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BACKGROUND AND IMPLEMENTATION
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BACKGROUND

The survey was conducted by Novus on behalf
of the American Chamber of Commerce. The
purpose of this study is to gain a better
understanding of the Swedish public's attitudes
towards the United States, what Swedes
associate with the American brand and measure
if, and how, it changes over time.

RESULTS

The results are deliveredin a chart report.
Marked significant differences in the report
(gender, age, and region etc.) are in comparison
with the total. A significant difference means
that a value in a subgroup, e.g. gender, deviates
from the total value to such an extent that it
cannot be seen as random.

The result is post-stratified, i.e. subsequently
weighted against known population figures in
order to correct any distortions in the sample
compared with the target population
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IMPLEMENTATION

The survey was conducted via web interviews in
Novus' randomly recruited Sweden panel,
which guarantees representative results. This
means that the results are generalizable to the
target population.

!
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TARGET GROUP
The Swedish general public.

AL

MARGIN OF ERROR

The margin of error is a measure of the
uncertainty in an estimate of a parameter. The
size of the margin of error depends on the
proportion that responds and the number of
interviews that have been conducted. Below
are examples of error margins for different
outcomes in the survey:

For 1 000 interviews:
At turn-out 20/80: +/- 2,5%
At turn-out 50/50: +/- 3,1%
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The top-of-mind brands in the mentioned industries are:
Computers and digital platforms (Apple); E-commerce
(Amazon); Life science (Astra Zeneca); Car manufacturers
(Volvo); Entertainment (Netflix).

Almost two out of ten (19%) have high confidence in U.S.
based companies.

Significant increase (now 41% vs 36% in 2025) in those who
think that the U.S. is an innovative country.

The most mentioned brand when it comes to innovation is
Apple.

Significant increase (now 16% vs 10% in 2025) in those who
believe that the NATO membership has weakened the links
between the U.S. and Sweden.

One in three (33%) believe that the Swedish membership in
NATO will change Swedes’ perception of the U.S. negatively —
a significant increase.

One in three (35%) would like to see strengthened trade
collaboration between Sweden and the U.S. — a significant
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increase.

Those who are positive towards the U.S. has increased
significantly compared to last year, from 17 percent to 21
percent.

One in three (34%) has low confidence that American
companies keep their promises.

Almost four out of ten (38%) have actively opted out of
American products solely because they come from the U.S.
Among those who have actively opted out of any American
products in the last six months: A majority (74%) has actively
opted out of food solely because they come from the U.S.

Half (51%) of the Swedish population have been to the U.S.

Three out of ten (30%) would like to go to the U.S. in the
coming five years — a significant increase.

When asked to describe the U.S. common descriptions are a
large country, President Trump, freedom and corruption.
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Top of mind — brands in different industries

QUESTION: Name the first 1-3 brands that comes to mind in the following industries:

COMPUTERS AND DIGITAL

DLATFORMS E-COMMERCE LIFE SCIENCE CAR MANUFACTURERS ENTERTAINMENT
AcusNvidialca Hm Mvri Kicks << ope
le. &-2dandk Emen o Netflix
Hq PEfJIVIVgS\ ; A Blocket :
oLy ASUS pddtea “-Johnson 2o : axsNation
Ld mt (inasibaru e Vi
MiCrosoft @ s Novo Toyota Vlap,ayspgilfy
Acer._ Sl o De” Temu S .tm’ébaa'o'erq A : = DcFilmstaden
2 il i ~ ¥ esla Vs S ]
Goovwgo'u om::“Facebook Elglganten K“f;}%g £an, LRQ1S8,. Pﬁ zer MNSrcedeS Ac Elve
Lenovo 2 Ibb Albab ‘Adlibris BOOZt =0 V I Rock Grénapiay
Samsung \mazon - M:0IVO
“Apple” (453) “Amazon” (315) _ “Volvo” (861) “Netflix” (267)
“HP” (296) “Zalando” (151) “Astra Zeneca” (330) Volkswagen/VW” (306) “SVT” (120)
“Dell” (202) “Apotea” (116) “Pfizer” (170) ] T‘Z’V’o";’a”(fllg“;)) “HBO” (93)
“Microsoft” (196) “Temu” (106) “Novo Nordisk” (120) y Igia” (150) s;;«:;fy’ﬂ(g )
“Samsung” (166) “Boozt” (62) “Apotea” (40) “Mercedes” (148) “Disney” (54)
“Lenovo” (134) “H&M” (59) “Apoteket” (35) “Audi” (122) “SF” (46)
“Google” (123) “Elgiganten” (46) “Tesla” (121) “Youtube” (43)

