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1. Introduction 

The Department of Energy and Climate Change (DECC) wishes to implement a consumer panel which will provide its 
policy teams with flexible, rapid and cost-effective access to a cross section of consumers for a range of small scale 
insight projects. The panel will deliver a blend of a ‘traditional’ panel function and a call-off contract function that 
delivers a succession of consumer insight projects as and when required. The implementation of the panel, and 

related research, will allow DECC to gain direct feedback from consumers as it develops and tests new policies. 

We are delighted to submit a proposal to DECC to develop the consumer panel and deliver related consumer insight 

projects. We believe that the following factors make TNS BMRB ideally placed to conduct this work: 

 We offer direct access to an existing panel through our sister company, Lightspeed GMI. This allows us to quickly 
and efficiently develop a sub-panel of consumers who can be profiled and are able to take part in additional, 
bespoke, insight projects. 

 We can draw on our recent experience in developing and launching a very similar panel for the Food Standards 
Agency (FSA), which also used Lightspeed GMI. Our team includes researchers who have been directly involved in 
setting up the FSA panel, allowing us to fully benefit from this experience.  

 We have a deep understanding of DECC’s policy landscape, developed through research projects for DECC, 
including the Public Attitudes Tracker, which we have delivered for 14 waves. This has given us extensive 
knowledge of a range of DECC’s policy areas, including renewable heat, energy market regulation and home 
energy efficiency. We have also undertaken a number of related research projects for Ofgem, DfT and Defra. 

 We have extensive experience of all of the methods outlined in the ITT, including online surveys, in-depth 
interviewing techniques, focus groups, co-creation workshops and digital user testing.  

 We offer a large and experienced team, providing the resource and flexibility that will be required in order to 
respond to DECC’s requirements and deliver complex projects to tight deadlines. 

 We are highly skilled at analysis and interpretation of research findings in relation to policy development and across 
research methods.  

 We can draw on the expertise of our communications research team, which specialises in research to inform the 
development and evaluation of government communications campaigns, and campaign materials. 

 We have a large, specialist in-house qualitative recruitment team, which can be used to recruit for any projects 
where it is not possible, appropriate or cost effective to draw on the existing panel. 

 We have substantial experience in both recruiting and conducting research with a range of vulnerable groups 
including older people, disabled people and those with communication difficulties. 

 

The remainder of our proposal is structured as follows: 

 Chapter 2 sets out our understanding of the research requirements. This includes the background and policy 
context to the research, key objectives for the consumer panel and how we will add value. 

 Chapter 3 outlines our approach to management and delivery. This includes a detailed delivery plan, working 
arrangements, quality assurance and an overview of responsibilities across our team. 

 Chapter 4 outlines the skills and experience of our proposed research team, our expertise against the range of 
methods that may be required and relevant operational and organisational capabilities and experience. 

 Chapter 5 sets out what we see as the key challenges and risks in developing and delivering the panel. 
 Chapter 6 covers our proposed approach and rationale to first setting up the panel and conducting the three 

example research projects included in the ITT. We also outline our proposed approaches to analysis and reporting. 
 Chapter 7 includes our pricing schedule, in the template provided in the ITT. 
 Appendices are included for staff CVs, a risk register, additional information on Lightspeed GMI, details on our 

qualitative recruitment, example infographics and our quality control and information security procedures. 
 
We have structured our proposal in line with the format outlined in the ITT. Some points are covered in more than one 
section; where this applies we have signposted where further information can be found.  As specified in the ITT, we 
have limited our proposal to 30 pages, excluding cover and contents pages, price schedules, declarations and 

appendices.  
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2. Understanding requirements and adding value 

2.1   Background to the research 
As part of the Civil Service Reform plan published in 2012, the Civil Service made clear its commitment to introducing 
Open Policy Making. As part of this new approach the Civil Service would take a more collaborative approach in which 
policy is drawn based on a much wider range of inputs and approaches. The move towards Open Policy Making is 

focused around three main strands: 

 Expanding the range of people engaged in policy making: Involving a wider range of people will ensure that 
policy making does not become too narrow or focused within Whitehall. Drawing on the knowledge of external 
experts, as well as the views of the general public, at all stages of policy development will therefore be a key part of 
the policy making process going forward.  

 Using the latest analytical methods: Making use of more advanced techniques such as behavioural economics, 
data science and social media analysis. Newer techniques such as these help to better understand the implications 
of new policy in a way that has not been possible before. 

 Taking a more iterative approach to implementing policy: Taking an approach of continuous improvement 
throughout policy development, techniques such as prototyping, scenario modelling, and randomised control trials 
allow policies to be tested more thoroughly than ever before they are implemented. 

 
Open Policy Making is an area which DECC is keen to embed further within its decision making processes. The first of 
the three strands mentioned is particularly important in this sense, as wider engagement with the general public is key 
for DECC in achieving their aims. Much of DECC’s policy requires the public to embrace changes in the way they 
access and consume energy. Without extensive public engagement and an understanding of how to change 
behaviours, these policy aims would be difficult to achieve. Through Open Policy Making DECC can understand their 

consumers better than ever and make more informed, evidence based policy choices.  

As a means of attaining wider engagement with the public on policy decisions, DECC wishes to implement a 
consumer panel. The consumer panel will consist of a ‘community’ of consumers, who will act as a rapid access 
sample source for a variety of bespoke projects. The creation of this panel fits well with the Open Policy Making 

approach, as consumers can be accessed within short timescales for their input into policy decisions.  

There are a number of reasons why the consumer panel is suited to DECC’s requirements. Particularly important is 
the access that it provides to various groups within society. By profiling a large ‘community’ of people to start with, 
DECC will be able to access consumers in a variety of ways, ranging from nationally representative samples, to very 
low incidence groups such as those not on the gas grid, or vulnerable/fuel poor respondents. The initial profiling 
exercise also means that those with particular attitudes towards certain DECC priorities can be easily accessed for 
follow-up research. Being able to access this range of groups quickly is a feature of this design which could not be 
replicated through other methods. The use of a panel also means that public input will be available at various stages in 
the process. For example, the faster access to consumers would mean that a co-creation workshop could be set-up 
quickly to aid the initial policy design stage. Input from consumers would be available at all stages of policy 

development, through to pre-implementation. 

Creating a ‘community’ in this way will also save significant time on individual projects, as a procurement process will 
not be needed each time. The early development of policy often necessitates fast access to consumers, so avoiding 

the procurement of individual projects is an invaluable aspect of this methodology. Smaller, fast turnaround 

interactions with consumers will be possible within very tight timescales.  

Overall the creation of a consumer panel will enable DECC to fully embrace the use of Open Policy Making, via fast, 
cost-effective access to a range of consumers. 

2.2   Adding value 
TNS BMRB is committed to helping DECC achieve these objectives and has a range of relevant experience to draw 

upon to add value over and above the requirements of the brief.  
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In particular, our recent experience in creating a very similar consumer panel for the Food Standards Agency (FSA) 
leaves us uniquely placed to understand the requirements of this project. Our work with the FSA involved the creation 
of a consumer panel of over 30,000 consumers who were segmented based on a profiling exercise. Having recent 
knowledge of this approach means we are aware of the logistics involved in creating and maintaining a panel of this 
size. 

TNS BMRB is able to add value to the research in a variety of ways, which we outline below. Each of these areas is 

also outlined in further detail elsewhere in our proposal. 

 Access to existing online panel: We are able to access an existing online panel, managed by our sister 
company, Lightspeed GMI, to conduct this research. The Lightspeed panel has over 150,000 active users that 
regularly participate in research. The profiling questionnaire would be sent out to the full panel, and from this we 
can create a sub-panel of around 30,000 consumers who agree to be part of the DECC panel and be recontacted 
for further projects, both online and offline. As the Lightspeed panel is already in place, creating a sub-panel for 
DECC will be highly cost-effective.  

 Flexible approach to recruitment: The use of the Lightspeed panel will give access to an extensive range of 
people that can be re-contacted for online or offline research projects. In addition to this, should the project in 
question necessitate it, TNS BMRB has longstanding experience of free-find recruitment methods for qualitative 
research. We are also able to access the regular TNS Omnibus via face-to-face, telephone or online 
methodologies if necessary. Our approach to recruitment is highly flexible and can be adapted to any method 
should the project require it. 

 Methodological experience: TNS BMRB is a market leader in quantitative and qualitative research 
methodological expertise, with dedicated experts leading on methods development including sampling, survey 
design, behaviour change, co-creation and visual methods. In particular it is worth highlighting our specific 
expertise around conducting public dialogue sessions which range from one-off consultations (e.g. for HMRC 
around the closure of Enquiry Centres) to deliberative research on issues ranging from fracking to nano-
technology. Examples of our experience are included in Chapter 4. 

 Diversity of our business: Our diverse offer – which includes policy evaluation, behavioural insight and 
communications experts - means we can draw on the most appropriate team members to deliver projects that align 
with their skill sets, to maximise the value of research delivered to DECC. 

 Policy knowledge: Our team includes staff who have worked on DECC’s Public Attitudes Tracker since its 
inception, enabling them to build substantial knowledge in a wide range of relevant policy areas. This knowledge 
will be drawn on in developing and delivering projects, and we include examples in this proposal of key learnings 
that have contributed to our proposed design for the example projects (for example low levels of public awareness 
in relation to Geological Disposal Facilities and Renewable Heat). We can also draw upon experience from a range 
of other relevant research. This includes research conducted as part of Ofgem’s Retail Market Review, which 
included a consumer segmentation we plan to draw on when recruiting for one of the example projects. 

 Future-proofing: Working together with Lightspeed, we are committed to future-proofing surveys. By being ahead 
of the curve in survey design, and particularly through optimising surveys for mobile research, we are able to keep 
respondents interested in participating in our research, thus increasing their propensity to complete surveys and 
remain on the panel for a long period of time. We are able to draw upon the wider expertise within our Kantar group 
to aid this process, and in particular the Lightspeed QuestionArts team led by Jon Puleston.  

 Building engagement: We propose to work closely with the DECC team to build engagement and demand for the 
consumer panel. We would discuss the nature of activities that could be undertaken on commissioning but this may 
include synthesis stakeholder presentations and e-bulletins, to inform stakeholders of panel activities and flag 
potential benefits. This engagement work would be offered to DECC on a pro-bono basis. 
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3. Management, delivery and capacity 

3.1   Delivery plan 
We confirm that we can meet the required timings. This covers: 
 
 Ensuring the panel is operational with initial profiling completed by mid-late October 2015 
 Readiness to conduct the first project by late October/early November 2015 
 Ability to conduct up to three projects per month 
 Delivery of findings from all projects within one to three months of inception 
 
We include a timetable below to cover the initial inception, panel set-up and profiling stages (Table 3.1). Indicative 
timetables for the three example projects outlined in the ITT are also included (Tables 3.2, 3.3 and 3.4)1. Our proposed 

approaches to undertaking these projects are included in Chapter 6. 

Table 3.1: Timetable for inception, panel set-up and profiling stage 

Activity Responsibility Timing 

Contract inception  meeting DECC, TNS BMRB 30th September 2015 

Contract award DECC 2nd October 

Two-page project plan submitted TNS BMRB w/c 5th October 

Approach agreed for developing community (sub-panel) of 
consumers from Lightspeed GMI panel 

TNS BMRB, DECC w/c 5th October 

Quality assurance plan delivered to DECC TNS BMRB w/c 5th October 

Questionnaire agreed for initial profiling survey TNS BMRB, DECC 9th October 

First weekly update sent to DECC’s project manager2 TNS BMRB 9th October 

First weekly catch-up by telephone between TNS BMRB’s and 
DECC’s project managers3 

TNS BMRB, DECC w/c 12th October 

Questionnaire scripted TNS BMRB 12th – 14th October 

Initial profiling survey – data collection TNS BMRB w/c 12th and w/c 19th 
October 

Summary report on panel set-up and profiling submitted to DECC4 TNS BMRB w/c 26th October 

 
Table 3.2: Proposed timetable for example project 1 (joint project between Community Energy and the Office 
of Nuclear Development) 

Activity Responsibility Timing 

Request for project received from DECC DECC 2nd November 2015 

Project delivery plan and costs submitted by TNS BMRB TNS BMRB 6th November 

Delivery plan and costs reviewed and signed off by DECC DECC, TNS BMRB w/c 9th November 

Recruitment for co-creation workshops TNS BMRB w/c 16th November 

Development of materials and topic guides for co-creation 
workshops 

TNS BMRB w/c 16th November 

Materials and topic guides signed off by DECC DECC 20th November 

Co-creation workshops (x3) TNS BMRB w/c 23rd and 30th 
November 

Analysis TNS BMRB w/c 7th December 

Bespoke interim report and slide deck delivered to DECC TNS BMRB w/c 14th December 

Presentation of findings to DECC policy teams (if required) TNS BMRB Early January 2016 

                                                
1 For illustrative purposes we have assumed that these projects will commence in November 2015, January 2016 and March 2016 respectively. We have 
allowed a period of 2-3 months for each project; however, this can be adapted based on DECC’s requirements and deadlines. 
2 To be sent on a weekly basis thereafter. 
3 To be held weekly during the initial two months and fortnightly thereafter. 
4 This will include confirmation of the number of consumers to complete the profiling questionnaire (i.e. the sub-panel) and headline results for key profile 
questions. 
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Table 3.3: Proposed timetable for example project 2 (heat and home energy efficiency) 

Activity Responsibility Timing 

Request for project receive from DECC DECC 11th January 2016 

Project delivery plan and costs submitted by TNS BMRB TNS BMRB 15th January 

Delivery plan and costs reviewed and signed off by DECC DECC, TNS BMRB w/c 18th January 

Recruitment for focus groups TNS BMRB w/c 25th January 

Development of materials and topic guides for depth interviews and 
groups 

TNS BMRB w/c 25th January 

Materials and topic guides signed off by DECC DECC 29th January 

Focus groups (x3) TNS BMRB w/c 1st February 

Call with DECC project manager to discuss initial findings from 
groups 

TNS BMRB, DECC 5th February 

Call / meeting with DECC to discuss findings from depth interviews 
and focus groups and agree development of online survey 

TNS BMRB, DECC w/c 15th February 

Online survey among 1,000 panellists to measure different attitudes 
and barriers to take up based on key issues identified by qualitative 
work 

TNS BMRB w/c 22nd, w/c 29th 
February 

Data from online survey sent to DECC TNS BMRB w/c 7th March 

Optional telephone depth interviews (if commissioned) TNS BMRB w/c 14th March 

Bespoke interim report and slide deck delivered to DECC TNS BMRB w/c 21st March 

Presentation of findings to DECC policy teams (if required) TNS BMRB w/c 28th March 

 
Table 3.4: Proposed timetable for example project 3 (energy market regulation) 

Activity Responsibility Timing 

Request for project receive from DECC DECC 7th March 2016 

Project delivery plan and costs submitted by TNS BMRB TNS BMRB 11th March 

Delivery plan and costs reviewed and signed off by DECC DECC, TNS BMRB w/c 14th March 

Recruitment for online qualitative forum TNS BMRB w/c 21st, w/c 28th March 

Online qualitative research TNS BMRB w/c 4th, w/c 11th April 

Videos produced for vox pops TNS BMRB w/c 18th April 

Call / meeting with DECC to discuss key findings TNS BMRB w/c 18th April 

Bespoke interim report and slide deck delivered to DECC 
(+ vox pop videos) 

TNS BMRB w/c 25th April 

Presentation of findings to DECC policy teams (if required) TNS BMRB w/c 2nd May 

 
3.2   Approach to managing the contract  
The success of the consumer panel will depend on dedicated input from experienced researchers and regular 
communication between all parties involved. At TNS BMRB we take very seriously the issue of client liaison and work 
hard to ensure that we earn our clients’ trust and respect, as a pre-requisite to developing and maintaining close 
working relationships. Accreditation to recognised industry standards verifies that we meet the set standards for quality 
assurance, project management, data collection, preparation and processing. We will work closely with DECC to 
provide the responsive and flexible service that will be required for a contract of this nature, including through the 

following measures: 

 We will provide one named point of contact (Adam Green, TNS BMRB’s project manager) through whom all 
enquiries can be filtered. 

 The contract will be overseen by Tim Hanson (Project Director), who also leads our work on DECC’s Public 
Attitudes Tracker.  

 We will have ongoing contact with a specific account manager working for Lightspeed GMI, who also leads on our 
work for the Food Standards Agency Panel (Niki Cameron). 
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 We will attend an inception meeting with DECC at the outset of the project to agree roles and responsibilities, the 
approach to panel set-up and profiling and working arrangements for future projects. 

 We will draw up a detailed inception timetable for sign-off by the DECC project manager during the inception period 
(based on the timetable included in this chapter). 

 We will also provide DECC with a detailed risk register during the inception period, based on the version included 
in our proposal (see Appendix B). 

 Our Project Manager will send detailed updates to DECC’s project manager on a weekly basis over the course of 
the contract. 

 We will hold regular catch-up calls with DECC’s project manager – weekly during the first two months of the 
contract and fortnightly thereafter. These calls will be led by our Project Manager, with other staff included as and 
when required.  

 On a monthly basis we will provide written updates summarising work completed, upcoming tasks and milestones, 
and risks/contingencies.  

 We will deliver a project plan for the inception stage (covering panel set-up and initial profiling) during the first week 
of the contract. 

 For any projects proposed by DECC we will submit a delivery plan within one week. This will include our proposed 
approaches and details of which members of our team will be responsible for delivering the projects. All research 

tools and sampling methodologies will also be sent to DECC for review and sign-off. 
 We will hold regular internal catch-up meetings both between members of our research team and with colleagues 

in operations and support teams (including Lightspeed panel management, scripting, data processing and 
recruitment). This will ensure that all staff are aware of upcoming activities and their role in delivering the work.  

 As outlined in section 3.3 we will establish a large team of researchers to offer the resource, expertise and flexibility 
required to ensure successful delivery of projects. 

Beyond formal levels of communication, we believe regular informal communication is vital to any project and 
anticipate ongoing communication taking place by phone and email as and when required.  

 
3.3   Resource arrangements 
To successfully deliver this contract we will need to have the required capability and resource to flexibly respond to a 
potentially varied set of research requirements. At times the workload may be quite intensive – with up to three 
projects to be delivered during any one month period – meaning a large team is required in order to deliver to 
requirements. We will put in place the following measures to ensure effective resourcing: 

 We have put in place a large team (15 researchers) to ensure all requirements can be met. Details of the 
researchers who would work on projects are included in Chapter 4. 

 Outside of our proposed team for this research, we can draw on resource from across TNS BMRB as and when 
required (47 quantitative researchers and 25 qualitative and communications researchers). 

 Our team includes researchers from a variety of levels, from Director to Research Executive, meaning we can 
ensure all projects are resourced by the appropriate levels. 

