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Access Global
Omnibus research – wherever in the world you need it

Need to acquire fast and accurate market
research data on an international basis? If
the project is suited to an omnibus study,
we can provide this through our Access
Global network. BMRB International (a
division of the KMR network) is pleased to
be able to provide this service to clients
worldwide.

Access Global in action
One example of Access Global in action is a 19

country study recently commissioned by
Mediaedge:cia, spanning Australia, USA, China
and Mexico, plus the major European markets. 

The aim of the study was to gain a better
understanding of consumer attitudes towards
product placement in films, and to establish the
importance of this advertising medium in the
marketing mix. As well as looking at the extent to
which consumers welcome this type of advertising,
the research also measured recall of specific products
placed in films (such as Nokia mobile phones in
The Matrix).

The results of the survey are sure to provide
Mediaedge:cia, who will shortly be releasing key
findings from the international and local reports
into the public domain, with a unique global
knowledge into this expanding form of advertising.

What are the benefits?
Access Global provides a single point of contact and
can take care of every aspect of the co-ordination:
• survey design 
• translations 
• fieldwork management 
• data delivery 
Not only that, the flexibility of using omnibus
means we are able to run the study at any time you
want - we organise it around your needs.

In the last 12 months, Access Global has run
projects in more than 60 countries, working with
an international network of respected, tried and
tested partners. This puts us in a position to be able
to offer expert advice throughout the entire process.

For more information, or to take advantage of Access
Global, please e-mail access.omnibus@bmrb.co.uk

New niche identifier 
from KMR Software
Thanks to a joint development between
KMR Software and TGI Hungary,
CHAID analysis is now available for use
with Choices3. CHAID (Chi2 Automated
Interaction Detector) is an established statistical
technique used for market segmentation analysis. 

It allows the user to explore large data sets
(such as TGI), identifying very quickly the key
drivers or influences on a particular market.
These significant drivers can be any
combination of survey variable: demographic,
behavioural or attitudinal. 

Results are presented in an easy-to-
interpret tree diagram allowing you to get a
complete overview of the significant natural
divisions within your market. Once identified,
these targets can be selected and taken into the
Choices3 software for further profiling.

CHAID is available in six different
languages and is now accessible to clients
worldwide.

To find out more please contact Sean Yeates at
sean.yeates@kmrsoftware.com.

media in China, especially magazine readership
and radio listening, which has steadily decreased
since 1999. This is in part due to the rise of the
internet, which continues to show discernible
growth in China. 30% of Chinese people now
enjoy access to the internet, up from a modest
8% in 1999. Quite when or how internet usage
is going to plateau is uncertain, as the
constraints are many: not least infrastructure and
government participation
in media activity.

Work is already
underway to increase
the level of
harmonisation across
the product categories
and lifestyle statements
within these studies.
The fact that this
harmonisation is being
conducted in line with
TGI Global directives
will ensure the ability

to draw comparisons not only within the Asia
Pacific region itself, but also across the TGI
Global network as a whole.

To find out more about any of the TGI studies
worldwide please contact enquiries@tgisurveys.com.
For enquires relating specifically to Asia Pacific please
contact duncanfalzon@bmrb-china.com.

Hitting Fifty! (continued from page one)
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'TGI Baby' is born!

The KMR Group has just launched its
brand new corporate website. As well
as all the latest news, corporate
information and contact details for the
KMR Group, the site provides
information on each of the company’s
various areas of expertise:

Marketing and Media Surveys
• TGI: KMR’s global network of single-source

marketing research surveys, measuring
consumers’ product and brand usage, media
consumption and attitudes

• MARS: the in-depth analysis tool for media
use and product consumption within
vertical fields

Data Analysis Software
• Information on the services and products

offered by KMR Software 

Custom research
• KMR offerings in the field of custom media

and marketing research, stakeholder
measurement and management, and social
and public sector research

TV Audience Measurement
• Information on KMR’s TAM services

around the world

The site also features links to all KMR company
sites worldwide including KMR Americas,
KMR Software, BMRB International and
IBOPE.

For all the latest news and information from the
KMR Group, go to www.kmr-group.com.

KMR Website
goes live:
www.kmr-group.com

TGI services in Russia have been further
enhanced by the launch of a ground-
breaking, niche survey. ‘TGI Baby Russia’
takes the principle of single-source research for
which TGI sets the standard around the world,
and sharpens its focus on mothers of young
children.

Specially Selected Products & Services
Questions asked on the study include:
• place of purchase 
• expenditure 
• factors influencing the choice of these goods

and services 
Additionally the survey collects information on
family relationships, giving a full profile of the
Chief Income Earner, information on the

father's role, factors influencing the mother's
decision to have a baby, and more. 