BASE: Answered: (Computers and digital platforms n=860), (E-commerce n=812), (Life science n=582), (Cars n=968), (Entertainment n=652)
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Arrows indicate a significant
difference (increase or decrease),

Almost two out of ten have high confidence e
in U.S. based companies
High confidence (5+4)

QUESTION: Think about companies in general and state your opinion on how much confidence Low confidence (1+2)
you have in companies with head office in the following countries:

2026 2025 2024 2023
German 3% 6% 67% 4% 67% 4% 57% 5% 61% 4%
y
France 9% 1% 8% =
0% 20% 40% 60% 80% 100%
M 5. Very high confidence L Y] 3 u2 M 1. No confidence at all B Don't know BASE: Total 2026 (n=1047), 2025 (n=1060), 2024 (n=1029)
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Significant increase in those who think that
the U.S. is an innovative country

QUESTION: State your opinion on the following statements:
2026

The United States is

. ] 14%
aninnovative country

The United States has historically

() (v) 0,
been a force for good in the world Lz 12% o

The United States is today a force

for good in the world (9% IR0

The United States' efforts to reduce
the greenhouse effect are successful

80% 100%

0% 20% 40% 60%

M 5. Completely agree LY 3 N2 B 1. Don't agree ¥ Don't know

novus.se

2025

Arrows indicate a significant
difference (increase or decrease),
compared to previous year

Agree (5+4)
Don’t agree (1+2)
2024 2023 2022 2021 2019

42
%

BASE: Total 2026 (n=1047), 2025 (n=1060), 2024 (n=1029)
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The most mentioned brand when it T T e

. . . G ﬂ\un Amazon
comes to innovation is Apple M ft
ezl VIICFOS O
s I\/leat Openal Ame rﬂ ansk
QUESTION: Name the American brands that you most associate ntropic vid S
with innovation: K 6P Ben
Doritos
Open answer. penbsd
Dell & |.td
Inga EAYH D AT | P
o Amd Viet r; C[ee
Int(e) Intel
pen-» T
; 11]“3”" e S I a
Data
Holo
The most frequently mentioned brands associated
with innovation are Apple (n=383), Tesla (n=198) Android
and Microsoft (n=178). S 1
39 percent says “Don’t know”. Phideic

J"‘\xl:‘habtt
6m Anduril
Ebay

+Hot

BASE: Answered the question (n=640)
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Significant increase in those who believe that the
NATO membership has weakened the links
between the U.S. and Sweden

QUESTION: Do you think that Sweden’s NATO membership has* strengthened

or weakened the links between the U.S. and Sweden? 2024 and 2025: *will
strengthen or weaken

Strengthened
64%

Unchanged N 2026
2025

N 2024

Weakened

Arrows indicate a significant
difference (increase or decrease),
compared to previous year

Don't know

BASE: Total 2026 (n=1047), 2025 (n=1060), 2024 (n=1029)

Significant differences

The following subgroups respond to a
greater extent as follows:

Strengthened (26 %)

Gender: Male (36%)
Gender & Age: Male 35-49 years (33%)
Household income: -299k (35%)

Unchanged (42%)

Age: 50-64 years (48%)

Gender & Age: Male 50-64 years (55%)
Occupation: Blue collar (52%)

Has children residing at home (48%)
Sector: Private (51%)

Household income: 300k-499k (52%)

Live in smaller towns/cities and rural
municipalities (47%)

Weakened (16%)

Age: 65-84 years (23%)

Gender & Age: Female 50-64 years (23%),
Female 65-84 years (24%)

Occupation: Retired (22%)

Sector: Public (22%)

Live in Eastern Sweden (23%)
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One in three believe
that Sweden’s
membership in NATO
will change Swedes’

perception of the U.S.

negatively — a
significant increase

QUESTION: Do you think that Swedes’
perception of the U.S. will change or not
change with Sweden's membership in
NATO?