 We have included researchers with a range of experience and research specialisms, against the proposed 
methods included in the ITT (in Chapter 4 we note which members of our team have specific experience against 
each method). This will help ensure that we can supply the most appropriate resource (in terms of knowledge and 
expertise) for each project. 

 All projects will include a Project Director, a Project Manager and a Project Executive. We will specify the 

researchers who will work on each project, and the time commitment required, as part of the delivery plans 
provided to DECC.  

In our price schedule we set out the number of days that will be required for each research grade for the initiation and 
inception phase and for each of the three example projects. We are happy to provide breakdowns for further options if 
required. 
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3.4   Budget control 
The ITT states that individual research activities should be priced at a maximum cost of £20,000. Our price schedule 
includes a cost for the three example projects and for each of the other methodologies required. These prices should 
provide you with a reasonable guide of the cost for running projects using the range of methodologies that may be 
required. The precise cost for each project will be dependent upon the exact requirements – for example, the amount 
of development work required, whether offline recruitment is needed and the level of analysis required. Following 
receipt of each enquiry from DECC we will submit a delivery plan along with a cost for undertaking the project. If, 
following a review of your requirements, we feel that a project cannot be delivered for £20,000 we will flag this at an 

early stage and set out alternative approaches that would allow you to meet your objectives within the budget. 

3.5   Quality assurance 
TNS BMRB demonstrates commitment to quality and information security by defining, promoting and supporting 
processes that are designed to continually improve performance and increase efficiency, satisfy our clients, and 

ensure that the required information security controls are in place. 

We confirm that any activities undertaken by TNS BMRB will comply with the DECC Code of Practice for Research 
and (if applicable) the Code of Practice for Official Statistics. We place great importance on quality assurance and will 

put in place the following measures to ensure delivery to the highest possible standard: 

 We have conducted a full risk assessment to ensure all parties will be aware of upcoming risks and mitigating 
actions (see Chapter 5 and Appendix B). 

 We will provide DECC’s project manager will regular updates on progress throughout the contract/projects and 
upcoming tasks (with flags showing where DECC input is needed) to ensure key timings are met. 

 We will conduct extensive checks on survey instruments and materials prior to sign-off. 
 We have a range of measures in place to ensure the quality of our Lightspeed GMI panel. This includes using a 

wide range of recruitment sources, comprehensive verification processes during recruitment and measures to 
detect fraudulent respondents during registration. Information on these processes is included in Appendix C.  

 All outputs delivered to DECC will be reviewed and signed-off by a senior member of our quantitative or qualitative 
research team (as appropriate) prior to delivery. 

 Other members of the TNS BMRB team – not specifically working on projects – will be available to review and sign-
off deliverables when required. 

 We will ensure that all outputs are provided to DECC in a format that is non-disclosive. 
 We will ensure that all appropriate regulations are adhered to regarding safe storage and transfer, compliant with 

DECC’s requirements for the processing of restricted data. 
 
Much of our survey work involves the validation and management of personal level data from large-scale surveys. We 
take the issues of data protection and information security very seriously and have excellent security controls that 
integrate our data and network security policies and procedures with the security requirements of our clients. TNS 
BMRB is compliant with ISO 27001 – the international standard for data security and the UK Data Protection Act 1998. 
We abide by professional codes of conduct established by the Market Research Society and Social Research 

Association, to ensure that all data is kept strictly confidential. 

Full details of our quality control procedures (including the standards we adhere to) are included in Appendix G, with 

further detail on quality and information security in Appendix F. 
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4. Skills and expertise 

In this section we provide examples of TNS BMRB’s relevant experience, outline our expertise against the range of 
methodologies that may be required, provide background to the Lightspeed GMI panel and present an overview of our 
proposed research team. 

4.1 Relevant experience 
We present a selection of examples of our relevant experience below. This includes examples of studies where we 
have conducted research using a consumer panel and further examples where we have conducted work for DECC or 
other energy related research. We have limited the number of examples due to the page limit on proposals – however, 

we are happy to provide further details of our experience if required. 

4.1.1   Research using consumer panels and call-off contracts 
Food Standards Agency Consumer Panel (2015 – present)  
In 2015 the Food Standards Agency (FSA) commissioned TNS BMRB to operate an online panel of members of the 
general public living in the UK. The panel is made up of a subset of the Lightspeed GMI panel which is profiled with 
the FSA consumer segmentation. The panel allows fast turnaround research to be conducted with representative 
samples of the British population. Demographic information which is held on panellists means that specific projects 
can be targeted at particular individuals (e.g. defined by age or region). So far the panel has been used to research 
attitudes towards the risk from rare burgers and to research attitudes towards chemicals in food. To date projects have 
included quantitative surveys on the Lightspeed panel and a range of qualitative research. Findings from quantitative 

and qualitative research have been combined for reporting purposes.  

HMRC call off contract (2013 – present) 
TNS BMRB has a call off contract with HMRC to conduct quick turnaround, small-medium scale quantitative research 
projects to provide feedback on pressing questions and business issues help inform business and policy decisions 
across HMRC. It will provide early feedback on ideas to inform policy, examine views and test reaction to 
communications and messaging or changes in relation to projects and programmes. The studies undertaken cover 
businesses and consumers and use a range of techniques dependent on the requirements of the study, but mainly 

involves use of omnibus surveys (face-to-face, telephone or online) and online panel surveys.  

Royal Mail Consumer Panel (1985 – present) 
TNS BMRB has run a Consumer Panel for Royal Mail since 1985, measuring all consumer activity in relation to the 
postal service, including mail received and sent, plus stamps bought and held. A panel of 1,500 households record 
this activity every day of the year in a diary format, which is sent out monthly. The information collected from the 
diaries is used to estimate consumer mail volumes for the United Kingdom and forms one of the key information 
sources for the business.  

Ofsted Parents Panel (2009-13) 
In 2009, TNS BMRB set up an online panel of over 1,600 parents for COI on behalf of Ofsted. The panel consisted of 
parents of children in maintained schools and parents using registered childcare. The main aim of the panel was to try 
to increase the amount of parental participation in Ofsted’s formal consultations through a better understanding of 
panel members’ attitudes towards consultations. Panel members were recruited using Demographic Database (an 
internal TNS database) and took part in an online mini-poll about children’s centres and a survey about Ofsted’s 
complaints process. Following these panel members were regularly invited to take part in online surveys. 

DCSF Parents’ Panel (2008-10) 
In 2008, TNS BMRB was commissioned to carry out the DCSF prestigious Parents’ Panel research. The research 
comprised two key elements. Firstly, TNS BMRB was responsible for recruiting and maintaining a deliberative panel of 
parents. Parents met quarterly over the course of the two year contract. Building on the government’s Children’s Plan, 
the Panel provided a voice for parents and a mechanism for the DCSF to gauge opinion on a range of issues that 
affect parents. Secondly, TNS BMRB ran an annual opinion survey of over 2,000 parents including questions across a 
range of indicators primarily concerned with parental confidence and engagement. Interviewing was conducted using 
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face-to-face random probability sampling methods. This was supported by a monthly omnibus survey of parents, 

which aimed to respond to ministerial needs and policy requirements.   

4.1.2   Research for DECC / other energy related research 
DECC Public Attitudes Tracker (2012-present)  
DECC commissioned TNS BMRB to conduct this high level tracker of public attitudes. The tracker measures 
awareness, attitudes and behaviour in relation to a wide range of areas related to energy and climate change, 
including energy efficiency in the home, attitudes to renewable and nuclear energy, future energy security and energy 
bills and switching behaviour. Over 2,000 face-to-face interviews are conducted each quarter on the TNS omnibus. 
Issues likely to be subject to seasonal variation are tracked on a quarterly basis with other areas included annually. 
Analysis is conducted quarterly and includes top-level trend analysis, sub-group analysis and a range of multivariate 
techniques, including segmentation (resulting in the development of an engagement index) and CHAID. Regular 
reports and presentations are delivered to DECC, alongside a range of other outputs including infographics produced 

on an annual basis. 

DECC Public engagement with shale gas and oil (2014) 
TNS BMRB carried out public dialogue to explore views on how to engage the public on shale gas and oil and coal 

bed methane, conducted on behalf of DECC and Sciencewise. Three dialogues were held – in Winchester, 
Northampton and Liverpool – to allow a diverse mix of participants to: learn from written information and experts; listen 
to each other, share and develop their views; reach carefully considered conclusions; and communicate those 
conclusions directly to inform Government’s decision making. The first day looked at the background to shale gas and 
oil development and the second day was spent working creatively with participants to design public engagement 
approaches. The dialogue was designed to inform the Office of Unconventional Gas and Oil’s (OUGO) public 
engagement policy, inform industry’s development of a community benefits package and help stakeholders (from 

government and industry) to develop appropriate plans for local engagement. 

DECC Winter Fuel Payments Research (2013) 
TNS BMRB conducted research for DECC to explore consumer response to the potential use of winter fuel payments 
to invest in energy efficiency home improvements. This followed previous research which showed that older people 
were less likely to be interested in the concept of the Green Deal due to a range of factors, including a feeling that they 
already had sufficient energy efficiency measures in place, not feeling it was worth the effort at their stage of life and 
aversion to the idea of loans or credit. DECC commissioned TNS BMRB to conduct quantitative and qualitative 
research to assess how attractive 'investing' a winter fuel payment would be in encouraging older people to make their 
homes more energy efficient. The research consisted of a face-to-face omnibus survey of 1,092 owner-occupiers aged 
61 or over in Great Britain and three qualitative discussion groups. All research was conducted between 15th and 26th 
February 2013. TNS BMRB produced a report drawing on all stages of the project, which is published online: 
https://www.gov.uk/government/publications/exploring-consumer-responses-to-using-winter-fuel-payments-to-invest-

in-energy-efficiency 

OFGEM Retail Market Review (2014-present) 
Ofgem commissioned TNS BMRB to conduct the baseline survey against which to assess the impact of its reforms to 
the energy market following completion of its Retail Market Review. A total 6,000 interviewers were conducted with 
energy consumers on the TNS face-to-face omnibus in March and April 2014. The questionnaire covered a number of 
issues, including awareness of choice, engagement in the energy market, trust in energy suppliers and questions 
around switching behaviour. The results have been used to develop an ‘index of engagement’ that forms the basis of 
consumer segmentation. The results show that whilst a small proportion of consumers are highly engaged in the 
energy market, the majority have a low awareness and understanding of the tariff they are on and are not engaging 
with communications in detail. Ofgem has commissioned TNS BMRB to conduct the next wave of the survey in 2015, 

to assess the extent to which these attitudes and behaviours change as the RMR reforms take effect. 

Travel behaviours and climate change segmentation (2009-11) 
TNS BMRB conducted a major study for the Department for Transport looking at travel behaviours and climate 
change. It included a segmentation of the population based on attitudes towards climate change and transport 
behaviour. The main survey comprised 2,500 probability interviews with a representative sample of adults in 
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England. The project started with a substantial development phase, comprising workshops, cognitive interviewing and 
piloting, and following on from the survey there was a major segmentation and validation process. Qualitative research 
was used to provide further understanding of the segments, including motivations and barriers towards a variety of 
sustainable travel behaviours. 14 focus groups were conducted with 7 of the 9 segments identified.  The research has 
been used to inform policies to nudge these segments into changing their travel behaviour. The report is published 
here: https://www.gov.uk/government/publications/climate-change-and-transport-choices-segmentation-study-final-
report   

Scottish Government, Greener Scotland (2011)  
From 2011, all Greener Scotland communications came under one collaborative strategy, to encourage the Scottish 
population to do more across the range of behaviours impacting on climate change. TNS BMRB was commissioned by 
Scottish Government to assess the extent to which the Scottish population is buying into the bigger picture and 
engaging with individual campaign messages. We have used our face-to-face in-home CAPI omnibus as the primary 
vehicle for data collection, along with more targeted approaches. The mapping of the Scottish Government’s Greener 
segmentation onto survey findings has extended the use of survey data to better target and develop more tailored 

communications and activities to influence behaviours of key sub-groups. 

Defra - Survey of Public Attitudes and Behaviours towards the Environment (2007-8) 
This survey comprised 3,600 50 minute face-to-face, in home interviews in England using a random location sample 
design. The questionnaire covered behaviour in the areas of travel; energy efficiency in the home; water efficiency; re-
use, waste reduction and recycling; and eco-friendly purchasing; and attitudes and knowledge in relation to 
environmental issues generally and climate change. A segmentation produced seven segments based on attitudes in 
relation to the environment. By defining the different motivations and barriers to pro-environmental behaviour, the 
model is helping policy makers understand how to support different groups of people to take action. TNS BMRB 

conducted a repeat wave of the survey in 2008. 

4.2   Expertise in relation to required methodologies 
Our team includes quantitative and qualitative methods experts working across complex service and policy 
evaluations; behaviour change and behavioural insight; communications development, tracking and evaluation; 
leading national statistics surveys and longitudinal studies; experimental and visual methods; tracking studies of 
evolving social and political attitudes; and experimental and emerging methods. 

We utilise a wide range of qualitative research methods which allow researchers to embed themselves in the lives of 
respondents, using a set of projective and enabling techniques to help people surface views and experiences that they 
may find difficult to articulate, thereby producing valid, insightful data that can have direct impact on policy or practice. 
In addition to conventional research techniques, such as depth interviews, group discussions and workshops, we offer 
a wide range of specific approaches that can provide insight into energy issues, including: participatory and co-
creation approaches, deliberative methods, communications research, form or product testing, observational research 
(including ethnography), behavioural research (including behavioural mapping where we look at the influencing factors 
on customer behaviour through journey mapping and cognitive interviewing), digital and online research, and policy 

and practice evaluations. 

We also offer substantial expertise in a range of quantitative methodologies. This includes online panel research, 
online omnibus and ad hoc online research; face-to-face interviewing using random probability and quota-based 
(including omnibus) methodologies; business and consumer telephone surveys and self-completion postal surveys. 

Our qualitative and quantitative teams also regularly work closely together on mixed methods evaluations and other 
research projects.  

We confirm we have the in-house expertise to deliver on all methodologies that DECC are liable to commission under 
this contract. In Table 4.1 we set out all of the methodologies you note as being potentially required in the ITT, and 
include details of our recent relevant experience and the circumstances in which each method may be appropriate to 
use.  
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Table 4.1: Overview of research activities and TNS BMRB’s experience 

Research activity Examples of experience Circumstances to use 

Online surveys TNS BMRB provides a wide range of online research – both in the form of bespoke or 
tracking surveys for our government and third-sector clients as well as via our independent 
Political and Social Attitudes research, conducted to inform public debate. Our experience 
includes a range of surveys conducted on the Lightspeed Panel, online omnibus research 
and other ad hoc projects using random probability or client supplied samples. Recent 
online surveys we have conducted include: 
 Public Engagement Research for the Wellcome Trust (2015): A large online survey 

involving 50 Higher Education Institutions, with around 2,500 interviews achieved with 
researchers and public engagement enablers 

 Understanding Society Innovation Panel (2014-15): We have conducted Understanding 
Society for the Institute of Social and Economic Research (ISER) at the University of 
Essex since the start of 2014. This includes the Innovation Panel, which employs a 
complex experimental mixed-mode design (online and face-to-face) 

 Go Ultra Low for DfT: We were commissioned to evaluate this campaign, aimed at 
making prospective car buyers consider Ultra Low Emission Vehicles for their next car 
purchase. We ran a pre-wave and two post-wave surveys in 2014 and 2015 on the 
Lightspeed GMI panel. This applied DfT’s existing segmentation and offered in depth 
analysis among a range of sub-groups 

Online surveys would be appropriate to use in the 
following cases: 
 To provide additional profiling information on 

panellists to inform recruitment for other projects 
 To provide indicative population measurement on 

key issues of concern – for example, levels who 
have installed various energy saving measures in 
their homes 

 To provide a top-level measure of consumer 
attitudes to policy initiatives or communications 
campaigns  

 To investigate issues identified in the qualitative 
research quantitatively – e.g. the proportion of 
consumers who identify with barriers to installing 
energy efficiency measures that have been 
suggested as issues for the qualitative research 

 To provide rapid insight on an emerging or topical 
policy area 
 

Depth interviews The vast majority of our projects involve depth interviews. The number and form vary by 
project but range from 5-6 (as part of a mixed method project) to over 200. Where possible 
we undertake these face-to-face but often use tele-depths to maximise cost efficiencies and 
geographical coverage. Some examples include: 
 Eighteen telephone interviews with SME customers to explore their experiences of 

dealing with HMRC. Participants varied in the size of business, industry and customer 
satisfaction ratings. Research was undertaken within a period of four weeks.  

 DECC commissioned depth interviews with 19 public sector services that had a private 
sector equivalent and four local authorities, as well as 15 private sector businesses to 
explore how public sector organisations in England have used the Display Energy 
Certificate to increase their knowledge about energy management and change their 
energy consumption. 
 

 To explore individual journeys in detail (i.e. 
customer journey mapping) 

 To engage with niche or geographically disperse 
audiences  

 To explore particularly sensitive subject matter 
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Research activity Examples of experience Circumstances to use 

Focus groups As with interviews, group discussions are one of the core methods used in many of our 
research projects. These can vary from mini-groups to larger scale deliberative sessions 
involving several researchers and up to 30 participants. 
 DECC commissioned proposition testing around packages of incentives to increase 

uptake of the Green Deal. The research consisted of eight group discussions with 46 
recent home buyers across four locations. 

 Public dialogue focus groups to explore participants’ views on how to engage the 
public on shale gas and oil and coal bed methane, conducted on behalf of DECC and 
Sciencewise. Similar public dialogue sessions (which often involve reconvening 
participants) have been held on issues including health inequalities, nanotechnology, 
food futures, GM and health services. 

 Research for DfT into public attitudes and understanding of information relating to 
personal carbon emissions which involved 20 face-to-face interviews with people who 
have used carbon calculators followed by 15 reconvened group discussions with 
‘non-users’ – people who have never used a carbon calculator.  

 To generate ideas. The dynamics of working in a 
group together and exchanging views and thoughts 
on the research issues encourages participants to 
think creatively and generate solutions 

 To explore the issues from different perspectives.  
The discussion format enables participants to 
challenge the views of others and question the 
basis of their own views, leading to more 
penetrating and insightful responses 

 To reach underneath superficial responses and 
penetrate people’s` unconscious attitudes and 
beliefs   

 To test out corporate materials, generate ideas and 
help to develop new materials 

 Finally, the focus group format is an economical 
way of collecting information from a broad range of 
individuals 
 

Co-creation 
workshops 

Our team has conducted research to inform the development of a number of public-service 
brands and campaigns – for example, BIS’ GREAT Business campaign, PHE’s Change 4 
Life, National College for Teaching and Leaderships’ Get into Teaching campaign, and the 
Home Office’s prevention of teen relationship abuse. Each of these examples involved co-
creation workshops with members of the public and/or businesses to develop and refine 
creative materials including propositions and creative executions. 

