plasma, 4D)

« Video Game (console, handheld)

* VR

« Wearable Tech

« Webcam

FULL CIRCLE RESEARCH
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GENDER SPANISH

PRIMARY LANGUAGE:

7.85% ~_

MALE:
43.32%

SECONDARY
LANGUAGE: 9.93%

N

NON-SPANISH
SPEAKER: 82.22%

FEMALE:
56.68%

INCOME

Under $25,000 | 20%

$25,000 to $49,999 | 23%
$50,000 to $74,999 | 20%
$75,000 to $99,999 | 15%

$100,000 to $149,999 | 13%

$150,000+ | 9%

Get to know
us a little better.

PANEL BOOK | NUMBERS

11.11% 11.11% 11.25%
10.76%
10.33%
9.83% 10.10%
10
8.72%
5.35%
5 4.20%
3.71%
1.97%
1.56%
O 13-17 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70-74 75+
S
High Scﬁronoei 14.65%
ighscra 30.76%

come . Caucasian 60.87%

College 24.68% African American 18.55%
Aecoci . .

s;c:;?;: 6.59% Hispanic 9.16%

Other 3.56%
0,

BA/BS 15.86% Bi-Racial 2.30%
M ' i 9

SZL?LZ 6.77% East Asian 2.17%

South Asian 1.56%
Phb I 0.54% American Indian 1.40%
- I 0.25% Middle Eastern 0.43%
0 5 10 15 20 25 30
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STATE

Alabama
Alaska
Arizona
Arkansas
California
Colorado
Connecticut
Delaware
District of Columbia
Florida
Georgia
Hawaii
Idaho
Illinois
Indiana
lowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi
Missouri

1.55%
0.23%
2.07%
0.94%

112.07%

1.63%
1.16%
0.29%
0.19%
6.09%
3.14%
0.44%
0.51%
4.16%
2.10%
0.99%
0.92%
1.41%
1.47%
0.43%
1.87%
2.12%
3.20%
1.72%
0.96%
1.94%

Montana
Nebraska
Nevada

New Hampshire
New Jersey
New Mexico
New York
North Carolina
North Dakota
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island
South Carolina
South Dakota
Tennessee
Texas

Utah

Vermont
Virginia
Washington
West Virginia
Wisconsin
Wyoming

0.32%
0.59%
0.87%
0.43%
2.85%
0.67%
6.28%
3.09%
0.22%
3.74%
1.21%
1.24%
4.11%
0.34%
1.50%
0.26%
2.06%
8.14%
0.90%
0.20%
2.59%
2.18%
0.60%
1.84%
0.18%

LIVING ARRANGEMENTS NUMBER OF CHILDREN
4+:4.92%
Homeowner 27 929 /
35% | 7:92%
Renter (Apartment) \
22%
Renter (House)
21% 2:19.95% ==
With Parents/Friends/Family
s
Other
4% Il
0,
Apartment Owner / U As 19
2% | 1: 24.02%
MARITAL STATUS HOUSEHOLD SIZE
MARRIED:
38.93%
N\ 30%
WIDOW:
2.34% 20%
SEPARATED: == | 10%
3.19%
/ 0%
DOMESTIC
. SINGLE: 1 2 3 4 5 +
PARTNERSHIP: 7.62% / S,

DIVORCED:
11.49%




RUSSIA
3%

UK| | GERMANY
7%| |4%
O
@
CANADA FRANCE el
3% 3% Py 3 SOUTH KOREA
1%
us o SPAIN ® S o
49% 2% JAPAN
8%
MEXICO ® ITALY @
2% 1% CHINA
9%
BRAZIL
3%
® INDIA
6%
AUSTRALIA ®

2%

PERCENTAGE

OF WORK CONDUCTED
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http://iLoveFullCircle.com
mailto:TalkToMe@iLoveFullCircle.com