Arrows indicate a significant
difference (increase or decrease),
compared to previous year
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Changes
positively
47% l
Unchanged 57%
58%
Changes
negatively
Don't know

N 2026
2025
N 2024

BASE: Total 2026 (n=1047), 2025 (n=1060), 2024 (n=1029)
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Significant differences

The following subgroups respond to a
greater extent as follows:

Unchanged (47%)

Gender: Male (52%)
Age: 35-49 years (52%)

Gender & Age: Male 35-49 years
(55%), 50-64 years (57%)

Occupation: White collar (53%)
Has children residing at home (54%)
Sector: Private (52%)

Changes negatively (33%)

Age: 65-84 years (46%)

Gender & Age: Female 65-84 years
(50%)

Occupation: Retired (46%)
Household income: 500k-799k (39%)
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One in three would like to see strengthened trade
collaboration between Sweden and the U.S.

QUESTION: Would you like to see a strengthened trade collaboration
between Sweden and the following nations?

2025
Don’t
know | Yes

N
o
N
»

’

|w)
o
S
~

Yes

z
o
=
=3
o
S

38 § 28

India
%
Brazil 37 § 25 28 B 40 § 32
% B % %0 % B %
The U.S. 30 § 50 55§ 19 § 27
% B % %0 % 0 %
China 11§ 71 § 18
% B % %
Russia EJA 3 8§ 8
% B % %
0% 20% 40% el 80% 100% BASE: Total 2026 (n=1047),

HYes ¥ No ¥ Don't know

2025 (n=1060), 2024 (n=1029)

Significant differences

The following subgroups respond to a
greater extent as follows:

The U.S. - Yes (35%)
e Gender: Male (50%)

e Gender & age: Male 35-49 years
(64%), Male 50-64 years (47%), Male
65-84 years (45%)

e Sector: Private (46%)

e Household income: 500k-799k (44%), -
800k (41%)

The U.S. - No (46%)

e Gender: Female (53%)

e Age: 18-34 years (56%)

e Household income: -299k (54 %)

The U.S. - Don’t know (18%)
e Gender: Female (26%)
e Gender & age: Female 35-49 years

(35%) o .
Arrows indicate a significant

difference (increase or decrease),
compared to previous year

us, a Gallup Nordic company - 2026. All rights reserved.
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Significant differences

Those who are positive towards the U.S. has increased  mefolowing subgroups respond to

a greater extent as follows:

significantly compared to last year The U.. - Positive (21%)

e Gender: Male (30%)

QUESTION: What is your general attitude to the following nations?* Positive (5+4) e Gender & Age: Male 35-49
Negative (1+2) years (37%), Male 50-64 years
(30%)

2026 2025 2024 .
e Sector: Private (27%)

o e Household income: 800k- (26%)

%
The U.S. - Negative (59%)

e Gender: Female (70%)
e Age: 18-34 years (67%)

e Gender & age: Female 35-49
years (78%)

e Household income: -299k (67%)

China

*2023:
Previous version Positive Negative
QUESTION: Would
! ’ : . , , you say that youin
0% 20% 40% 60% 80% 100% general have a

Russia §5% 14% 77%

.. ®
B Very positive B Somewhat positive Neither positive nor negative pos't“"e or ) 28%
B Somewhat negative ® Very negative ¥ Don't know BASE: Total 2026 (n=1047), 2025 negative attitude
(n=1060), 2024 (n=1029) to the United
States?
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One in three has low confidence that American
companies keep their promises

QUESTION: How much confidence do you have in American companies keeping their promises?

Full confidence

Very high confidence

Quite high confidence

Neither high nor low confidence

Quite low confidence

Very low confidence

No confidence at all

Don't know

1 1%

2%

B 1%

4%

I 23

19%

I 29%
31%
I 19%

16%

B o

11%

B s

6%

9%
10%

¥ 2026
2025

BASE: Total 2026 (n=1047), 2025 (n=1060)

Significant differences

The following subgroups respond to a
greater extent as follows:

Full + Very high + quite high (28%)

e Gender: Male (37%)

e Gender & Age: Male 50-64 years (37%)
e Household income: 800k- (34%)

No confidence at all + very low + quite
low (34%)

e Age: 18-34 years (47%)
e Region: Northern Sweden (44%)
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Almost four out of ten have actively opted out of
American products solely because they come from
the U.S.

QUESTION: In the last 6 months, have you actively opted out of any American products
that you previously used solely because they come from the U.S.?