 To generate ideas and to move from idea creation 
into execution. The dynamics of working in a group 
together and exchanging views and thoughts on 
the research issues encourages participants to 
think creatively about issues and to respond to 
‘briefs’ (e.g. “imagine you are the advertising 
agency charged with developing a campaign for 
X”). 
 

User testing 
(including digital 
user testing) 

We offer a range of methodologies to provide a flexible and fit-for-purpose research offering 
for user testing and other government needs around digital services. This includes in-situ 
depths, remote testing, usability lab sessions, collaborative workshops and online research. 
We have access to an extensive suite of innovative user testing tools via our TNS and 
Kantar partners – from simple solutions to screen monitoring software for remote viewing 
sessions, to more cutting-edge user engagement measures such as EEG and eye tracking.  

 To test website wireframes, alpha and beta versions 
of software, apps or websites to ensure the product 
has few faults or bugs 
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Research activity Examples of experience Circumstances to use 

Our experience includes in-situ live usability testing of the Simplified Expenses Tool for 
HMRC; sense-testing of HMRC’s Intelligent Telephony Automation system (using the 
Wizard of Oz techniques which enables unimplemented technology to be evaluated by 
using a human to simulate the response of a system); and usability testing for Acas’ Online 
Helpline and the Eatwell Everyday site for the Scottish Government. 
 

Online community 
forums (etc) 

We have a wealth of experience conducting online social communities including:  
 A project for the Food Standards Agency on the Food Hygiene Rating Scheme, 

exploring how best to display and explain detailed information about it on the FSA 
website. Following exploratory focus groups to develop various design options for 
displaying the information we tested these with 35 participants via an online 
community  

 Research for BIS to understand the key messages and experiences prospective 
adult learners needed to be exposed to in order to minimise the impact of the 
changes to Further Education Loans. Using an online forum we tested letters and 
information packs 

 A three-wave forum for local authority environmental health professionals, 
examining their responses to a review of the delivery of food safety controls for the 
Food Standards Agency 

 A forum engaging the Environment Agency’s flood risk management partners 
including Highways Agencies, utility companies and county and district councils, on 
their views of partnership working and the EA’s strategic role in flood risk 
management 

 To reach a geographically spread universe 
 To explore particularly sensitive subject matter 

 To speak to those who can’t leave their homes or 
professionals who are tied to their desks – it’s 
flexible 

 To provide a fast turn-around option for fieldwork 
and analysis - we can easily segment the 
participants and sort the data 

 To provide an easy way to pre- or re-engage (pre-
tasks, to validate findings, longitudinal engagement) 

 To provide more data – a 2 hour focus group gives 
you 2 hours total data from 6 respondents – a 
community gives you 2 hours from each respondent 
= 12 hours of input 

 To augment face-to-face as part of iterative 
research design; respondents can reflect on their 
‘real data’ to have in-depth reflective discussion 
 

Video diaries or 
blogs 

 Research for Macmillan exploring the barriers and motivators to physical activity 
amongst people living with and beyond cancer. Following 20 interviews with people 
living with and beyond cancer participants kept a diary via a smart phone app to monitor 
their physical activity through video blogs and then took part in a one week online 
community to further understand barriers and motivations. 

 Deliberative groups with general consumers for the OFT were used to understand the 
behaviours that lead to detriment in homes. These were followed by the use of video 
diaries to explore consumers home improvement projects. 
 

 To collect in-situ and in the moment evidence, 
generating insights around real behaviours 

 To augment face-to-face as part of iterative 
research design; respondents can reflect on their 
‘real data’ to have in-depth reflective discussion  

 To develop visual evidence that can be used to 
bring research outputs to life 
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4.3   Overview of Lightspeed GMI 
Our proposed DECC consumer panel will be provided via Lightspeed GMI. Lightspeed GMI is part of the Kantar 
Group, which also includes TNS. Lightspeed GMI is one of the largest online sample providers in the world. 
Lightspeed was launched in the United States in 1999 and became one of the first online research companies to 
establish panels across Europe. In 2011, Lightspeed acquired GMI, one of the world’s leading online survey and 
sample providers. Today, Lightspeed GMI’s proprietary panels across 40 countries are some of the largest and most 
highly profiled research panels across the world. In 2012, a total of 27.5 million surveys were conducted, which 
included a mix of both tracker and online studies. 

The Lightspeed GMI UK panel consists of around 150,000 ‘active’ panellists. This covers those who have provided 
profiling data and have completed surveys recently. In the last 12 months a total of 4.3 million interviews have been 
conducted with panellists in the UK. A range of different surveys are included, from simple ad hoc surveys, to trackers 
and completion of online diaries. Panellists are invited to complete a survey at least once a week. This ensures a high 

level of engagement and increases the likelihood of panellists remaining on the panel over a sustained period. 

The Lightspeed GMI panel is used solely for market research purposes, with no exposure to marketing messages. 
Panellists are required to agree to a privacy policy during registration, which includes local privacy standards, rights 
and information on data usage. This information, which builds trust with panellists, is always available through the 
panellist websites5. Lightspeed GMI also complies with the research industry standards from a wide range of 
organisations, including the Market Research Society (MRS) Code of Conduct6. Lightspeed GMI is a sister company 
of TNS, with both companies forming part of the Kantar Group.    

4.4   Overview of the TNS BMRB team 
We offer a large and experienced team to undertake projects commissioned as part of this contract. This will ensure 
both that we have extensive resource to draw on at all times and that we offer substantial expertise in relation to policy 
areas and research methodologies. 

The team will be led by Tim Hanson (Senior Associate Director). Tim has 11 years’ experience in social research, 
has managed DECC’s Public Attitudes Tracker since its inception in 2012, and offers extensive experience in online 
research. Tim will oversee all stages of the contract, including management of budgets, provide advice on methods 
and have input into the initial inception period and projects commissioned throughout the contract. Adam Green 
(Research Manager) will be our project manager and will be DECC’s main point of contact throughout the course of 
the contract. Adam also works on DECC’s Public Attitudes Tracker and has managed a wide range of research 
projects, included several conducted online, and has previous experience of working with the Lightspeed GMI panel. 
All enquiries from DECC’s project manager will be sent to Adam in the first instance and he will then liaise with the 
appropriate team members on an ongoing basis. Adam will also be heavily involved in both the panel inception stage 
and any subsequent quantitative surveys.  

Our team includes a number of other quantitative researchers, at a variety of levels, to ensure all of your requirements 
can be met. The includes Dr Sarah Cheesbrough (Head of Policy), who has managed our work for Ofgem as part of 
its Energy Market Review, Catherine O’Driscoll (Senior Research Executive), who manages the Food Standards 
Agency (FSA) consumer panel, and Gemma Cass (Research Manager), a communications research expert.   

We also offer a substantial number of qualitative researchers, to reflect the likely high proportion of projects that will 
involve qualitative methods. Emily Fu (Associate Director) will act as our lead internal liaison point for any enquiries 

that require qualitative methods, a role she currently fulfils for the FSA panel research. Emily has worked with DECC 
previously on a project looking at public engagement with shale gas and oil and offers substantial experience of a 
range of qualitative methods, including online communities and mobile research. Our wider qualitative team, who we 
will draw from to deliver relevant projects, includes Ben Toombs (Head of Qualitative and Communications 
Research), Caitlin Connors (Deputy Head of Qualitative and Communications Research) and Dan Clay (Senior 

Associate Director). 

                                                
5 The policy can be found at: http://www.lightspeedgmi.com/privacy-policy/  
6 Further background on the Lightspeed GMI panel, including approaches to recruitment, retention and refreshment and data held on panellists is provided in 
Appendix C. We provide specific information on how we would develop the DECC consumer panel from the wider Lightspeed panel in Chapter 6. 
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All projects will be assigned a team of researchers, based on the specialisms needed to undertake the work. The 
number and seniority of staff involved will depend on the scale and complexity of the project; however, we envisage 
that all projects will include a Project Director, a Project Manager and a Project Executive. The Project Director will 
attend client meetings, and be involved in all aspects of the research process from start to finish, including sign-off of 
all client deliverables and quality assurance throughout. The Project Manager will be responsible for day-to-day 
management of the project and act as DECC’s main point of contact. The Project Executive will be responsible for the 
day of day monitoring of project progress and supporting the Project Manager. The table below includes all members 
of our proposed team, whether they specialise in quantitative or qualitative research, their research grade and their 
proposed role for projects commissioned under this contract. Short CVs for each member of our team are included in 

Appendix A. 

Table 4.2: Overview of our research team 

Name Research area Grade Project role Research specialisms 

Tim Hanson Quantitative Senior Associate 
Director 

Project Director and 
Contract Lead 

 Online surveys 
 Research on energy and 

climate change 
 Questionnaire design and 

testing 

Adam Green Quantitative Research 
Manager 

Project Manager and 
lead contact 

 Online surveys 
 Panel-based research 
 Research on energy and 

climate change 

Dr Sarah 
Cheesbrough 

Quantitative Director Project Director  Large scale policy 
evaluations 

 Energy market regulation 

Gemma Cass Quantitative Associate Director Project manager  Communications research 
 Panel-based research 

Emma Coleman Quantitative Research 
Manager 

Project Manager  Online surveys 
 Management of fast 

turnaround research 

Catherine 
O’Driscoll 

Quantitative Senior Research 
Executive 

Project Executive  Online surveys 
 Panel-based research 

Deborah Willis Quantitative Research 
Executive 

Project Executive  Research on energy and 
climate change 

Ben Toombs Qualitative Director Project Director  Behaviour change 
 Co-creation 

Caitlin Connors Qualitative Director Project Director  Behaviour change 
 Communications testing 

Dan Clay Qualitative Senior Associate 
Director 

Project Director  Group discussions 
 Usability testing 

Emily Fu Qualitative Associate Director Project Manager  Online communities 
 Mobile research 
 Research on energy and 

climate change 

Amy Ohta Qualitative Research 
Manager 

Project Manager  Interviews 
 Group discussions 

Thomas 
Chisholm 

Qualitative Research 
Manager 

Project Manager  Interviews 
 Online and mobile 

Amy Busby Qualitative Senior Research 
Executive 

Project Executive  Interviews 
 Usability testing 

Marina Gkiza Qualitative Research 
Executive 

Project Executive  Interviews 
 Group discussions 
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5. Addressing challenges and risks 

In this chapter we discuss what we see as the main challenges and risks associated with the delivery of this contract. 
We start by outlining our approach to risk assessment and management. We then focus on three key challenges - 
delivering high quality insight, managing potential variability in demand and delivering fast turnaround research. A full 
risk register is included in Appendix B. 

5.1   Our approach to risk assessment and management 
To evaluate our ability to meet the objectives of this contract we have reviewed the challenges and risks and feel 
confident we have the capacity and expertise to deliver to the standards required by DECC. Our general approach to 
risk management is that: 

 Risks are identified in advance 
 Mitigating actions are built into project plans to minimise the likelihood they will occur 
 As far as possible, contingency plans are built into the programme of work 
 Risk factors are monitored throughout the project 
 The client is informed and involved in early discussions about the actions to be taken to minimise their impact 

 Solutions to risks are agreed with the client before being implemented 
 
We believe that all of these constitute good project management and are confident that our systems will enable us to 

manage the risks on this contract to a high standard. 

5.2   Delivering high quality insight 
The limitations of the consumer panel are acknowledged in the ITT. The goal of the panel is to allow access to a good 
cross-section of consumers and provide rapid, early insight; it is not to provide a fully representative sample or 
generate statistically robust results. Nevertheless, it should be acknowledged that one of the roles of the panel is to 
inform DECC policy making. As such, it is crucial that the research methods employed are of high quality to deliver 

reliable evidence. We are confident that we can meet these requirements for the following reasons: 

 We are using a long-established and high quality consumer panel (Lightspeed GMI). The many stringent quality 
processes associated with our Lightspeed panel make it a high quality vehicle for delivering quantitative survey 
data and for providing samples of consumers for further research. 

 The Lightspeed panel is sufficiently large to allow targeting and collection of data from a wide range of sub-groups 
that may be of interest to DECC’s internal and external stakeholders. 

 We offer substantial experience in our research team across a range of policy areas and research methods. This 
gives us the flexibility to use the most appropriate method for each research project and ensure it is managed by a 
team with specific and relevant experience. 

 We offer a bespoke questionnaire appraisal framework (QAF) which can be used to review new questions and 
ensure high quality measurement (see section 6.5.1 for further details). 

 Across TNS BMRB, we have a great deal of expertise in delivering insight from research across the range of 
methodologies that may be required. This includes high profile policy evaluations where we have combined 
traditional research methods (e.g. surveys, focus groups, depth interviews) with new and innovative methods (e.g. 
online communities, digital user testing) to deliver insight that is both engaging and reliable. 

 We offer a range of analysis and reporting options that can be tailored to meet both the requirements for each 

project and the timescales in place, to ensure that you receive the insight you need to support policy development. 
This includes engaging outputs that can be produced in collaboration with our Design team, including infographics, 
brochures and videos.  

 We offer stringent quality procedures to ensure all research materials and outputs have been thoroughly checked 
and signed-off by senior team members before delivery to DECC (see section 3.5 for further details).  
 

5.3   Delivering fast turnaround research 
While it will be important to deliver high quality insight, it should be acknowledged that a key objective of the panel is to 
deliver rapid results. Delivering to timescales required may not be straightforward; for some projects there may be a 
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need for multiple approaches and stages and for all elements to be delivered within a short timeframe (sometimes only 
one month). We will work closely with DECC to ensure key timescales are met, through the following processes: 

 Following receipt of an enquiry or request from DECC we will draw up a delivery plan within one week. This will 
cover a discussion of what is (and is not) possible within the required timescale and budget, our proposed 
approach to undertaking the research, a detailed timetable for each stage, a discussion of key risks and 
contingencies and costs. This document will be sufficiently detailed to allow you to make a quick decision on what 
to commission, allowing development work to proceed as quickly as possible. 

 The written delivery plan will be supported by discussion by telephone and email between DECC’s and TNS 
BMRB’s project manager to liaise further on requirements and options for the projects. Other members of the team 
can also be involved in this stage: for example, we can include members of our team with experience of relevant 
research methodologies or policy knowledge to liaise with both DECC’s project manager and other members of 
your team (including external stakeholders) as required. 

 Throughout projects we will liaise with members of DECC’s team on at least a weekly basis to provide regular 
updates on progress, flag any issues and agree upcoming actions. 

 For many projects there may be a need for a combination of quantitative and qualitative methods. We have a great 
deal of experience in conducting mixed-methods research and our teams work very closely alongside one another, 

in the same office space. This means that we can ensure quick transitions between different stages of projects and 
easily exchange learning and implications from each stage.  

 We have substantial experience in delivering fast turnaround research. Our team includes staff with experience of 
working on the Food Standard Agency (FSA) Consumer Panel – which adopts a very similar methodology to that 
proposed for the DECC panel – to ensure we can fully benefit from this experience. 

 
5.4   Managing potential variability in demand 
Since the consumer panel is a new undertaking for DECC (and an approach rarely used elsewhere) it will be difficult to 
predict levels of demand, particularly in the early stages of the contract. It is expected that the panel will be used at 
least monthly; however, on occasions there may be a need to run multiple projects in a single month, which presents a 
significant challenge to delivery. We have developed a team and approach with this risk in mind and will seek to 

effectively manage variability in demand through the following measures: 

 We offer a large and experienced team that will offer the ability to take on multiple projects concurrently and at 
short notice. While we have highlighted key staff we envisage would work on the projects in our proposal, we have 
access to around 70 staff across TNS BMRB who can be drawn upon as and when required. 

 For each project we propose to include a Project Director, Project Manager and Project Executive. The breadth and 
depth of our proposed team for this contract gives us access to multiple members of staff at each for each role, 
allowing us to build separate teams for projects taking place at the same time. 

 Within our research team we will hold regular catch-ups to plan resource, particularly during busy stages of the 
contract where careful planning will be required.  

 We also offer large and specialised support teams (including recruitment, design, scripting and data processing) 
who will work alongside the core research team in delivering each project. 

 We will liaise with DECC’s project manager on an ongoing basis throughout the project. This will ensure all parties 
are aware of likely upcoming requirements and that this can be built into resource planning. In addition, we propose 
to hold a separate call or meeting with DECC on a quarterly basis (to be held shortly after DECC’s quarterly Project 
Board meetings) to allow us to plan upcoming activity over the next few months. 

 We will maintain and update a risk register, with details of upcoming risks and countermeasures/contingencies. 
This will include measures to be taken during specific periods where levels of demand may be particularly high. 

 By having a single point of contact, we will be able to clearly anticipate all of the upcoming requirements and flag 
any potential issues with DECC at an early stage, allowing us to jointly consider priorities and contingencies. 

 We will support DECC in building panel engagement, to help ensure a good level of demand from stakeholders. 
This may include offering synthesis presentations to stakeholders or producing an e-bulletin for circulation around 
DECC and to external stakeholders with details of results to date and opportunities to use the panel. 

 
5.5   Conflicts of interest 
We confirm there are no conflicts no interest which would prevent us from delivering this contract effectively. 
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6. Proposed approach and rationale 

In this chapter we outline our proposed approach to implementing and maintaining the consumer panel. We also 
provide proposed methodologies for the three example projects presented in the ITT and our proposed approaches to 

analysis and reporting. 

6.1   Setting up a consumer panel 
The ITT notes that the successful contractor will need to develop or utilise an existing sample or ‘community’ of 
consumers who can be screened and targeted and are willing to be re-contacted for additional, bespoke insight 
projects. It is envisaged that the panel will make use of an existing online omnibus survey or access panel 
arrangement through which consumers can be profiled on key criteria.  

We agree that using an existing panel or survey is the most appropriate approach. One alternative may be to develop 
a custom, standalone, DECC consumer panel in which a panel of nationally representative respondents is developed 
and maintained for the sole purpose of DECC’s research. However, the cost of recruiting and developing such a panel 
will be prohibitively expensive and unfeasible within DECC’s budget of £20,000 for panel implementation. Aside from 
budget limitations, there are a number of other factors that would steer us away from recommending a bespoke 

custom panel: 

 Attrition is likely to be high (due to irregular use and a lack of an established management system), meaning 
ongoing panel replenishment is likely to be required. 

 Bespoke panels can introduce bias – for example, the sample may become biased towards people particularly 
interested in energy saving measures/technologies. 

 Bespoke panels, which will be smaller than access panels, offer limited flexibility for reaching sub-groups. 
 A longer fieldwork period will typically be required for a bespoke panel, making quick turnaround research difficult. 
 