Filling a Large Information Gap
Elena Koneva, Managing Director of
COMCON (the independent research company
responsible for TGI in Russia), comments:
"Clients active in the sector will recognise that
mothers of young children are high consumers of
goods and services but are often difficult to target.
While they have generally higher than average
spending power, reaching them requires a specially
adapted marketing and targeting strategy.

‘TGI Baby Russia’ provides advertisers, agencies
and media owners working within this sector with
unprecedented information on the consumption,
behaviour, lifestyles and brand and media
preferences of these typically hard to target
individuals. We are pleased to offer it to local and
internationally based clients." 

‘TGI Baby Russia’ has a sample of 1,000 per
wave (two waves per annum). All respondents
are mothers of children under three years, have a
monthly income of over $100 per household
member and live in Moscow. 

For further information about ‘TGI Baby Russia’
and to find out how to get access to this data, please
contact Elena Koneva at koneva@comcon-2.com



TGI facts and figures from around the world
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The       network

Target Group Index (TGI) 
– in 51 countries

TV Audience Measurement (TAM) 
– in 29 countries

Argentina
Australia (Panorama)
Brazil
Bulgaria
Canada (PMB)
Chile
Colombia
Croatia 
Czech Republic
Ecuador
France
Germany
Great Britain
Greece
Hong Kong (Media Index)
Hungary
India

Indonesia (Media Index)
Iran *
Israel
Italy (Sinottica)
Japan (ACR)
Kazakhstan
Malaysia (Media Index)
Mexico
Nigeria *
New Zealand (Panorama)
Northern Ireland
Norway (MMI)
People's Republic 

of China
Peru
Poland
Puerto Rico

Republic of Ireland
Romania
Russia
Saudi Arabia
Serbia
Singapore (Media Index)
Slovak Republic
Slovenia
South Africa *
Spain
Sweden (Orvesto)
Taiwan (Media Index)
Thailand (Media Index)
Turkey
Ukraine
USA (NCS)
Venezuela

Argentina
Australia
Brazil
Chile
Colombia
Costa Rica
Cyprus
Ecuador
Greece
Guatemala
Hungary
India
Italy
Lebanon
Mexico
Panama
Paraguay

Peru
Philippines
Poland
Portugal
Puerto Rico
Romania
Slovenia
Turkey
UK
Ukraine
Uruguay
Venezuela

* First survey in preparation

About KMR:
KMR is an integrated research, information and software group 
specialising in the following areas:
• Syndicated media and marketing surveys
• TV audience measurement systems (TAM)
• Custom research
• Analysis software systems

Contact details:
Email: General: info@us.kantarmedia.com     

TGI: enquiries@tgisurveys.com 
KMR Software (Americas): helpdesk@us.kantarmedia.com
KMR Software (elsewhere): helpdesk@kmrsoftware.com
MARS: hugh.white@us.kantarmedia.com  

Websites: TGI: www.tgisurveys.com
KMR Software: www.kmrsoftware.com
KMR: www.kmr-group.com

As the World Health Organization and food
manufacturers turn their attention to the global
problem of obesity, we look at just how healthy
consumers around the world perceive
themselves to be.

Latest TGI Global data reveal some significant
differences according to where you live in the
world. When it comes to self-perception and
healthy eating, figures show that India comes top
with 73% of adults here agreeing with the statement
‘I consider my diet to be very healthy’.

At the other end of the scale, the greatest
incidence of perceived poor diet can be seen in
Eastern Europe, with just 25% of Bulgarians and
26% of Russians agreeing with the same statement.

Diet also appears to be a problem for Western
Europeans – less than half of all adults in Britain,
France and Spain agreed with the same statement.
Interestingly enough, age has a profound influence
on the perceived quality of diet in these countries.
The data suggest that European consumers
demonstrate a more responsible attitude towards
eating as they grow older. In Britain twice as many

people aged over 55 as people aged 18-24 believe
they have a healthy diet. A similar situation is
evident in the US – just 36% of the total population
consider their diet to be healthy. This figure drops
to 27% for 18-24 year olds but increases to 51% for
those aged 55+.

Consumers living in Latin American countries
exhibit a more positive attitude towards their diets.
An impressive 56% of
Argentines and 61%
of Peruvians agree
with the statement ‘I
try to eat a well-
balanced diet’. As in
Europe, age has a
noticeable impact on
levels of agreement
here, but still more
pronounced is the
difference between
men and women. In
Peru 55% of men
agree with the

statement compared with 67% of women.
The figures clearly show, though, that not

every country follows these trends. It’s interesting
to look at China, India, Saudi Arabia and Turkey.
Despite differing levels of overall agreement,
within these countries age and gender have very
little impact on whether people consider their
diets to be healthy or not.

Source:TGI Global 2003

How healthy do we really think we are?