41%

Yes

N 2026
51%
No 2025

54%

5%

Don't know

BASE: Total 2026 (n=1047), 2025 (h=1060)
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Significant differences

The following subgroups respond to a
greater extent as follows:

Yes (38%)

e Age: 65-84 years (47%)

e Gender & Age: Male 65-84 years
(48%), Female 65-84 years (47%)

e Occupation: Retired (48%)

No (51%)

e Gender: Male (57%)

e Age: 35-49 years (58%)

e Gender & age: Male 35-49 years (71%)
e Occupation: Blue collar (64%)

e Has children residing at home (57%)

e Sector: Private (60%)

e Live in smaller towns/cities and rural
municipalities (56%)

HAOVAUN



AMONG THOSE WHO HAVE ACTIVELY OPTED OUT OF ANY AMERICAN PRODUCTS IN THE LAST SIX MONTHS

A majority has actively opted out of food

solely because it comes from the U.S.

QUESTION: What type of product wasit?
Multiple answers possible.

Significant differences. The following subgroups respond to a greater extent as follows:

Food (74%) (36%)

e Highest level of education: e Sector: Private (34%)
University (80%)

* Occupation: White collar (82%)  social media (17%)

e Sector: Private (84%) e Gender: Male (24%)

* Household income: 800k- (81%) o Large cities and municipalities
close to large cities (23%)

Clothes (32%)
e Gender: Female (38%) Vehicles (14%)

e Household income: 800k- (24%)
Technology (25%)

e Has children residing at home

Food _ 74%l
Clothes -_ 32%
Technology -_ 25%
Social media - 17%

Vehicles

1 ™~
B 3% 20z8

Streaming services 14% 2025

Movies
Charge card
Pharmaceuticals

Other:

Don't remember f

BASE: Among those who have actively opted out of any

15 © Novus, a Gallup Nordic company - 2026. All rights reserved.  novus.se
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Half of the Swedish population have been to
the U.S.

QUESTION: Have you been to the U.S.?

51%
Yes 49%
50%
N 2026
48% H 2025
No 519% N 2024
49%

1%
Don't know 0%

1%

BASE: Total 2026 (n=1047), 2025 (n=1060), 2024 (n=1029)

Significant differences

The following subgroups respond to a
greater extent as follows:

Yes (51%)

Gender & Age: Male 50-64 years (60%), 65-
84 years (59%)

Highest level of education: University (64%)
Occupation: White collar (61%), Retired
(57%)

Household income: 800k- (64 %)

Large cities and municipalities close to
large cities (67%)

Region: Stockholm (72%)

No (48%)

Age: 18-34 years (55%)

Highest level of education: Secondary
school or lower (57%)

Occupation: Blue collar (63%)
Household income: -299k (65%), 300k-499k
(55%)

Live in larger cities and municipalities
(56%)

Live in smaller towns/cities and rural
municipalities (59%)

Region: Southern Sweden (62%)

16 © Novus, a Gallup Nordic company - 2026. All rights reserved.  novus.se
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Three out of ten would like to go to the U.S.

in the coming five years

QUESTION: Would you like to go to the U.S. in the coming five years?
*

30%
Yes
23% W 2026
2025
No
57%
X
Don't know
20%

us, a Gallup Nordic company - 2026. All rights reserved.

* Same question but different scale in 2024:

Yes, | want to and

0,
absolutely will 12%
Yes, | want to and
. 28%
maybe will
Yes, | want to but will
23%
not
No, | do not want to
32%

go to the US

Do not know 6%

BASE: Total 2026 (n=1047), 2025 (n=1060)

novus.se

Significant differences

The following subgroups respond to a
greater extent as follows:

Yes (30%)

e Gender: Male (39%)

e Age: 35-49 years (40%)

e Gender & Age: Male 35-49 years (56%)

e Occupation: Blue collar (43%), White
collar (38%)

e Has children residing at home (39%)
e Sector: Private (41%)
e Household income: 800k- (40%)

No (55%)

e Gender: Female (63%)

e Age: 65-84 years (68%)

e Gender & age: Female 65-84 years
(76%)

e Occupation: Retired (71%)

e Household income: -299k (64%), 300k-
499k (64%)

HAOVAUN



Words to describe the U.S.