As outlined elsewhere in our proposal, we propose to develop a sub-panel of consumers using the Lightspeed GMI 

consumer panel. This approach offers a number of benefits, including the following: 

 Significantly reduced recruitment and management costs, meaning the budget is spent on research rather than 
panel maintenance. 

 The ability to reach a large and varied sample of consumers; the Lightspeed GMI panel includes around 150,000 
active panellists and we would propose to invite all of these to complete the initial profiling survey. 

 Enhanced ability to reach distinct sub-groups of interest without dramatically increased costs. Sample 
specifications can be agreed with DECC and potential respondents invited to participate based on existing profile 
information or pre-screening. 

 Already having access to key information on panellists, including basic demographics. 
 The opportunity for DECC to develop a group of ‘informed users’ with whom to explore complex issues (for 

example relating to renewable heat initiatives). 
 The ability to provide longitudinal research, to allow views and behaviours to be tracked over time (by targeting the 

same respondents for multiple surveys). 
 The facility for basic DECC branding when communicating with members of the sub-panel. 
 
We feel that using an existing panel is preferable to developing a panel through an online omnibus survey. While TNS 

BMRB offers an online omnibus (also drawn from the Lightspeed panel), this would not provide access to as large or 
varied sample compared with the full Lightspeed GMI panel and would allow limited scope for conducting research 
among specific groups7. 

There are of course also risks and drawbacks associated with developing a sub-panel using the Lightspeed GMI 
consumer panel. These include a slightly longer fieldwork period than would be required for an omnibus survey, 
potential introduction of bias in panel composition, the possibility of survey fatigue and the risk of ‘professional 

                                                
7 While we don’t recommend using the online omnibus as a panel recruitment tool, we do have the option of running ad hoc online omnibus surveys. This may 
be a useful option if there is a need to embed a small set of questions within a larger questionnaire covering different topics. We can also offer the TNS UK 
face-to-face omnibus if there is a need to collect the views of offline groups. 
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panellists’ without careful monitoring. However, we believe these issues are significantly outweighed by the benefits of 
our proposed approach and most risks can be greatly minimised through the extensive panel management processes 

we have in place. 

6.2   Panel size and composition 
It will be important to develop as large a panel as possible, to allow access to all potential sub-groups of interest (for 
example, off-grid consumers). We propose to invite all c.150,000 active Lightspeed panellists to complete the initial 
profiling survey8. From this we would expect around 30,000 panellists to complete the profiling survey. These 30,000 
panellists would then form the sub-panel; substantial relevant information will be held about them (from the profiling 
survey, and data already held) and they can be used as a sample frame for follow-up or related research. We feel this 

approach offers a number of advantages: 

 Within the 30,000 panellists it should be possible to target sub-sample of respondents in all but the rarest sub-
groups, making research into issues that affect small sub-groups possible. 

 It allows flexibility on who is selected for each project. For example, there may be a requirement to exclude certain 
panellists from a project based on their participation in a previous project. Conversely, we may want to include the 
same panellists over multiple projects, to enable longitudinal analysis. Our proposed approach and sample size will 
support both approaches. 

 Including a large starting sample will reduce the need for replenishment over the course of the contract. 

Once the panel is established, for each project conducted a limited number of panellists will be invited to participate; 
this will vary depending on the scale and nature of the research. At the outset of each project we will draw up a sample 
specification and provide this to DECC for review and sign-off. The specification will outline the number and 

composition of panellists to sample in order to deliver the required achieved sample and profile. 

We know that certain groups on the panel are less likely to participate in research (e.g. young people), so if we were 
conducting research with one of these audiences we would need to invite a larger number of people than if we were 
surveying another group. Similarly, if we wanted to deliver a broadly representative sample we would need to over-

sample panellists in these groups due to their lower propensity to respond. 

If we wish to conduct a survey on a time critical issue and want to keep fieldwork to a minimum length, we will send 
out a higher number of invitations to ensure the timetable is met. In most cases, however, we try to keep the number 
of people invited to a survey to a minimum. We do this by using the known demographics of panellists to choose the 
sample. This enables us to target each survey to the right people and ensures that we invite different groups of 
respondents to complete surveys in the correct proportion (as a result of differential response rates). 

For a quantitative general population survey we would usually recommend an achieved sample of 1,000 respondents, 
as this provides robust findings at the overall level and allows for analysis by major sub-groups. Whilst we cannot, 
strictly speaking, consider statistical significance for a quota survey, a random sampled survey of this size would have 
a confidence interval for a whole sample estimate of around +/-3%. For an achieved sample of 1,000 respondents we 
will invite in the region of 5,000-10,000 consumers to participate; as mentioned previously, the exact number will 

depend on who we want to interview and how quickly we want fieldwork to be conducted.  

6.3   Profiling survey 
During the inception period we will invite all c. 150,000 Lightspeed GMI panellists to complete a short (up to 10 minute) 

profiling survey. This will allow consumers to be profiled on a range of key criteria covering demographics, information 
on property (e.g. property age, number of bedrooms) and attitudes (e.g. relating to energy sources, home energy 
measures). The profiling survey should also capture information that is likely to be required to support recruitment for 
future projects (e.g. involvement in community groups) to reduce the need for subsequent ad-hoc profiling. We can 
also ask in the profiling survey about willingness to participate in further (offline) research to provide an indication of 
levels of take-up. However, there will be a need to recruit separately for each individual project (see section 6.6 for 

further details). 

                                                
8 We define ‘active panellists’ as those who continue to complete surveys on a regular basis and for whom we hold full demographic data. The size of the 
overall Lightspeed panel is c.450,000; however, we propose to recruit from just the c.150,000 active panellists. 
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One advantage of using an existing panel is that substantial information is already held about panellists. This includes 
most of the demographic information listed in the ITT as being required9. This will allow us to focus the profiling survey 
on collecting new information and also keep the survey length to a minimum, which will be important in maximising 

response. 

The profiling survey will be conducted during the early weeks of the project. Based on our proposed timings the 
proofing exercise will be completed in mid-October, allowing the first projects to commence from late October/early 

November. 

6.3.1   Repeating the profiling survey to top-up sample and refresh details 
As with all panels, there will be a degree of attrition on the sub-panel built for DECC and without regular topping-up 
there is a danger that the panel will become too small to allow targeting of smaller priority groups. We therefore 
propose to repeat the profiling survey each year during the contract. This will allow new panellists to join the panel to 
replace those who have left over the preceding period, and maintain a panel of around 30,000 consumers. We also 
recommend re-asking existing panellists any profile questions where answers may change from year-to-year (e.g. 
relating to panellists’ property) on an annual basis, to ensure that information held by panellists is kept up-to-date. This 

exercise could potentially be combined with an insight project to offset costs and maximise value10. 

6.4   Managing the panel 
In this section we provide summary details on the panel portal and software and our proposed branding. Further 
information about our panel management processes (including incentivisation) is included in Appendix C. Details of 

how we will recruit panellists for offline research are included in section 6.6. 

6.4.1   Panel portal and software 
Our proposed DECC sub-panel provided via Lightspeed GMI will be both easy to use and secure. Each panellist is 
required to log-in to the website portal with their unique user ID and password to respond to surveys. They are invited 
to complete surveys through both email invitations and through the portal. In addition to regular surveys, we can also 
launch quick polls: a single question posted on the portal for panellists to answer when they log in. Further details on 

the Lightspeed panel portal and software are included in Appendix C. 

6.4.2   Branding 
Our recommended Lightspeed GMI sub-panel approach means there will not be a portal specific to DECC. Instead, 
panellists will access the DECC surveys they are invited to from the Lightspeed GMI website.  

In some cases we would recommend not revealing to respondents that the questions are being asked by DECC, in 
order to ensure that the responding sample is representative of the population (and not, for example, those who are 

interested in energy related issues). In this case, we would maintain the standard Lightspeed GMI branding. 

However, in other contexts, providing distinct DECC branding could be of benefit and we are happy to accommodate 
this. For example, for research in which you aim for repeated input from the same panel of respondents there is 
benefit in maintaining consistent DECC branding to provide continuity. In this case we can provide the DECC logo and 

other related branding at no additional cost. 

6.5   Effective design and testing 
Our proposed team for this contract will help ensure that we can provide rigorous, insightful questionnaire 
development that meets DECC’s research needs within relatively short timeframes. Our quantitative research experts 

(including Tim Hanson, who leads our questionnaire design offer) will work with you to establish priorities, build on 
existing insight, and utilise existing expertise in rigorous questionnaire development. 

6.5.1   Questionnaire review and testing  
We propose to use TNS BMRB’s bespoke Questionnaire Appraisal Framework (QAF) to review any new or adapted 
questions (i.e. those that have not been asked on other surveys previously). This has been adapted from QAS-9911 to 

                                                
9 See Appendix C for further details on information held about panellists. 
10 We have not included a cost for repeating the profiling survey in future years of the contract in the price schedule. This can be discussed and agreed with 
DECC on commissioning but it is likely to be roughly equivalent to the cost of conducting the initial profiling survey. 
11 http://appliedresearch.cancer.gov/areas/cognitive/qas99.pdf 
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focus more clearly on issues that impact on social research questionnaires and provides a systematic framework for 
evaluating questions, enabling the user to identify and correct potential problems that may lead to difficulties in 
question administration, miscommunication or other failings. The user examines questions by considering specific 
criteria (such as clarity, assumptions, instructions, knowledge/recall, task difficulty, sensitivity and social desirability 
bias) and decides whether the question exhibits features that are likely to cause problems. 

We can also offer cognitive testing for any newly developed questions. Cognitive testing is a versatile technique that 
allows the critical evaluation of the transfer of information. It is commonly used in survey research to explore how 
participants understand, mentally process and respond to the presented material, and aims to identify where problems 
are experienced within this process. Detection of such problems allows modification of questions to enhance clarity, 
leading to a reduction in cognitive processing demands to allow thoughtful consideration of questions and ultimately 
more accurate answers. TNS BMRB has a wealth of experience in cognitive testing, including stand-alone projects to 
support questionnaire development and as part of development work on some of our largest studies (including 
DECC’s Public Attitudes Tracker). 

If required, we propose the following approach to cognitive testing: 

 Each round of testing would include around 15 cognitive interviews. 
 Quotas will be set on key demographics and other relevant criteria to ensure we include a broad cross-section of 

respondents.  
 The interviews will be conducted in a hall or other central location. Respondents will be recruited outside the venue 

by TNS interviewers, in response to the pre-agreed quotas. 
 An online script will be programmed for the testing, to closely replicate how questions will be presented in the 

survey. Respondents will be asked to complete the questions on a laptop or tablet. Researchers from TNS BMRB’s 
team will sit alongside respondents as they complete the survey, and use a mixture of pre-prepared and 
spontaneous probes to follow-up on areas of potential confusion or misunderstanding. 

 Each interview should last around 30 minutes; this allows for around 15 ask-all questions to be tested in one round. 
 All respondents will be offered a £10 shopping voucher as a thank-you for their time. 
 We will digitally record interviews. Responses from the digital recordings will be entered into a bespoke analytic 

framework, this being a matrix-based approach for managing qualitative data.  
 Following completion of each round of interviews the research team will lead an internal analysis/debriefing session 

to discuss findings and recommendations for questionnaire changes.  
 Summary reports, outlining our findings and proposing recommendations for final questionnaire wording will be 

delivered to DECC12.  

All online surveys would also be subject to a ‘soft launch’ process prior to launching the full survey; 10% of the sample 
is initially provided with the survey so that live data can be checked to ensure that routing is correct and that expected 
metrics (e.g. length of interview) are in line with expectations. 

6.5.2   Accessibility and ensuring a user-friendly system 
We know from our research that engaged respondents provide better data and become happier panellists. This means 
richer insight and more cost-effective use of sample. Kantar (which includes both TNS and Lightspeed) has a 
programme of work in which researchers and operational teams across the group work together to establish and 
enable best practice in the respondent experience. We encourage researchers to address four key areas when 

designing online questionnaires, which we will draw on in question design for the consumer panel:  

 Language: Senior researchers worked with professional copywriters to prepare guidelines for web survey 
questionnaire language. Their application has shown how concise and efficient language can significantly improve 
the survey experience. 

 Survey fundamentals: Aspects like length, logic and flow.  
 Aesthetics: If something looks appealing it is more pleasing to use; our survey templates were created with design 

professionals, usability and parallel tested, then made available to the group, ensuring a pleasing survey 
experience for our respondents. 

                                                
12 Cognitive testing is not included in costs supplied for the example projects. We can supply costs for cognitive testing on request depending on precise 
requirements. The cost for one round of testing as described in this section would be around £8,000 + VAT. 
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 Interactive ways to ask questions: We have built a set of engaging web survey tools which we encourage 
researchers to think about interactivity in the context of already improved questionnaires. We also have the 
capability to include both images and video content in our surveys; for the DECC consumer panel. This can both 
build engagement and support measurement (for example, assessing familiarity with a particular advertising 
campaign).  

 
6.5.3   Device agnostic design: the importance of future-proofing 
Given the potential long-term nature of the consumer panel, it will be important to ensure that it is future-proofed from 
the outset. Increasingly we find that respondents sign up to the Lightspeed panel via a smartphone or tablet, and want 
the flexibility to be able to complete surveys via their preferred device rather than being instructed to use a laptop or 
desktop PC.  

Our Lightspeed GMI team have done lots of work in this area recently, much of it led by Jon Puleston13. This has 
resulted in a ‘device agnostic’ approach to survey design, allowing surveys to be deployed independently across 
multiple platforms while retaining the same look and feel. By creating a unified design and question library for all 
popular internet browsers and device platforms, studies can run automatically across multiple devices, including 
desktop PCs, laptops, tablets and smartphones. This offers many advantages, including higher panel retention rates, 

higher survey response rates, higher data quality and easier access to hard-to-reach audiences, all substantial 
benefits to support the successful long-running of the DECC consumer panel.  

We will draw on above expertise and that held within the TNS BMRB team14 in developing online surveys throughout 

this contract, to deliver fully device agnostic design.  

6.6   Recruitment for projects 
A key objective for the panel will be to allow recruitment for additional bespoke research. We feel that given the range 
of projects and audiences that may be required over the course of this contract we will need to take a flexible 
approach to recruitment, using a mixture of recruitment of panellists and ad-hoc recruitment using free-find methods. 

Our proposed approach to recruiting Lightspeed panellists for offline research projects is as follows: 

 We will collect as much data on panellists as possible as part of the initial profiling survey. This will ensure we have 
extensive information about panellists that can be used for future recruitment and reduce the need for separate ad-
hoc profiling or screening surveys. 

 The profiling survey will also ask panellists if they would be happy to take part in related offline research projects, to 
develop an initial base for this work. 

 On receipt of a brief from DECC for a new project we will draw up a sample specification. If we feel that sample can 
be drawn from the Lightspeed Panel we will assess whether a further screening exercise is required (e.g. if we 
need to identify groups that are not already known from the initial profiling) and conduct this if necessary. 

 Any screening survey would be undertaken with a targeted subsample – for example limited to particular areas of 
the country if there is a need for face-to-face fieldwork. All panellists responding to the screening survey will be 
asked whether they will be prepared to take part in follow-up research (with more specific information included at 
this stage – e.g. dates and approximate time commitment). 

 This will generate a sample of available panellists that can be passed to TNS’s recruitment team to contact directly 
to participate in the further research.  

 Any panellists participating in offline research will be paid an incentive, reflecting the greater commitment required 
for these activities. 

 
Where DECC are interested in conducting research which is either with a niche audience, focused on a particular 
location, is partly or wholly targeted at offline consumers, or on a very specific topic area, we would suggest that free-
find recruitment is considered. Using our national network of recruiters we are able to access very specific groups 

                                                
13 Jon Puleston is Vice President of Innovation at Lightspeed GMI, where he heads an international team called QuestionArts specialising in the design of 
surveys and the development of specialist tools and technology for conducting research in the online and mobile arena. He acts as a consultant on survey 
design to companies around the world. 
14 Tim Hanson has also conducted work in this area, including a paper presented at the 2015 Understanding Society Conference on device agnostic survey 
design: https://www.iser.essex.ac.uk/research/publications/523179  
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within quick timescales at a cost which is comparable to recruiting directly from the Lightspeed panel. Key features of 
our free-find recruitment include: 

 We have an in-house recruitment team with four full-time recruitment managers and a national network of specially 
trained freelance qualitative recruiters. 

 We have strong links with community-based groups, providing increased access to vulnerable or isolated groups. 
 For each project we develop recruitment specifications and screeners/questionnaires as well as detailed 

instructions for recruiters providing them with additional project background. We have a face-to-face briefing 
meeting with the field team at the outset. 

 In order to mitigate the risk of low response rates compromising data quality we explore recruitment strategies with 
stakeholders at the project inception meeting and review during fieldwork. Where necessary we will flexibly adapt 
our recruitment approach if delays are experienced, e.g. supplementing panel data with free-find recruitment, or by 
adapting methodology. 

 
We can also confirm that, through our recruitment team, we have the flexibility to recruit from sample lists or 
stakeholder gatekeeper organisations if required, whether through using existing lists of stakeholders (provided by 
DECC) or recruiting from businesses/supply chain for either online or offline engagement. We regularly recruit from 

sample provided by our clients including DfE, HMRC, BIS and DWP. We often work with our client to produce an 
introductory communication to facilitate their engagement and support for the research. This would then be followed 

up by our recruitment team. 

We provide full details of our approach to qualitative recruitment and the facilities and equipment we use for qualitative 

research in Appendix D. 

6.7   Our approach to example projects 
In the sections below we present our proposed approaches to conducting each of the example projects outlined in the 
ITT. We have focused on the methodological approach we would take for each project but we note up front that each 
project would start with a briefing meeting or call between members of the DECC and TNS BMRB project teams. This 
will cover: 

 The specific aims and objectives of the project 
 Sharing existing knowledge – what information is already known by DECC or TNS BMRB that can support 

development of the research? 
 Any hypothesis or propositions to be tested 
 Sample requirements – e.g. key groups to be included 
 
Following the briefing, TNS BMRB will draw up a project plan covering the proposed approach, timings, costs and 

risks for review and sign-off by DECC. 

We will also deliver a comprehensive set of outputs for each project. The outputs will vary depending on the 

methodology and requirements but will include a combination of the following: 

 Update (verbal and/or written) following each project stage, with recommendations for any follow-up stages 
 SPSS (or equivalent) data based on quantitative surveys 
 Bespoke interim report including analysis of both qualitative and quantitative research 

 Slide deck covering both stages  
 Final presentation to DECC staff (if required)  
 

Further information on our approaches to analysis and reporting is included in sections 6.8 and 6.9. 

6.7.1   Example 1: Joint project between Community Energy and the Office of Nuclear Development 
The Community Engagement policy team and the Office of Nuclear Development both wish to commission research 

on the panel to explore two distinct issues with ‘communities’: 

 Consumer barriers towards engaging in community energy 
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 Community attitudes towards hosting a Geological Disposal Facility (GDF) 
 

Consumer awareness and understanding about both issues is likely to be low15; and, for the vast majority of people, 
awareness of the specific implications of hosting a GDF is likely to be (at best) surface-level and negative. As such, 
qualitative workshops with the public will be an effective way to explore the issues, as we will have the time and space 
to introduce respondents to a range of propositions about community energy projects and GDF hosting, in detail16. It 
will allow us to get beyond knee-jerk responses against the idea of ‘nuclear waste’ and take time to explore the 
particular things that make communities more or less comfortable, and then explore attitudes towards economic 
benefits, the form of community engagement, and reassurances about safety measures. We can then take 
respondents through a co-creation process where propositions are revisited and adjusted in order to (a) reflect 
consumer priorities, (b) be attractive to local communities and (c) be communicated in the right way. Likewise, with 
community energy we will introduce respondents to a number of example projects in depth, compare the perceived 
benefits of each, and discuss in depth the challenges of starting any of these within a community. We will then ask 
respondents to co-design messages to generate interest and support for their chosen project that they believe would 

be effective in their community.  

Profiling exercise 

Both teams wish to engage with consumers who consider themselves part of a community as part of this research. We 
will thus collect profiling information from panellists, to identify the kinds of consumers that are most likely to be 
involved in a community energy project, or to take an interest in whether a GDF was planned for their area. As TNS 
BMRB runs the Community Life Survey for the Cabinet Office, we will draw on our in-house expertise to design a set 
of profiling questions to identify ‘community citizens’ through any civic activism or volunteering. For example, in 
addition to asking whether respondents had been involved in volunteering or community action, we could ask whether 
they had voted in the last local government election, or how important they feel it is to influence decisions in their local 
area. We will also link the respondents to demographics, where they live, and environmental attitudes, to help target 
our recruitment for the qualitative research. We propose to collect this information as part of the initial profiling 

exercise, meaning that no separate profiling survey is likely to be needed for this project17. 

Qualitative co-creation workshops/online community 
We will use the profiling information on consumer panellists to recruit for the qualitative co-creation work. We plan to 
hold three co-creation workshops with 8 respondents in each, achieving a qualitative sample of 24 in total. We will 
seek to include a semi-rural and rural location as well as a more suburban area of a larger town. We expect 
engagement to be fairly high amongst this audience, as they are already active and engaged with their community. 
Recruitment will be conducted by our in-house, specialist recruitment team. Recruiters will contact respondents from 
the profiled sample, to check eligibility and availability to take part in the research. An incentive of £45 will be offered 
for participation. 

The face to face workshops will take 2 hours each, with about equal time spent on community energy and GDF 
hosting. For each, we will (a) explore initial awareness and perceptions of the area, and instinctive responses, (b) 
introduce more information about community energy projects and how they would work, or government propositions 
for GDF hosting for communities, (c) discuss concerns and questions, and how respondents think the propositions 

would work in practice, and (d) suggestions for improvements and amendments. 

Potential quantitative follow-up survey 
We could seek to conduct follow-up research to quantify some of the attitudes and barriers arising from the qualitative 
groups. However, as noted above, we expect that levels of awareness in these areas are likely to be low, thus making 

                                                
15 For example, in DECC’s Public Attitudes Tracker, just 2% said they knew a lot about the way the UK currently manages radioactive waste and 3% said they 
knew a lot about Geological Disposal Facilities. 
16 While on balance we feel face-to-face workshops are likely to represent the best approach for this project we would also wish to discuss the possibility of 
conducting the qualitative research online. Online communities would allow us to include a higher number of respondents (30-35) within budget, as we would 
not be limited to the physical location of those profiled and willing to take part in the research. Area is likely to have a relatively strong influence on how 
communities will respond to the ideas of GDF hosting, so including respondents in numerous localities will be important to capturing a range of views. We 
have successfully used online communities with a range of our clients to engage respondents on complex issues, including HMRC on understanding of UK 
Customs, and the Food Standards Agency on consumer understanding of the Food Hygiene Rating System. 
17 Our costs are provided on this basis. If there is a need for a separate profiling survey as part of the project there would be a small increase in costs. 
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the topics less suitable to a quantitative approach. We would however be happy to discuss with DECC options for 
exploring these issues quantitatively if required.  

6.7.2   Example 2: Heat and Home Energy Efficiency (Heat and HEE) 
The Heat and Home Energy Efficiency team are looking to commission research to understand consumer attitudes 
towards installing energy efficiency measures, including barriers and facilitators to take-up. TNS BMRB has run the 
Public Attitudes Tracker for DECC since 2012, engaging a representative sample of UK households on various issues 
including energy saving and renewable energy/heat. Through this research we know that the public are more positive 
than negative about the idea of having a renewable heating system in their home, though many (almost half of 
respondents questioned) do not give a view either way. When asked more specific questions about the merits of 
renewable heating systems, the lack of knowledge of this area is clear, as the majority tend to select either the neutral 
option or ’Don’t know’. Based on this we would suggest it would be of most value to DECC for us to initially undertake 
qualitative group discussions with members of the public to explore understanding, attitudes and experiences in 
relation to energy efficiency. This will help to uncover attitudes toward an issue that most people are not highly 
engaged with, that can then be tested quantitatively through an online survey. As an option, we would also suggest 
undertaking a small number of telephone depth interviews with recent adopters of new energy efficiency measures. 

Our approach is detailed as follows. 

Group discussions 
We propose holding group discussions covering a broad spread of the general public. Groups are ideal for exploratory 
discussions about low-resonance issues such as energy efficiency and renewable heat initiatives as interaction 
between respondents encourages them to think more deeply about their attitudes, which tends to generate richer 
insight into their views than can be achieved through individual interviews. Groups are also a time and cost effective 
way to include larger numbers of respondents in the research. 

Given the need for broad sample coverage, and the time and budget available in which to recruit, conduct and analyse 
fieldwork, we suggest two groups, as specified in the table below, each involving eight people. The sample is divided 
into age/life stage bands and two broad socio-economic groupings. This is partly because people’s views of and 
priorities for their homes may vary by these factors, but also to ensure that respondents in each group are similar 
enough to be able to relate to one another easily, and for the group to gel effectively. We will agree fieldwork locations 

with you at the briefing meeting but would suggest two locations across England. 

Group Age SEG Life stage Location 

1 25-39 BC1 Children at home  1 

2 39-55+ C2DE No children at home/ Empty nesters 2 

 
All respondents will be homeowners, and we will look to achieve a mix of tenure length, type and age of properties 
within the groups to ensure that these (potential influencing) factors can be discussed within the group. We will screen 
on the adoption of energy efficiency measures but will not set quotas against this and expect this to fall out naturally 
within the sample. We will aim to use the panel for recruitment, targeting respondents by location and existing profiling 
information. However, we would also wish to discuss with DECC the contingency of using free-found methods via our 
recruiter network working in the selected fieldwork locations, in the event that we struggle to meet quotas in certain 
locations. Once we agree the sample with you, we will brief the appropriate recruiters and supply them with a 
screening questionnaire (developed in collaboration with you) to ensure that the respondents they recruit meet the 
required quotas. Respondents will all be offered an incentive of £40 to facilitate recruitment, and in recognition of their 

contribution to the research. 

We will discuss with you how long the groups should last, as this will differ depending on the objectives for the 
research. We have provided costs for a 90-minute group. The techniques used within the group will differ depending 
on the exact subject matter to be discussed but we would anticipate making use out of stimulus including EPCs and 

summaries of energy saving measures, and to use projective techniques where necessary to stimulate conversation. 

Follow-up quantitative survey 
We feel that this project would benefit from a follow-up survey, to add quantitative data to the insights gained from the 
focus groups. The survey will be conducted with Lightspeed panellists and we will select a sample of between 5,000 
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and 10,000 panellists to deliver 1,000 interviews. We envisage the questionnaire will be around five minutes long and 
will build on the insights to emerge from the qualitative research. Questions can be asked on take-up of measures, 
attitudes to installing energy efficiency measures, potential barriers to installing such measures (e.g. whether financial, 
or linked to time/effort) and motivations (e.g. whether financial or environmental). We envisage that the qualitative 
research will gather insight on potential motivations for installing measures that will allow a range of scenarios to be 
developed. These can be refined and presented to consumers in the online survey, to provide indicative quantitative 

data that can be used to inform policy in this area.   

Optional telephone depths 
Depending on the aims for this research we also suggest that DECC consider an optional stage of qualitative research 
with recent or early adopters of energy efficiency measures. These individuals would be identified and recruited 
through the initial quantitative profiling survey18. We would suggest undertaking ten 45-minute tele-depth interviews 
with these individuals in order to understand in more detail their motivations, expectations and experiences of 
researching and installing energy saving measures. These interviews would incorporate customer journey mapping 
elements to ensure a detailed understanding was gathered of the trigger points and behavioural influences that 
affected their behaviour/attitudes. Respondents will all be offered an incentive of £30 to facilitate recruitment and in 

recognition of their contribution to the research19. 

6.7.3   Example 3: Energy Market Regulation (EMR) 
Profiling against existing segmentation 
DECC’s Energy Market Regulation team has indicated early interest in using the panel to understand consumer 
attitudes towards energy suppliers. TNS BMRB has worked with the market regulator Ofgem to develop a 
segmentation based on consumer engagement with and attitudes towards their energy supply. This has divided 
consumers into four groups, based on their engagement with the energy market and propensity to switch suppliers: 
unplugged, on standby, tuned in and switched on. The groups differ both in terms of their engagement with the market 
(e.g. ‘unplugged’ consumers have never switched suppliers) and socio-demographics (e.g. ‘unplugged’ consumers are 
more likely to be aged over 65, in social grade DE and to rent their accommodation)20.  

The segments are derived from a small set of questions on switching, comparing tariffs, communicating with energy 
suppliers and attention paid to communication from energy suppliers. We propose including these questions in the 
initial profiling survey. All panellists will be assigned a segment and this can be used to support recruitment for the 
qualitative research we propose below, to ensure a broad range of consumers are recruited based on their 
engagement with the energy market21. The segments can also be used to support recruitment for other research 

projects and as variables to support analysis. 

Online qualitative groups 
Qualitative research will help uncover the drivers of inertia in the market, and issues that may trigger searching and 

switching behaviour, specifically: 

 Attitudes towards energy suppliers, in terms of level of trust and satisfaction 
 Understanding of the energy market, in terms of different tariffs and pricing structures22 
 Understanding of information, how switching works, and consumer rights 
 How consumers evaluate and compare current pricing models, and whether they perceive the cost saving potential 
 
We suggest an online method partly because of the flexibility it offers and the geographical spread it will allow us to 

achieve in budget. The forum will remain open for a seven day period and participants will be asked to log in at least 

                                                
18 There may be a need to conduct a short separate profiling survey to collect up-to-date information (e.g. if there is a long time lag between the initial profiling 
survey and this project). There would be additional costs associated with any further profiling required. 
19 We have not included the telephone depths in our costs for example project 2 as it is not possible to deliver this and the groups and follow-up panel survey 
within the £20,000 budget. We would propose to discuss the most appropriate mix of methods with you on commissioning based on the precise requirements 
for this project before recommending a final approach. 
20 TNS BMRB’s report is published online at: https://www.ofgem.gov.uk/ofgem-publications/89113/ofgemrmrbaselinefinalpdf.pdf. Details of the segmentation 
are included on pages 22-29. 
21 It is possible that consumers may have switched segments between the initial profiling survey and recruitment for this project (particularly if there is a long 
gap between the two exercises). We will therefore re-confirm information as part of our recruitment for the qualitative research to check any movement 
between groups. 
22 Based on our expertise in this area, we would ensure questioning builds on existing knowledge of consumer attitudes to the energy market. 
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twice over that time. Participants will be able to log in from any computer and at any time they wish. The fact that they 
log in on more than one occasion means can spend longer thinking about and reflecting on their input, rather than 
giving top-of-mind responses. Another reason we feel an online method adds value is that it will allow us to align the 
research method more closely to the context in which many people search for information about energy providers. We 
will be able to gather direct hyperlinks and screenshots to the sites participants had used to research deals and news, 
requiring very little effort from the respondent themselves. We can also task participants with conducting the process 

of searching online, to prompt them with information in the format they would normally encounter it. 

We propose to bias the sample towards the less engaged segments who are less likely to have switched suppliers, 
and who are more likely to experience barriers to switching, such as: believing all suppliers offer similar rates; 
perceiving the hassle of switching outweighs any cost savings; or trusting that their energy supplier will charge them a 
fair price. We will recruit a total of 30 respondents to take part in an online community, excluding the most engaged 
segment of ‘switched on’ consumers, who are aware of their supplier options, and are much more likely to have 
recently switched supplier or changed their tariff. We expect a mix of other variables (SEG, payment method, etc.) to 
fall out naturally if we recruit to these groups, though we will monitor during recruitment to ensure a broad spread. We 
will also include a number of off-grid consumers. Recruitment will be conducted by our in-house recruitment team, re-

contacting eligible participants from the panel. We set out our suggested sample breakdown below: 

10 x Unplugged 15 x On stand by 5 x Tuned in 

Typically they are aware that you 
can switch supplier and may have 
glanced at a bill but otherwise are 
highly disengaged from the energy 
market. None of this group have 
ever switched supplier or changed 
tariff. Neither have they conducted 
any comparison activity in the last 
year. 

One in twenty (5%) have switched 
supplier in the last 12 months and one in 
fifty (2%) have changed tariff but have 
shown no other engagement in the energy 
market. Those who haven’t switched or 
changed tariff are aware of their options 
but almost none have conducted any 
comparison activity (either with their own 
or other suppliers) in the last year.  

One in five of these consumers 
have switched in the last 12 
months (21%) and a similar 
proportion have changed tariff with 
their existing supplier (21%). 
Those who haven’t made any 
changes are aware of their options 
and are likely to have conducted 
some comparison activity. 

3 x off-grid consumers 

A mix of payment methods: 
direct debit, pre-payment meter or card 

Geographic spread 

Mix of housing tenure: 
Owners, private rented, social housing 

Mix of SEG, biased towards lower income groups 

 

Online community 
We will invite all respondents to log in to an online community over a 7 day period, asking them to log in at least twice 
over this time and expecting them to spend about 1.5-2 hours on the community in total. We will set a series of 
discussion areas where respondents would answer a few questions on their own, and once they had posted a 
response would be able to read and comment on others. The research team will moderate the site and engage 
participants in a dialogue, to probe their responses further, challenge or provide guidance. 

Participants will be asked to respond to certain questions via video ‘vox-pops’23. We will discuss with DECC the most 
appropriate topics to capture via vox-pops, though in our experience it is useful to capture spontaneous views as soon 
as respondents log into the platform, with questions that capture initial, unexamined thoughts about energy suppliers, 
views on levels of trust, and knee-jerk reasons for not switching. We can then capture another video response at the 
end of the community, asking respondents to summarise how their views have changed, and what they now view as 
the most compelling reasons to search or switch, and what they might tell a friend about the topic. We will pay 
respondents an incentive of £40 for completion of all tasks, with an additional £10 for completing 2 vox-pop responses. 

We will also ask for consent for sharing these videos with DECC and wider stakeholders. 

Vox-pops are not only useful for data collection, but are also excellent dissemination tools to provide rich, powerful 
outputs. We will develop two to three short video clips showcasing a handful of consumer views, expressing some of 

                                                
23 Participants will be able to respond to tasks directly via their smartphone, meaning those without webcams/microphones will still be able to upload videos 
seamlessly. 
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the key themes and insights gathered in research. We have used them in numerous presentations with senior 
stakeholders of research (including HMRC, DWP, FSA and PHE), and find they are an effective way of conveying the 

voice of the consumer to a range of research audiences.  

We are confident our proposed method will provide the EMR team with an in-depth understanding of current attitudes 
towards energy suppliers and where views come from, effective triggers and messaging to increase consumer 
confidence and encourage searching and switching behaviour, and how this differs by type of consumer. 

Follow-up survey option 
We feel that a qualitative method is best placed to deliver detailed insight into energy market behaviour. However, 
partly depending on the outcomes of the qualitative work, it may be beneficial to conduct a short follow-up quantitative 
survey with panellists to help quantify barriers to switching and wider engagement in the energy market. A significant 
amount of information on this is already known (including from our research for Ofgem) and so we are unsure at this 
stage of the added value that could be delivered from a quantitative survey. However, we would be happy to discuss 
options with DECC following confirmation of the requirements for this project24. 

6.8   Analysis  
At TNS BMRB we strongly believe that a key part of any research project is to ensure that it has an impact on policy 

and practice. Our approach to analysis will be dependent on the precise requirements of each project and discussion 
with DECC and other stakeholders; however, in this section we outline a range of our approaches to analysing 

qualitative and quantitative data to maximise value and impact.   

All qualitative fieldwork will be audio-recorded and transcribed for analysis. This ensures that all the material collected 
is used in the analysis; the analysis is not reliant on the memory of individual interviewers and researchers. Our 
analysis process for exploratory projects with small numbers of interviews and groups is largely iterative, working in a 
grounded way from the data generated. The researchers involved in the project would review transcripts and spend 
time discussing the findings, testing emerging hypotheses and developing themes around the key issues of interest to 
DECC.  

Our analysis process is highly systematic and comprises: 

 A process-driven element, using the framework techniques of matrix mapping (where insights from transcripts are 
recorded thematically for each respondent). Framework analysis helps us to understand and map the diversity 
amongst individuals, and to identify how support needs may vary, and allow us to identify patterns or disparities 
across the sample, and generate strategic insights around the products required by different groups of people 

 A more intuitive element, in which we consider respondents’ responses to the research issues which involves 
brainstorm sessions, led by the Project Director (to ensure quality assurance) and involve all the research team 

 A final element which draws the two together, identifying the key themes and sub-themes arising, and drawing out 
the implications of the research for policy or practices 

 
The ITT requests details of the main forms of analysis used. As highlighted above, for qualitative data we typically use 
a content analysis method known as ‘matrix mapping’. This is well known and a highly respected analytical process in 
government circles. Material collected through qualitative methods is invariably unstructured and unwieldy. Much of it 
is text based, consisting of verbatim transcriptions of interviews and discussions, or field notes of observations. 
Moreover, the internal content of the material is usually detailed and in micro-form (for example, accounts of 

experiences and inarticulate explanations). The primary aim of any analytical method is to provide a means of 
exploring coherence and structure within a cumbersome data set whilst retaining a hold on the original accounts and 

observations from which it is derived.  