QUESTION: If you think of the United States, could you
describe the United States in 3-5 words? Open answer.

nligt

‘;iph Manmskor L Diktatur G
plitira v“Odemokratlskt

t Vack'ert}
o Bra Stor_-ar

Intressant lnnovatmu .

apxtalmn LKorru A -1 dL-Bort

Demokratiskt Forslor Andra s Stora

AnFrlhe

-.OjamliktFaiskt
Fo Ikofm tliga Galet

®*Bara : i
R’F“ N eJ Varierat Usa
Obildat-Z55% = e ’ ‘
Lag ‘ ~=.U-land Styre ”‘ allg Kug jet
Dubbelmoral ) Korkad Dognokl
Dyrt
i okt Skillnad F
Fgrlf?” | tivt 2 Nat ‘(I“rlja(ﬂm et Fois ¥
eltFascism ation Vack v
Klyftor york nnovatyv @ acker EgOIStlSkt
g U‘_“ Allta n reS I e n
edate rlm ; SpanMnande
Segreq ngH\ci

Konservatlyt : Makt

Large country

President Trump

Freedom

Corrupt

BASE: Total (n=1047)
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BACKGROUND

GENDER, % /)

\%4

Oy O

Male Female

AGE
18-34 years 27%
35-49 years 25%
50-64 years 24%
65-84 years 24%

REGION

Stockholm
Eastern Sweden
Southern Sweden
Western Sweden
Northern Sweden

EDUCATION

Secondary school
or lower

University

GEOGRAPHY SIZE
23% Large cities 35%
17%
23% Larger towns 36%
1272/% Remaining country 28%
(1)
HOUSEHOLD INCOME
-299k 14%
o,
39% 300k-499k 20%
1% 500k-799k 21%
800k- 33%

BASE: Total (n=1047)
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WE LOVE QUESTIONS!

Contact at Novus

Senior Client Advisor
Hjalmar Strid

Mobile: +46 704 30 66 07
E-mail: hjalmar.strid@novus.se
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THANK YOU!
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ABOUT NOVUY’

|

SURVEYS
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PUBLISHINGS STANDARDS

- [NOVUS

Results from surveys that have been initiated and paid for by
the client may not be passed on to another party without the
client's permission.

The report is primarily intended for the client's internal use and
any partners. The client may publish or reproduce parts of the
material externally, under its own responsibility, provided that
Novus is indicated as the source and that the publication does
not violate the law, confidentiality agreements or third party
rights.
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In the case of external publication, the client is responsible for
ensuring that the presentation of the results is not misleading.
Novus is responsible for the implementation of the survey, the
method and the results reported in the delivered
documentation, but not for the client's external interpretations
or formulations.

Novus does not review or approve publication material in
advance. However, at the client's request, Novus may, for a fee,
review the client's external communication regarding the
survey prior to publication.

If Novus is made aware of incorrect or misleading claims, Novus
reserves the right to request correction and/or publicly clarify
what the survey shows. If correction is required as a result of
the client's publication or communication, Novus reserves the
right to charge the client for time spent and any costs.
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Novus via its parent
company Gallup Nordic,

Sweden’s reprgsentatlve for = A
Gallup International.

Sy

Sveavagen 59, 113 59 Stockholm

Tel +46 (0)8 128 196 00
Mail: info@novus.se
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DEFINITIONS

In Novus reports, we often report differences between different

values, something we call statistically significant differences,

statistical significance or that something is "not within the margin

of error".

Degree of confidence

Novus standard is 95% confidence
level, which means that the true
value for the population with 95%
probability is within the range
given by the sample value +/-
margin of error. Using a 95%
confidence level corresponds to a
significance level of 5%.

26 © Novus, a Gallup Nordic company - 2026. All rights reserved.

Whatis a margin of error?

The margin of error is a measure
of the uncertainty in an estimate
of a parameter. For example, the
margin of error in a sample of
1000 individuals, at a 5%
significance level, will be for the
following outcomes:

20/80: +/- 2.5%

50/50: +/- 3.1%

y LALL

novus.se

Is it statistically certain?

If a difference is greater than the
margin of error, the difference is
statistically significant. A
statistically significant difference
between two different values
means that there is a difference
that probably cannot be explained
solely by chance. What is certain is
thus that there is a difference, not
the size itself.