Qualitative analysis is essentially about detection and exploration of the data - making sense of the data by looking for 
coherence and structure within the data. Matrix mapping works from verbatim transcripts and involves a systematic 
process of sifting, summarising and sorting the material according to key issues and themes. The process begins with 
a familiarisation stage and includes a researcher’s review of the audio files and/or transcripts. Based on the coverage 

                                                
24 We would need to reduce the number of respondents included in the online community in order to allow scope to conduct a quantitative survey within the 
£20,000 budget. 
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of the topic guide, the researchers’ experiences of conducting the fieldwork and their preliminary review of the data, a 
thematic framework is constructed. The analysis then proceeds by summarising and synthesising the data according 
to this thematic framework using a range of techniques such as cognitive mapping and data matrices (that contain 
respondent by theme summary information). When all the data have been sifted according to the core themes the 
analyst begins to map the data and identify features within the data: defining concepts, mapping the range and nature 
of phenomena, creating typologies, finding associations, and providing explanations. The analyst reviews the 
summarised data; compares and contrasts the perceptions, accounts, or experiences; searches for patterns or 
connections within the data and seeks explanations internally within the data set. Piecing together the overall picture is 
not simply aggregating patterns; it also involves a process of weighing up the salience and dynamics of issues, and 
searching for structures within the data that have explanatory power, rather than simply seeking a multiplicity of 
evidence.  

Where quantitative research is conducted we envisage that bivariate analysis will be appropriate to answer most of the 
key research questions. This will allow us to provide quick insight into where consumers stand in relation to key 
issues, both at an overall level and by sub-group (for example comparing people in different age groups or across 
social grades). We will also seek to analyse responses among DECC’s priority groups where required and where 

analysis sizes allow: for example, off-grid consumers or the fuel poor. 

There may be occasions where further analysis will provide additional insight into data collected in the quantitative 
research. Multivariate analysis techniques can help assess the strength of relationships between respondent attributes 
and characteristics and any specific outcome indicators (for example, engagement in energy saving or wasting 
behaviours). We recommend using techniques such as logistic regression and CHAID analysis to assess selected 
outcomes, and enhance understanding of the interrelationships between different behaviours, attitudes and socio-
demographics. This can add a great deal of insight to the data, for example, identifying key issues or groups to target. 

We will work with colleagues in our specialist Marketing Sciences team and draw on multivariate analysis to look in 

more depth at the relationship between key areas and extend sub-group analysis. Techniques we may use include: 

 Logistic regression, a widely used and established technique for advanced statistical analysis which 
comprehensively searches data to identify relationships. It works by examining the relationships between ‘outcome 
variables’ (based on agreed hypotheses) and ‘predictor variables’ (factors that might influence the outcome), while 
controlling for other factors. This technique allows us to describe associations between outcomes, attributes and 
influences by their magnitude, using measures such as odds ratios, and statistical significance (i.e. how likely the 
association effect may be due to chance). 

 CHAID, also known as decision tree analysis, and used to predict membership into an outcome variable from one 
or more predictor variables. The technique is flexible, easy to understand and use and well suited to large data sets 
with multiple question types. CHAID differs from logistic regression in measuring the cumulative effect of a 
combination of factors that are most associated with certain attitudes or behaviours (while logistic regression looks 
at each factor individually). 
 

We propose to work with you in determining the key hypotheses to test for each project and can conduct initial 
exploratory analysis to test for correlations and associations in the survey data. From this we will determine the most 
appropriate techniques25.  

6.9   Reporting 

Strategic projects often have a variety of stakeholders with differing needs. To help dissemination of learnings, we 

tailor reporting to:  

 The immediate project team (e.g. the debrief) 
 Internal stakeholders (e.g. a second debrief, workshop, toolkit or summary report) 
 Wider audiences (e.g. engagement and thought-leadership events, published reports)26 

                                                
25 Our costs for example projects do not include multivariate analysis. We will work with you to identify where these techniques may be required and ensure 
this is factored into the design and budget in place for relevant projects. 
26 This is likely to sit outside the scope of most projects, where quick turnaround delivery is required. However, we are happy to explore and offer options for 
disseminating results to wider audiences if required. 
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We will be able to draw on our substantial experience of conducting research for DECC as well as other Government 
departments to:    

 Deepen the analysis of data by triangulating with other research and placing findings in broader business context 
 Interpreting the findings and drawing out key insights and policy relevant conclusions 

    

We will also assist DECC with design of any further research required. For example, this could be in the form of a 
short paper discussing issues highlighted by the research which warrant further research/analysis and suggested 

approaches or a workshop to help disseminate findings and obtain stakeholder buy-in for further work required. 

We have a strong focus on producing engaging outputs and have an in-house design team who can produce outputs 
to a very high standard. We can deliver results in a variety of different ways: 

 Verbal debrief: We find a verbal debrief is the best means of engaging key data users, allowing queries to be 
resolved and discussions of next steps to be started immediately.  

 Reports: We produce standalone quantitative and qualitative reports, as well as fully integrated reports. We can 
triangulate data to build an ongoing coherent narrative and actionable findings for our clients. As well as formal 
reports, we also produce summary decks that are typically shorter and highly impactful, which are used to 

communicate results to senior level stakeholders.  
 Action planning workshops: We can also conduct extended workshops following or at the same time as debriefs 

whereby core research questions can be addressed by the agency and client team together. We can use a variety 
of techniques to stimulate debate and creativity in such sessions. Alternatively we are experienced in facilitating 
workshops in which stakeholders discuss the implications of research findings. 

 Video: We can also provide customer profiles and case studies, and ‘engagement videos’ where key insights are 
communicated via a video which can be circulated internally or externally. 
 

TNS BMRB places a strong emphasis on using visual thinking to strengthen and illustrate findings. Where relevant 
we will develop illustrative models of behaviour and opportunities for change which are easily transferred into internal 
briefing documents. For example:  

 in our HMRC Quality research, our 'atom model' helped us distil a range of complex consumer responses into a 
simple and accessible visual model of customer service priorities. This model has been widely shared internally 
within HMRC – helping ensure that research insights had impact far beyond the life of the specific research project 

 in research for Defra on barriers to service use by older rural residents, we worked with our in-house design team 
to provide a highly visual and engaging final report, suitable for public reading, to help broaden the reach of 
research findings (see http://cdn.basw.co.uk/upload/basw_10134-9.pdf for the report). Although we do not cost for 
design time as standard, we would be happy to provide l costs for this on a project by project basis.  

 

We have included examples of infographics we have produced for DECC and Ofgem in Appendix E. Further examples 
of the ways we can deliver results and dissemination are available at: http://www.tnsukdesign.com. 

6.9.1   Synthesis “final” reports 
As requested in the ITT, we have included a cost for producing synthesis “final” reports. Subject to agreement and 
panel usage, reports will be submitted annually or every six months and will cover key lessons learnt and link to policy 
development. The reports will be drafted by key members of our team who were involved with specific projects 

conducted during each period. We will work with the DECC team to agree a report structure and requirements for 
content in advance of drafting, to ensure drafts delivered meet your requirements. All reports will be reviewed and 
signed-off by a Director in TNS BMRB before delivery to DECC. 

All reports submitted to DECC will be suitable for publication and future use. Reports will be produced in accordance 
with DECC report writing guidance and comply with the GSR code27. Our team includes staff who have previously 

authored published reports from DECC and we are fully aware of, and can deliver to, the standards required. 

                                                
27 http://www.statisticsauthority.gov.uk/assessment/code-of-practice/index.html  
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7. Pricing schedule  

In this section we present our price schedule in accordance with the structure set out in the ITT. We note the following 

up front: 

 We have only provided named staff for the initiation/inception phase. For the other projects we have included the 
number of days that will be required per grade based on the assumptions we have outlined in our proposal. The 
named staff who will work on the projects will be dependent on the timings of projects and the detailed specification 
and therefore cannot be confirmed at this stage. 

 Day rates for each grade are as follows28: 
 Director: £1,090 
 Senior Associate Director: £930 
 Associate Director: £750 
 Research Manager: £750 
 Senior Research Executive: £650 
 Research Executive: £550 
 Qualitative Field Manager: £588 

 We have included costs associated with ongoing contract management as part of the initiation/ inception costs 
provided. 

 Our costs do not include additional profiling surveys that will be required in future years, in order to maintain a 
panel of around 30,000 consumers. We propose to repeat the profiling survey each year, as well as checking and 
refreshing the details of existing panellists. We can provide a cost for this activity if required; however, it is likely to 
be roughly equivalent to the cost of the initial profiling survey. 

 In section 7.4 we have included costs for a range of methodologies that may be required over the course of the 
contract. We have included details on the assumptions that have been used for each activity in the table provided; 
however, we note here that our costs largely cover only recruitment and data collection and not development work 
or analysis and reporting. The cost for each method will be based on a detailed specification as agreed between 
DECC and TNS BMRB on a project-by-project basis. 

 The costs provided for the three example projects should also be seen as indicative, and are subject to change 
based on the final requirements for each project. We are committed to working to DECC in delivering each project 
and in establishing designs that meet your requirements within the budgets available. 

 We have provided a cost per synthesis report in section 7.5. We have assumed that these reports will largely be 
based on material already delivered to DECC (for specific projects) but will draw findings and implications together 
and be produced to a standard suitable for publication. The precise cost of these reports will be dependent on the 
number of projects commissioned and included in reports. Our costs provided here are based on the inclusion of 
up to 10 projects per report. We have also assumed that reports will be up to around 50 pages in length.  

 All costs provided are exclusive of VAT. 
 

  

                                                
28 Day rates will be subject to inflation for future years of the contract. 
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7.1   Initiation / Inception Phase (Panel implementation): Price Schedule 
 

Part A – Staff/project team charges 

Grade/level of staff Daily rate (ex VAT) No. days offered over 
course of contract 

Total price offered per 
staff team member 

Senior Associate Director 
(Tim Hanson) 

£930 5 £4,650 

Research Manager (Adam 
Green) 

£750 7 £5,250 

Research Executive 
(Deborah Willis) 

£550 5 £2,750 

Sub-total  17 £12,650 

  

Part B – Non-staff/project team charges 

Item No. of items Price per item (ex VAT) Total price per offered 

Scripting profiling 
questionnaire 

1 £850 £850 

Profiling survey and 
management (30,00 
consumer recruited) 

1 £5,340 £5,340 

Data processing 1 £950 £950 

Sub-total   £7,140 

 
Part C – Full price offered 

Total (Part A + Part B) £19,790 
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7.2   Project Stage: Indicative pricing schedule for 3 example projects 
 

7.2.1   Example project 1 – Joint project between Community Energy and the Office of Nuclear Development 
 

Part A – Staff/project team charges 

Grade/level of staff Daily rate (ex VAT) No. days offered over 
course of project 

Total price offered per 
staff team member 

Director £1,090 2 £2,180 

Associate Director £750 3.5 £2,625 

Senior Research Executive £650 13 £8,450 

Field Manager £588 2 £1,116 

Freelance recruiters £35 per person recruited n/a £1,604 

Sub-total  20.5 £15,975 

 

Part B – Non-staff/project team charges 

Item No. of items Price per item (ex VAT) Total price per offered 

Incentives (groups) 32 £45 £1,440 

Travel and expenses 4 £100 £400 

Transcripts (groups) 4 £145 £580 

Sub-total   £2,420 

 
Part C – Full price offered 

Total (Part A + Part B) £18,395 
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7.2.2   Example project 2 – Heat and Home Energy Efficiency (Heat and HHE) 
 

Part A – Staff/project team charges 

Grade/level of staff Daily rate (ex VAT) No. days offered over 
course of project 

Total price offered per 
staff team member 

Senior Associate Director £930 5 £4,650 

Research Manager £750 3 £2,250 

Senior Research Executive £650 8 £5,200 

Research Executive £550 2 £1,100 

Field Manager £588 1 £588 

Freelance recruiters £35 per person recruited n/a £560 

Sub-total  19 £14,348 

 

Part B – Non-staff/project team charges 

Item No. of items Price per item (ex VAT) Total price per offered 

Incentives (groups) 16 £40 £640 

Travel and expenses 2 £144 £288 

Transcripts (groups) 2 £132 £264 

Scripting 1 £1,100 £1,100 

Follow-up quantitative 
survey (1,000 sample) 

1 £2,600 £2,600 

Data processing 1 £550 £550 

Sub-total   £5,442 

 

Part C – Full price offered 

Total (Part A + Part B) £19,790 
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7.2.3   Example project 3 – Energy Market Regulation (EMR) 
 

Part A – Staff/project team charges 

Grade/level of staff Daily rate (ex VAT) No. days offered over 
course of project 

Total price offered per 
staff team member 

Director £1,090 1.75 £1,908 

Associate Director £750 4 £3,000 

Senior Research Executive £650 12.5 £8,125 

Field Manager £588 2.5 £1,470 

Freelance recruiters £35 per person recruited n/a £1,050 

Sub-total  20.75 £15,553 

 
Part B – Non-staff/project team charges 

Item No. of items Price per item (ex VAT) Total price per offered 

Incentives (groups) 30 (25 to complete vox 
pops) 

£40-£50 £1,450 

Travel and expenses/ 
digital platform 

1 £720 £720 

Transcripts (groups) 1 Supplied free of charge £0 

Sub-total   £2,170 

 
Part C – Full price offered 

Total (Part A + Part B) £17,723 
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7.3   Additional breakdown by project stage and tasks / items 
 

Stage  Task/item Number of days/ 
project team days 
 

Total price of task/item 
(ex VAT) 

Inception / initiation of panel 

 Project management plan 1 £840 

 Development of sample 2 £1,680 

 Development of questionnaire / 
scripting 

2.5 £2,805 

 Profiling exercise (including outputs) 1 £6,840 

 Ongoing management 10.5 £7,625 

Total Price (ex VAT)   £19,790 

    

Example Project 1: Joint project between Community Energy and the Office of Nuclear Development 

 Project plan, client contact and 
management 

2 £1,435 

 Any additional profiling (Y/N) N £0 

 Qualitative topic guide development 2 £1,435 

 Recruitment 2 £2,720 

 Incentives n/a £1,440 

 Online surveys n/a £0 

 Depth interviews n/a £0 

 Co-creation workshops (inc travel and 
expenses) 

3.5 £2,725 

 Transcription n/a £580 

 Analysis of findings 4 £2,870 

 Report 3.5 £2,323 

 Presentation 3.5 £2,867 

Total Price (ex VAT)   £18,395 

    

Example Project 2: Heat and Home Energy Efficiency (Heat and HHE) 

 Project plan, client contact and 
management 

3.5 £2,698 

 Any additional profiling N n/a 

 Qualitative topic guide development 1.25 £883 

 Quantitative questionnaire 
development 

1.5 £1,305 

 Recruitment 2 £1,148 

 Travel n/a £288 

 Incentives n/a £640 

 Survey development 1 £650 

 Online survey (including data outputs) 1 £4,525 

 Depth interviews n/a £0 

 Focus groups 1.75 £1,346 

 Transcription n/a £264 

 Analysis of findings 2.5 £1,258 

 Report 2.5 £2,180 

 Presentation 2.5 £2,605 

Total price (ex VAT)   £19,790 
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Stage  Task/item Number of days/ 
project team days 
 

Total price of task/item 
(ex VAT) 

Example Project 3: Energy Market Regulation (EMR) 

 Project plan, client contact and 
management 

2 £1,435 

 Any additional profiling? Y/N N £0 

 Qualitative topic guide development 2 £1,435 

 Recruitment 2.5 £2,520 

 Incentives n/a £1,450 

 Online platform n/a £720 

 Depth interviews n/a £0 

 (Online) Focus groups  3.5 £2,325 

 Transcription n/a £0 

 Analysis of findings 4 £2,870 

 Report 3.5 £2,510 

 Presentation 3.25 £2,458 

Total Price (ex VAT)   £17,723 
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7.4   Methodologies price list 
 

Research Activity Price (ex VAT) 

Online surveys to 1,000 participants (assuming 10 minute survey, limited development 
time and data output only (i.e. no analysis or reporting)) 

£9,000 

User testing, including digital user testing (60 minutes per person), with 15 participants 
(includes recruitment and fieldwork in one central location) 

£3,280 

Focus groups with 15 participants (assuming recruitment and moderation of one focus 
group lasting 1.5 hours) 

£1,700 

Video diaries or blogs (on smartphones) with 15 participants (assuming 3 day task, 
recruitment and moderation) 

£2,000 

Depth interviews with 15 participants (assumes tele-depths at 30 minutes per person, 
recruitment and fieldwork only) 

£2,025 

Co-creation workshops with 15 participants (assuming recruitment and moderation of 
one workshop lasting 2 hours) 

£1,800 

On-going engagement through online community forum, snap poll, etc (assumes 5 day 
forum with 15 people) 

£1,600 

Flexibility to approach DECC’s stakeholders if required, whether through using existing 
lists of stakeholders (provided by DECC) or recruiting from businesses/supply chain for 
online and offline engagement 

Approximate cost £75 per 
person recruited 

Recruitment of a sample for other research projects Approximate cost £75 per 
person recruited 

Others (to be confirmed based on policy requirements) To be discussed/agreed 

 

7.5   Synthesis reporting (optional extra) 
 

Activity Price (ex VAT) 

Synthesis report (delivered twice a year) £5,000 per report 

  

REDACTED 

 



 

Page 41 of 59 
 

Appendix A – Staff CVs 

Tim Hanson (Senior Associate Director) 
Tim joined TNS BMRB in 2004 and has managed a large number of projects across survey modes and policy areas 

over the past 11 years. 

Tim has worked with DECC on the Public Attitudes Tracker from its inception in 2012, and has led the TNS BMRB 
team since wave 5. He has been involved in all aspects of the survey, including questionnaire development, project 
management and analysis and reporting. He has also worked with DECC on research looking at levels of interest 
among older people in using winter fuel payments to pay for energy saving home improvements under a range of 
scenarios. Tim authored the report produced for this study29. 

Tim is highly experienced in the design and management of large-scale online surveys. This includes the 
Understanding Society Innovation Panel (involving a mixed mode CAWI/CAPI/CATI design, transfer of data between 
modes and experimentation), the Community Life Survey, which adopts an experimental online/face-to-face design, 
and a current project headed by the Wellcome Trust, to assess levels of public engagement by researchers at HEIs. 
He also has a particular interest in usability testing and developing device agnostic survey design and recently 

presented a paper on this topic at the Understanding Society Scientific Conference30.   

Tim has particular experience in questionnaire design and has worked closely with a range of government clients in 
this area, including DECC. He has jointly developed a TNS BMRB bespoke questionnaire appraisal framework, runs 
questionnaire design training courses for junior researchers in TNS and externally and leads a questionnaire design 

group in TNS BMRB. 

Adam Green (Research Manager)  
Adam joined TNS BMRB in 2012 having completed a degree in Politics and International Relations at the University of 
Manchester. Since joining TNS BMRB Adam has worked on a variety of social research projects including national 
statistics surveys such as the Crime Survey for England and Wales and the Community Life Survey, tracking projects 
such as the DECC Public Attitudes Tracker, and also policy based research for the FCA and the Department of 

Health.  

Adam has worked on the DECC Public Attitudes Tracker since 2012, and during this time he has been involved in all 
aspects of the project. Adam manages the day-to-day activities on the tracker such as fieldwork scheduling and the 
preparation of survey outputs, including weighting and cleaning of the data. Adam’s involvement in the project has 

also included questionnaire design, analysis and reporting on the findings, and presenting results to DECC staff.  

Adam has also been involved in a number of online projects since joining TNS BMRB. In particular he manages the 
online element of the Community Life Survey which has for the first time moved a national statistics survey from a 
face-to-face methodology to an online approach. This project has involved an extensive amount of online development 
work. Adam also works on the FCA Practitioner Panel Survey, an annual online survey of financial businesses and 

their attitudes towards regulation. 

Adam is also the Deputy Head of TNS BMRB’s Social and Political Attitudes Unit, which conducts regular online 
research monitoring public opinion on various topical issues. Much of TNS BMRB’s political research is conducted 
through Lightspeed GMI, which acts as the panel provider. Adam therefore has a great deal of experience in working 

closely with Lightspeed on panel-based research. Prior to joining TNS BMRB, Adam developed further experience in 
online panel research whilst working at YouGov. During this role, Adam developed expertise in online research 
methods whilst working on daily political and social opinion polls for a variety of clients including national newspapers, 

charities, academics and PR agencies. 

Dr Sarah Cheesbrough (Director) 
Sarah is Head of Policy at TNS BMRB, having joined TNS BMRB in 2013 from the DWP and DfE Value for Money 

teams at the National Audit Office. She offers substantial experience, having worked in social research for 20 years.  

                                                
29 https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/236859/Winter_Fuel_Payments_Research_report_final.pdf 
30 https://www.iser.essex.ac.uk/research/publications/523179 
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Sarah plays a lead role in a number of large-scale survey projects. This includes a large programme of research for 
Ofgem as parts of its retail market review. Sarah has been centrally involved in all stages of this project since its 
inception in 2014, building up substantial knowledge around energy market regulation and consumer attitudes towards 
energy suppliers and switching. Sarah also leads DWP Customer Survey, major surveys for BIS as well as specialist 
survey design development for the Department of Education. She also leads our programme of customer insight 

research for Royal Mail. 

Prior to the NAO, Sarah was a Director at the Ipsos MORI Social Research Institute leading major surveys ranging 
from the Citizenship Survey, on behalf of the Department for Communities and Local Government (DCLG) to bespoke 
studies of hard to reach groups.  

Sarah also spent eight years in the Government Social Research profession at the Social Exclusion Unit and DCLG 
conducting in house analysis and commissioning research from research agencies and academic experts. Having 
worked closely with policy colleagues, drafted numerous submissions and briefed ministers, Sarah understands the 
pressures for fast turnarounds and highly engaging outputs. 

Sarah has a thorough grounding in survey research and analysis having begun her career at what is now the Office for 

National Statistics (Social Survey Division) and from her PhD in longitudinal data analysis. 

Gemma Cass (Associate Director) 
Gemma has worked on numerous campaign evaluation and behaviour change projects since joining TNS BMRB in 
2010 with a focus on public health. She has experience of a wide range of methodologies including face-to-face, 
telephone and online. She has significant experience of evaluating complex communication campaigns including paid, 
owned and earned media, alongside behaviour change programmes, to support the development of future activity. 
Gemma has evaluated interventions at a local, regional and national scale, including from small scale roadshows 

through to large scale TV led campaigns. 

She currently leads evaluation of the Living Well and Early Diagnosis campaigns for Public Health England (PHE), 
including Smokefree, Be Clear on Cancer and Dry January.She works across all campaign strands to ensure 
consistency of approach and transfer of learnings across campaigns, working with partner agencies to ensure findings 

from previous evaluations are embedded in the development of new campaigns.  

Other social marketing experience includes evaluations of THINK! for the Department of Transport, Army recruitment 
for MoD and brand tracking for World Animal Protection. Gemma works on the evaluation of Sport England’s This Girl 
Can campaign, where she was instrumental in developing the research strategy alongside the creative agency. She 
recently led the Universal Credit marketing trials evaluation for DWP, using a quasi-experimental approach to measure 

the impact of different campaign strategies, using labour market data to assess ROI. 

Gemma participated in the inaugural WPP Team Whitehall Talent Development programme, designed to give a wider 
understanding of the media environment and government, and has mentored students at the Oxford University 

Blavatnik School of Government in government communications.  

Other research experience includes a range of projects for Royal Mail, and within TNS’s consumer division, including 
new product development, campaign evaluation and multi-country studies. Gemma has a BA in Geography from the 
University of Nottingham and the MRS Advanced Certificate in Market and Social Research Practice. Prior to joining 

TNS BMRB she worked in the Research Strategy Unit at Cancer Research UK. 

Emma Coleman (Research Manager) 
Emma joined TNS BMRB in 2012 after completing a degree in Psychology from the University of Warwick. She has 
worked on a variety of social research projects across every data collection methodology, with particularly experience 

in the management of online surveys. Projects Emma has worked on include: 

 Survey of Family Mediation Practitioners, an online survey measuring levels of private family meditation. As part of 
this Emma managed the sample process and online survey and co-wrote the final report. 
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 Civil, Family and Administrative Justice Problems (2014-current) (Ministry of Justice): As part of this large 
telephone survey Emma has conducted cognitive testing of new questions; she was also responsible for data 
delivery, ensuring that the complex data sets were produced to a high standard. 

 Community Life Survey (2012-current), where Emma currently manages the internal aspects of this face-to-
face/web survey. This role has covered a variety of areas including cognitive testing of questions, managing survey 
documents, monitoring fieldwork progress and ensuring data is processed to a high quality and on time.  

 Crime Survey for England and Wales (2012-current), where she is responsible for briefing interviewers and data 
delivery, and has also conducted cognitive interviewing of new questions.  

 The English Business Survey (2012-14) (Department for Business, Innovation and Skills): A telephone survey 
about the current economic and business conditions across England. As part of this Emma was responsible for 
delivering monthly data outputs to BIS.  

Catherine O’Driscoll (Senior Research Executive) 
Catherine joined TNS BMRB in 2013 as a Graduate Trainee and has since worked on projects for government and 
academic clients across a range of methodologies. Before joining TNS BMRB, Catherine graduated from the Open 
University with a BSc in Psychology, having gained knowledge of both qualitative and quantitative research methods.  

Catherine currently supports with the management of an online consumer panel for the Food Standards Agency, 
conducting fast turn-around surveys and delivering outputs to tight deadlines which are used to inform policy 
decisions. Her involvement has ranged from project initiation and panel set-up through to data analysis and reporting. 
This has included mixed-methods work investigating public attitudes to food risk, incorporating the use of an online 

panel survey in addition to qualitative focus groups and mobile research.  

Catherine’s other recent experience includes working on the quantitative aspects of an innovative mixed-methods 
project for the Royal Society of Chemistry, leading on the fieldwork for an online survey of stakeholders and a face-to-
face survey of the general public. The survey results were presented alongside qualitative findings through a range of 
outputs, including an infographic and a public communications toolkit. She has also worked on the third wave of a 
large-scale random probability project for the Food Standards Agency, the Food and You Survey, assisting with 
managing fieldwork, checking data, report writing and the presentation of the survey findings. 

Deborah Willis (Research Executive) 
Deborah recently joined TNS BMRB after completing her MSc in Criminological Psychology at the University of 

Nottingham. She has experience of working with DECC on the Public Attitudes Tracker, including producing outputs.   

Deborah also currently works on the Crime Survey of England and Wales, the National Survey for Wales and a major 
study for the Ministry of Justice on experiences of civil, family and administrative justice problems.  

Ben Toombs (Director and Head of Qualitative Research)  
Ben is an expert in behavioural and customer insight research, and has led numerous projects assessing how public 
services impact on individuals and businesses, and how they could be developed. Recent projects that Ben has led to 
examine customers’ journeys with and needs from public services include: 

 HM Revenue and Customs (2013): a series of customer journey research projects to map the experiences of 
HMRC’s Needs Enhanced Support and Enquiry Centre customers, to provide baseline evidence of their current 
experience and to inform the development of HMRC’s new customer service model 

 HM Revenue and Customs (2012): research among employers to inform HMRC’s overall design and messaging 
strategy for RTI, exploring likely behavioural responses to the introduction of ‘real time information’ and an on-going 
study among individuals to understand the impact that RTI is likely to have on them in terms of behaviour and 
compliance 

 National Employment Savings Trust (NEST) (2013): customer journey research examining employers and 
employees’ experiences of enrolling with and using NEST as their workplace pension scheme 

 HM Revenue and Customs (2012-13): research among charities to map their journeys around claiming Gift Aid, 
with a view to understanding how these journeys are likely to change with the introduction of the online Gift Aid 
service, and what HMRC needs to do to make the transition as seamless as possible. 
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 Student Loans Company (2012-13): a three-stage project to map Further Education learners’ journeys towards 
their FE course, examine their information and guidance needs, and identify what they will need to know and when 
in order to choose a course and apply for funding when the 24+ Advanced Learning Loan is introduced.  

 Consumer Focus (2012): research using customer journey mapping to understand the cycles of low-income 
individuals’ budgeting and spending behaviour, and to examine the impact that the introduction of Universal Credit 
is likely to have on them, their ability to adapt to the new benefit system, and the potential for Post Offices to offer 
services to support claimants in managing their accounts online 

 
Ben frequently presents to high-level audiences involving numerous internal and external stakeholders, and his 
research reports are often published. He has an MA in History from the University of Cambridge and an MSc in 
political sociology and research from the University of London, and is a Fellow of the Royal Society of Arts. 

Caitlin Connors (Director)  
Caitlin has 13 years’ experience in qualitative research, extending across research programmes in Psychology, 
Sociology, Neuroscience and Market Research. She has specific expertise in difficult subject matter (including 
sensitive financial and emotional topics) and hard to reach audiences. Caitlin joined from Define Research and Insight, 
where she specialised in behaviour change and service design research, communications, concept testing with a 

range of government clients, prior to joining TNS BMRB in 2012. Since joining TNS BMRB, Caitlin has led a number of 
high-profile studies for clients including HMRC, Defra, BIS, and DWP, HMIC, and the Food Standards Agency. 

A selection of Caitlin’s experience as relevant to this panel contract includes: 

 DWP Employer Recruitment research on SMEs’ practices as related to recruitment of semi-skilled and unskilled 
staff, including group discussions and video case studies of (often non-compliant) behaviour. 

 Several waves of communications development and testing research for BIS on the flagship GREAT campaign – 
including quick-turnaround group discussions with a difficult to recruit sample of SMEs. 

 Ongoing work for DWP on Self-employed parents and Child Maintenance, examining the potential impact of 
reforms to the child maintenance system in terms of promoting compliant payment. Via group discussions and both 
face-to-face and telephone depth interviews, researchers have undertaken customer journey mapping and 
elements of guided recall to understand parents’ response to each element of the current maintenance system and 
provide insight around likely future behaviour. This research, conducted with a difficult target audience about a very 
sensitive topic, has required iterative adjustment of the sample and research approach as fieldwork evolves.  

 Usability testing of the Simplified Expenses Testing Tool with self-employed business representatives for the 
HMRC. This included both interview, observational and video data elements. 

 HMRC Quality research with SMEs and agents, including depths and group discussions to assess customers’ 
experience of HMRC customer service. 

 A range of communications development and testing research for DWP on Automatic Enrolment and the workplace 
pensions reforms – with a range of UK businesses, including SMEs 

 
Daniel Clay (Senior Associate Director)  
Dan has managed research for a wide range of Government departments, non-departmental bodies, regulators and 
local authorities. Relevant to this current contract, Daniel has overseen a wide variety of fast-turnaround research 
projects including work for DECC on the Green Deal, multiple waves of communications development research for 
NCTL, service redesign evaluation for HMRC, and user testing of simplified expenses and tax risk triggers for 

HMRC.Daniel brings 10 years of experience undertaking social policy and practice related research for organisations 
including Barnardo’s, the Policy Research Bureau, the Tavistock Institute and EdComs. He is experienced in 
managing large-scale, multi-method projects that range in focus from concept development to communications testing 
to formative and summative programme evaluations. His expertise spans a wide range of online and offline qualitative 
approaches including ethnographic and deliberative research methods. Daniel leads TNS BMRBs visual research 
offering which incorporates both the generation and communication of insights through harnessing technology, design 

and multimedia. He is an associate member of the MRS and the AQR, and a Fellow of the RSA.  
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Emily Fu (Associate Director)  
Emily has a BSc (Hons) in Social Anthropology from the London School of Economics and Political Science and is our 
Digital Champion, specialising in non-traditional, mobile, social and online qualitative methods. Emily has worked with 
a wide range of government clients, including HMRC, BIS and DWP, as well as third sector (Macmillan, Shelter) and 
public bodies (Royal Society of Chemistry, Company and Markets Authority). She has worked on a number of projects 
for DECC in the past, including our public dialogue work on public attitudes to unconventional shale gas and oil. She 
was also involved in a project measuring the impact of Display Energy Certificates (DECs) for businesses and public 
bodies. Emily also leads the qualitative Citizens’ Forums and was closely involved in the development of the 
Consumer Panel for the Food Standards Agency (FSA). She has led a number of projects on topics drawing on both 
these methods, including recent work exploring consumer understanding of risk, rare burgers and chemicals, and how 
to communicate risk. This also included a mobile ethnographic element that captured consumer behaviour in real time. 

She is currently leading a large-scale public dialogue on food futures and challenges of food security for the FSA.  

Amy Ohta (Research Manager)  

Amy joined TNS BMRB in 2012, after training as a qualitative and quantitative researcher in the Insight and 
Engagement Division (CIE) at Chime Communications, including rotations at Opinion Leader and specialist 
ethnography agency Naked Eye Research.  During this time and since joining TNS BMRB, she has gained experience 
in using different methodologies, to uncover and understand people’s experiences, behaviours and beliefs; this has 
involved engaging with general public, vulnerable audiences and senior stakeholders. Amy is experienced in 
conducting research on financial topics: she has worked on a number of projects on behalf of HMRC; this includes 
managing research engaging with charities on the subject of Gift Aid and she is also currently managing recruitment 
for usability testing on HMRC’s online charities’ service. She has also managed research projects on other subjects on 
behalf of HMRC such as RTI, tax credits and business record checks, as well as financial projects on for other clients 
e.g. pensions’ research for NEST (National Employment Savings’ Trust) and DWP. Lastly, she is currently working on 
behavioural insight work on behalf of Shelter, the housing charity. These have all included conducting both in-depth 
interviews and focus groups. Amy has a BA in Classics and Modern Languages from the University of Oxford. 

Tom Chisholm (Research Manager)  
Tom joined TNS BMRB in 2013, after graduating from the University of Oxford with a BA in History. Since becoming a 
member of the team he has worked on a wide range of projects including work for the Department for Transport 
exploring public views on spending priorities for the strategic road network, and the Department of Energy and Climate 
Change undertaking deliberative research with members of the public around fracking and alternative energy 
generation to support communications development. Tom has also been involved in large-scale workshops exploring 
public views on energy efficiency as part of our internal Green Disconnect work. 

Dr Amy Busby (Senior Research Executive) 
Dr Amy Busby joined TNS BMRB in 2013 and is working towards the MRS Advanced Certificate. Before joining TNS 
BMRB Amy worked for DCLG as a Social Research Officer for two years undertaking Big Society policy evaluations 
and helping to lead a process evaluation of the Neighbourhood Community Budgets pilot scheme which included 
examining the development of governance mechanisms and community engagement strategies. Amy has been a core 
part of the research team delivering the HMRC NES project, interviewing both customers and HMRC staff, and has 
also undertaken exploratory research for the FSA with employers to understand their information seeking behaviours 
and to test new website content to support decision making. She has also undertaken a range of customer insight 

work for clients including Royal Mail and Ofgem. 

Marina Gkiza (Research Executive)  
Marina joined TNS BMRB in 2013 after gaining experience in qualitative, qualitative and online research. She has 
worked on studies that sought to explore applicants’ choice of higher education course and institution, physician and 
patient studies in the healthcare sector, and bespoke Online Trade projects for high-street banks in the UK and 
Denmark. Marina has been involved with projects that looked into improving mobile phone provider and TV licensing 
services and moderated online focus groups and communities for the lifestyle and FMCG sector, as well as projects 
that required social media monitoring and online community management. She is currently working with Andrew on a 
project about payday loans for the Competition Commission. Marina holds an MA in Gender, Media & Culture and a 

BA in English Studies. 
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Appendix B – Risk register 

Risk Assessment Countermeasures and contingencies 

Panel is not large 
enough to deliver 
required samples 

Likelihood: Low 
Impact: Medium 

 Ability to draw upon an active Lightspeed panel of c. 
150,000 consumers 

 Expected sub-panel size = c. 30,000 
 Estimates based on similar exercises (e.g. FSA panel) 

Panel does not 
represent the population 

Likelihood: Low 
Impact: Medium 

 Extensive effort and processes built into recruitment and 
retention to build a panel that is broadly representative of 
the UK population 

 Sample drawn from each project to deliver a broadly 
representative sample or to capture key sub-groups of 
interest 

 Sample specifications agreed between TNS BMRB and 
DECC 

 Focus of research on quick turnaround – acknowledged up 
front that random sampling methods are not feasible within 
timescales and budgets  

Panel does not support 
adequate numbers / 
analysis in key sub-
groups 

Likelihood: Medium 
Impact: Medium 

 Size of overall panel means number of consumers in all but 
the smallest sub-groups should support analysis 

 Ability to target consumers based on profiling information 
 Ability to free-find consumers for offline projects where 

small / specific sub-groups are required and cannot be 
picked up from panel  

Projects don’t deliver 
insight required 

Likelihood: Low 
Impact: High 

 Inception meeting/call to be held for each project to ensure 
full understanding of objectives 

 Detailed project plan to be reviewed and signed-off by 
DECC 

 Range of methods to draw upon to maximise value of 
research 

 Extensive experience in team in analysis, reporting and 
delivering insight 

Low response rates 
achieved for projects 

Likelihood: Low 
Impact: Medium 

 Lightspeed offer extensive experience of delivering similar 
research – response rate assumptions developed over 
many similar studies 

 Measures in place to maximise response, including 
branding, incentives, reminders and length of data collection 
period 

Problems with recruiting 
for projects using other 
methods 

Likelihood: Medium 
Impact: Medium 

 Large panel of consumers to draw upon 
 Ability to include screening and additional profiling 

questions on Lightspeed panel 
 Option to use free-find recruitment techniques if required 

Lack of demand for the 
panel from DECC / 
stakeholders 

Likelihood: Low 
Impact: Medium 

 Expectation from DECC that at least one project per month 
will be commissioned – likely to be a fairly high level of 
demand 

 Efforts to communicate value of panel to stakeholders – 
TNS BMRB team to support this (e.g. through synthesis 
presentations or e-bulletins provided to stakeholders) 

 Break clauses in contract 
 Flexibility of TNS BMRB team allows for variation in 

demand levels 
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Risk Assessment Countermeasures and contingencies 

Particularly high levels 
of demand for the panel 
during certain periods 

Likelihood: Medium 
Impact: Medium 

 Large and flexible team with multiple members of staff at 
each level – allows for multiple projects to be run 
concurrently 

 Clear management processes including weekly 
communication between TNS BMRB’s Project Manager and 
DECC to ensure upcoming requirements are flagged in 
advance 

 Early timetabling and planning between TNS BMRB and 
DECC in order to effectively manage resource 

Results delivered too 
slowly to inform policy 

Likelihood: Low 
Impact: High 

 Approaches built around requirements for each project – to 
ensure results/insight are delivered to required timings 

 Range of methods that can be drawn upon – can deliver 
very quick turnaround research/results if required 

 Large team available to divide up work and ensure fast 
delivery 

 Timetable drawn up at start of each project and signed off 
by DECC – ensures awareness and buy-in against timings 

 Realistic approach to delivery – any issues with being able 
to deliver to requirements flagged at an early stage and 
alternative approaches to be out forward 

Staffing shortages due 
to illness, leaving 
company, etc 

Likelihood: Low 
Impact: Medium 

 Large team to draw upon – including 15 researchers in core 
team and around 70 across TNS BMRB 

 Range of staff at different levels to cover in the event that 
key staff are unavailable 

Lack of expertise in 
team for research 
methods 

Likelihood: Low 
Impact: Medium 

 Team assembled to provide range of experience in relation 
to all methods that may be required 

 Range of additional staff with relevant experience who can 
cover tasks if required 

Research cannot be 
delivered to budgets 

Likelihood: Low 
Impact: High 

 Clear understanding up front that £20,000 is the maximum 
budget for each project 

 Costs provided as part of tender response based on 
example projects covering a range of methods 

 Clear agreement on specification and costs at start of each 
project 

 Early flagging by TNS BMRB team if requirements cannot 
be feasibly met within budget 
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Appendix C – Background to the Lightspeed GMI panel 

Recruitment  
The Lightspeed GMI panel is composed of people who make a conscious decision to participate in online surveys 

through a double opt-in registration process. 