PRl
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The report reports
significant differences for
three main groups of
municipalities; large
cities and municipalities
close to cities, larger
cities and municipalities
near larger cities as well
as smaller cities/urban
areas and rural
municipalities. Novus
uses SKR's municipal
group division from 2023

Municipal group division,
main groups

IN SHORT, NOVUS’
MUNICIPAL GROUP DIVISIONJIL EEEE

A. LARGE CITIES AND MUNICIPALITIES CLOSE TO LARGE CITIES

Al. Large cities - municipalities with at least 200,000 inhabitants in the largest Larger cities and municipalities near

urban area. larger cities
A2. Commuting municipality near a metropolitan area - municipalities with
at least 40% commuting to work in a metropolitan or metropolitan municipality. . Smaller towns/urban areas

and rural municipalities

B. LARGER CITIES AND MUNICIPALITIES NEAR LARGER CITIES

B3. Larger city - municipalities with at least 50,000 inhabitants, of which at least 40,000 inhabitantsin the
largest urban area.

B4. Commuting municipality near alarger city - municipalities with at least 40% commuting to work in a
larger city.

B5. Low commuting municipality near a larger city - municipalities with less than 40% commuting to work
in a larger city.

C. SMALL TOWNS/URBAN AREAS AND RURAL MUNICIPALITIES

C6. Smaller town/urban area - municipalities with at least 15,000 but less than 40,000 inhabitants in the
largest urban area.

C7. Commuting municipality near a smaller town/urban area - municipalities with at least 30% outbound
or inbound commuting to a smaller town.

C8. Rural municipality - municipalities with less than 15,000 inhabitants in the largest urban area, low
commuting pattern (less than 30%).

C9. Rural municipality with hospitality industry - rural municipality with at least two criteria for hospitality
industry, i.e. number of guest nights, turnover in retail / hotel / restaurant in relation to the number of
inhabitants.
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NOVUS’ SWEDEN PANEL:

STANDARD FOR REGIONS

From January 1, 2023

5 regions Share in %

Stockholm

0,
SE11 Stockholm 23,2%

East
SE12 Ostra Mellansverige

16,7%

East

Stockholm

SE23 Vastsverige

North West /sen
SE32 Mellersta Norrland N
SE33 Ovre Norrland Szfz"fzm‘z‘i

SE31 Norra Mellansverige sea

us, a Gallup Nordic company - 2026. All rights reserved. novus.se ==110OVUS



Novus Sweden panel consists of approx. 60,000 panelists. The
panel is randomly recruited (you can not register yourself to
make money or because you want to influence public opinion)
and is nationally representative regarding age, gender and
region in the age range 18-84 years. Any distortions in the panel
structure are remedied by subtracting a nationally
representative sample from the panel and by weighting the
result.

We take good care of our panel through so-called panel
management. This means that we make sure that you can not
participate in too many surveys during a short period of time ,
nor in several similar surveys. We also have a system for

rewards for the panel.

y

Feel free to ask for more
information about our
panel management!

Survey implementation
A sample from the panel is drawn. The panelists in the sample
receive an invitation to the survey via e-mail. The invitation
contains information about how long the survey takes to
answer , the last response date and a link that you click on to
get to the questionnaire. You can answer all questions at once
or take a break and return to the questionnaire at a later time.

When the data collection is complete, the data processing
begins. Then tables are produced and a report is compiled.
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Novus Sweden panel is of high quality. We
continuously carry out quality checks and
validations of both the panel and the
answers given by the panel participants.

In comparative studies (with other web
panels) we have found that the panel
members in Novus' panel take longer to
answer questions than panelists from other
panels, and that there is a logicin the
answers (example: if you like ice cream and
chocolate, then you also like chocolate ice
cream ). In self-recruited panels, we do not
see this logic to the same extent.

PANELS

We also see that our panel members have a
more “average Swedish behavior" than self-
recruited panels, where you are, among
other things. very internet active.

Novus panel members answer an average of
12 surveys per year, which is significantly
fewer surveys than in many other panels,
and provides a higher quality of
implementation. Another very important
quality aspect is to state the frequency of
participants (response frequency), which is
a requirement according to all industry
organizations.

Some important checkpoints when conducting
web surveys in web panels:

=  The panel must be randomly recruited to be
able to reflect reality.

= The survey company must always be able to
report the frequency of participants for each
individual survey.

=  The panel members should not be
professionals, i.e. get too many surveys. If you
get more than two per month, there is a risk
that you become a professional respondent
and respond to the survey for the wrong
reasons.

=  The panel must be managed with a good panel
management regarding rewards, validation of
answers, etc.

=  Field work (conducting interviews) must
always be reported and preferably include
both weekdays and public holidays.
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