Several methodologies are used to recruit panellists, including opt-in emails, co-registration, e-newsletter campaigns, 
traditional banner placements, as well as both internal and external affiliate networks. Lightspeed also recruits via 
social networks and offline surveys. Every effort is made to build a high quality panel and remove the inherent bias 

that could result from using a small number of recruitment sources.  

Recruitment partners 
Recruitment is managed through working with several panel recruiting partners. This includes portals and special 
interest sites, resulting in a diversity of panellist profiles. Key partners include portals, media agencies, channel sites 

(for example, for women, gaming or senior people) and email and marketing companies. 

None of the partners represents a large proportion of overall recruits. Recruitment methodologies and sources are 
changed on a regular basis and the volumes recruited from each partner are varied from one month to the next. This 
ensures that Lightspeed reaches a good mix in its recruitment sources, which allows recruits to be diverse while also 

consistent over the year. 

Detecting fraudulent respondents during registration 
Lightspeed GMI was among the first panel providers to implement technology-driven quality programs. Its proprietary 
panellist verification process, Lightspeed RealRespondents, is the result of significant ongoing investment in 
development and technology. It is a series of real-time checkpoints that new panel registrants pass through while 
completing the panel registration survey. Registrants who fail these checks are unable to join the panel. Checkpoints 

include:  

 Proxy detection: detects a proxy server used to mask the registrant’s true IP address and past fraudulent activity  
 IP GeoFencing: locates the registrant’s country location via their IP address and determines their eligibility for 

registration based on country-specific rules  
 CAPTCHA: prevents automated programs from joining the site through challenge-response tests  
 Email address verification: queries the Lightspeed GMI database to ensure the email address is unique (all 

registrants must verify their email addresses through a double opt-in registration process) 
 

In addition, registrants’ postal address and postal code are verified against a current local address directory.  

Those who pass the Lightspeed RealRespondents check are sent an email to confirm their email addresses. After 
clicking on a link within the email, they complete the double opt-in process and become members of the Lightspeed 

Consumer Panel. 

No specific recruitment process will need to be undertaken to then include panellists into the sub-panel for involvement 

in the DECC consumer panel.  

Panellists invited to a survey will visit the Lightspeed website and enter their email addresses and passwords before 
accessing the link to the survey. This is more secure than sending the survey link in an email, which could be opened 

by anybody with access to that mailbox. 

Minimising the risk of professional panellists 
To some extent, any panel research solution involves including individuals who are more engaged with research 
participation than the general population. For many studies this is not in and of itself a problem, unless: 

 Participants have engaged recent or frequent participation in research on similar topics to those the FSA wishes to 
explore which might influence views; for example, risk attitudes, food safety or regulation  

 Participants are ‘gaming’ the system by providing inaccurate data simply to gain cash incentives 
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For any projects where sensitivity around prior research engagement is particularly high we have a range of 
approaches which we can use to minimise risk: 

 Whilst we use incentives to encourage the participation of panellists, we make sure that these are pitched at such 
level as to not make it worth someone’s while to try and ‘game’ the system. 

 In the invitation text for surveys and the question wording used to screen for surveys, we take great care not to give 
too much detail away to potential respondents. This minimises the risk of panellists entering incorrect information in 
an attempt to qualify for a survey which they should not be eligible to take part in. 

 We also utilise cutting-edge technological tools to identify and remove ‘professional respondents.’ For example, we 
identify multiple registrations from one household through: 
 Proxy detection: detects if a proxy server is used to mask the registrant’s true IP address 
 Unique MachineID:this is a calculated alphanumeric string based on more than 25 data points collected from a 

survey respondent's computer and identified by our technology systems. This ensures only one registrant per 
computer can join our panels 

 We automatically identify and remove poor survey data through a series of quality checks. Our Lightspeed 
RealResults automatically checks for: 
 Survey speedsters: respondents who rush through the survey are identified by comparing survey completion 

times to the norm 
 Grid speedsters: respondents who rush through grid questions are identified by comparing grid completion 

times to the norm 
 De-duplication: blocking survey respondents who attempt to complete the same survey multiple times either 

within a single panel or across multiple panels  
 ‘Honesty’ detector: a unique combination of high and low probability statements as well as a benchmark 

question to identify ‘over-reporters’ who are assumed to be dishonest and are blocked from entering survey 
 
Retention and refreshment 

The Lightspeed GMI is being constantly grown; the UK panel grows on average by about 10% per annum. 

The typical length of time that people remain on the access panel varies according to age. The average respondent 
aged over 25 years old stays on the panel for 21 months before they decide to leave or are cleaned from the panel as 

a result of inactivity. People aged under 25 generally stay on the panel for less time, an average of 18 months. 

Lightspeed GMI continually analyse the key performance indicators of the panel and recruit to meet the research 

needs. If a particular sub-group are missing from the panel they are targeted for further recruitment. 

Demographic data 
Data is collected household and demographic information for all Lightspeed GMI panellists31. Furthermore, Lightspeed 
GMI collects extensive socio-demographic profile information through a range of sector-specific screener surveys 
including finance, health and wellness, automotive, media consumption, and small business. Further profiling 
information can be added on an ad hoc basis.   

Data updates 
The Lightspeed GMI panel profiling program is ongoing, and the frequency of data refreshment is dependent on the 
time sensitivity of the data. Most data is systematically updated annually to ensure relevance. The panel profiling 
information is validated in the screener section of subsequent surveys. 

Panel portal and software 
The portal is the panellists’ primary interface is optimised to drive engagement and retention. It is very important in 
meeting a variety of ongoing panellist needs which helps to promote their satisfaction. The layout serves to make 
panellists feel at home and comfortable expressing themselves and includes details of the privacy policy and an area 

for FAQs. An example of the home page is shown here: 

                                                
31 Standard demographics include: data of birth, gender, post code, household size, household income, marital status, education, ethnicity, social grade, chief 
income earner, presence of under 18s in household, number of children, and employment status. 
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TNS use commercial software for online data collection, IBM SPSS Data Collection (more commonly known as 
Dimensions). IBM SPSS Data Collection has a strong track record in terms of its capability to handle the most complex 
projects and a wide range of survey requirements. The software is used across many different project types, including 

the most complex, such as multi-country hierarchical studies, large-scale social research and diary studies.  

The software features full logic checking and features all the standard questionnaire features such as multi or single 
coding, numeric questions, grids, drop-downs and audio or video add-ins.  

The software can allow respondents to suspend completion and return to the point at which they left at a later time, as 
well as having a full set of help buttons and status bars to keep respondents informed of their progress through the 

survey. 

Incentivisation 
Overall, incentives for panel participation are much lower than those used for bespoke survey participation. Upon 
completion of a survey using the DECC sub-panel, panellists will receive ‘Lightspeed Points’ which may be redeemed 
for items in a prize catalogue. The number of points awarded for survey completion is based on survey length, 
complexity and incidence rate. Research has shown that having a system where panellists accumulate points helps 

with panel engagement and retention. 
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Appendix D – Facilities and equipment for qualitative 
research 

TNS BMRB’s approach to recruitment 
We are unusual in that we have our own in-house recruitment team for qualitative research. We employ four full-time 
recruitment managers who manage a national network of specially trained freelance qualitative recruiters. We also 
have access to multi-lingual translators and strong links with community-based groups, providing increased access to 
isolated groups, groups with special needs and those with more transient circumstances. All recruiters are members of 
the Interviewers Quality Control Scheme and a rigorous ‘spot-check’ procedure, using back-checking methods, is 
carried out to ensure that those recruited fulfil the quota requirements. For each project we develop recruitment 
specifications and screeners/questionnaires as well as detailed instructions for recruiters providing them with 
additional project background. We have a face-to-face briefing meeting with the field team at the outset. Depending on 
client requirements, we are able to provide regular recruitment updates and thanks to having an in-house team, we are 
made aware of any issues as soon as they arise and so are able to resolve these quickly in order to keep projects on 
track. A close liaison between researchers and our recruitment field managers is maintained throughout the project in 

order to ensure that the target quotas are met. 

We adopt a wide range of approaches to recruiting respondents as is needed for each project, e.g. free-find, sample-

based recruitment, and snowballing.  

With the free-find method, a recruiter approaches individuals either in the street or by door-knocking. Having 
introduced themselves and confirming their identity as a TNS BMRB recruiter, the individual is then given a brief 
overview of the research, the client, and asked whether they would be interested in participating. Where interest is 
shown, the recruiter then asks a series of screening questions to determine their eligibility and ensure that the 
designated quotas are accurately filled. With sample-based recruitment, we can use either client-provided sample or 
sample from online panels or from ‘list providers’. Our in-house Sampling team ensures that samples are in optimum 
format for recruitment. ‘Snowballing’ is a recruitment technique that uses networking to find the ‘right’ people to 
participate in the research. Snowballing operates for any type of hard to reach audience (e.g. BME communities or 
those who are off the grid). Individuals agreeing to participate are given a confirmatory letter, which further describes 
the study, the voluntary nature of their participation, the appointment date and time for the interview or attendance at a 
discussion, and the confidentiality of their responses. Individuals are reminded at least once before the day of the 

event. We are able to recruit to projects using each of these methods within a 2 week period. 

In order to mitigate the risk of low response rates compromising data quality we explore recruitment strategies with 
stakeholders at the project inception meeting and review during fieldwork. Where necessary we will flexibly adapt our 
recruitment approach if delays are experienced, e.g. supplementing panel data with free-find recruitment, or by 
adapting methodology. Our recruiters are expert in engaging both individuals and businesses, and are highly 
experienced in employing the appropriate techniques to minimise drop-outs. As a matter of course we over-sample 
and, for group discussions, over-recruit in order to mitigate against the potential impact of drop-outs.  

Facilities and equipment 
TNS BMRB is the largest provider of social research to the Government and undertakes a wide range of projects 
across the UK. We have offices in London (More London Place by London Bridge) and in Edinburgh, both of which 
contain professional viewing facilities for qualitative research. Facilities in London can accommodate up to 15-20 
people comfortably, and those in Edinburgh can accommodate around 6 people. Audio and video recording facilities 
are available in both venues and we are happy to provide DVDs of sessions for clients. We are able to offer these 
facilities to our clients free of charge.  

All qualitative interviews and group discussions are audio recorded as standard. TNS BMRB uses encrypted recorders 
(126 or 258 bit depending on client requirements). Audio files are securely uploaded to our server and sent for 
transcription to our preferred supplier White Transcriptions Limited. White Transcriptions Ltd has been specially set up 
and information security checked by WPP to comply with our ISO 27001 Information Security accreditation.  
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Depending on the nature of the project we may use digital handycams to video record in-situ interviews and group 
discussions. These are edited in-house and can be provided to clients as a standalone output or to accompany 

presentations. 
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Appendix E – Example infographics 
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Appendix F – Quality and information security 

Quality32 
TNS BMRB is committed to quality in our service to clients and in the way we manage our people and our business.  

We are accredited to ISO 9001 and ISO 20252. This verifies that we meet the set standards for quality assurance, 
project management, data collection, preparation and processing.  

We also abide by the code of conduct of the Market Research Society (MRS), the quality commitment of the MRS 
Company Partner Service and the code of Marketing & Social Research Practice of the International Chamber of 
Commerce/European Society for Opinion and Market Research (ESOMAR).  

The accreditations mentioned above form a sound basis for our commitment to continuous improvement in all the work 
we do for clients and in the way we manage both our business and our people.  

TNS BMRB has a dedicated quality and information security department working with teams across the business to 
develop systems and procedures to ensure we deliver the highest possible levels of quality throughout the research 
process. A network of champions across the business act as facilitators between the quality and information security 
team, and the different departments and locations.  

We have a fully defined and documented project process which includes all key activities, checks and senior sign-off 
points.  

We understand the importance of client feedback and maintain a robust programme, requesting external clients to rate 
TNS BMRB on the service received.  

We do this by issuing client satisfaction questionnaires on completion of projects and with clients with whom we have 
on-going relationships we have regular face-to-face reviews of our performance.  

We maintain a database of approved suppliers who are all approved before use and issued with our supplier terms 
and conditions and some minimum quality requirements for client project work and we also formally appraise our 
suppliers, including internal departments, at least annually.  

Regular cycles of internal audits, which include review of research project compliance to quality standards, are 
planned and conducted, providing detailed feedback to every area of the business and feeding into process 
improvement. In addition, bi-annual external audits ensure quality levels are maintained to the standards of ISO 
20252/9001.  

TNS BMRB is committed to continual improvement. Quality issues may be identified via our client feedback process, 
our internal and external audit programmes, or directly via client complaints. We aim to be a customer-led organisation 
and, as such, need to identify, understand and action where and how, if we fail to meet our clients’ expectations. 

The Quality and Information Security team takes ownership of any such issues which are recorded in a central log. 
These issues are then followed up rigorously to ensure the problems are understood by all the relevant parties and 
corrective action is taken as appropriate (e.g. processes amended, training provided) to avoid any recurrences.  

Following a client complaint, or recommendation for improvement, the individual that received the complaint is 
responsible for informing a Director who will determine and authorise the appropriate course of action, including 
relevant communication and escalation.  

The Quality and Information Security team are also informed and the details logged on a central form. This form 
outlines the complaint received/issue raised, reasons for occurrence, what actions have been carried out to rectify any 
outstanding issue, and what improvements could be made in the future to ensure that the problem is not repeated.  

The form is also copied to the Managing Director of Operations and the CEO to review that the actions taken are 
appropriate and effective.  

                                                
32 Further details on the specific quality control processes we will employ for this contract are included in Appendix G. 
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Any issues or complaints received are taken seriously by TNS BMRB and it is a priority that all existing/outstanding 
issues are dealt with as quickly and efficiently as possible.  

TNS BMRB's commitment to quality goes beyond the standards, with many localised quality initiatives. One example 
is a dedicated checking team which provides script (CAWI, CATI and CAPI) and analysis (tabulations, charting, and 
data) checking to ensure the highest data quality is delivered. Scripting errors, queries on questionnaire design and 
amendments after the clients’ sign-off are recorded and analysed in order to develop streamlined processes, increase 
speed and improve accuracy.  

TNS BMRB has always invested heavily in training and developing its people. This means we are committed to the 
principles and practice of satisfying everyone’s learning and training needs on a planned basis throughout the 
organisation. Staff are appraised on a formal basis and individual training needs identified, thus providing the 
individual with the appropriate training and support they need to succeed and provide clients with the optimum service.  

All new employees (regardless of level) must attend a quality induction which sets out the importance of our quality 
management and their adherence to the system. 

Information security 
Much of TNS BMRB’s survey work involves the validation and management of personal level data from large-scale 
surveys. 

We take the issues of data protection and information security very seriously and have excellent security controls that 
integrate our data and network security policies and procedures with the security requirements of our clients.  

TNS BMRB is compliant with ISO 27001 – International standard for data security and the UK Data Protection Act 
1998. We abide by professional codes of conduct established by the Market Research Society and Social Research 
Association, to ensure that all data is kept strictly confidential. 

We maintain robust physical, electronic and procedural safeguards to store and secure client information from 
unauthorised access and use, alteration and destruction. Our own policies and procedures have been developed to 
ensure all data held by TNS BMRB is stored and managed in a secure and controlled way, and help achieve 
compliance with the ISO 27001 information security management standard. 

We have a nominated individual responsible for Information Security and Data Protection who is supported by specific 
departmental representatives who have responsibility for their individual departments. Part of this responsibility 
includes ensuring security and confidentiality is maintained on an ongoing basis. 

Premises security 
Physical access to the building and server/ communications room is restricted to individuals who require such access 
to perform their job responsibilities. 

Physical security includes (but is not limited to) additional granular access for data/server rooms, including key card, 
standard key, and locked cabinets (including hard copy data). 

Access to all tenant areas is controlled by Proximity cards (with photo ID), issued to all employees when they join the 
company. Staff must have their photo ID cards on display. 

Visitor cards are issued by reception. Proximity cards are never issued to visitors. 

Personnel security 
We check employment history for 5 years and for senior hires (Director and above) we conduct background screening 
using a WPP supplier.  

All staff interviewing children and/or vulnerable people are CRB checked. We are able to allocate work specifically to 
CRB checked staff. 
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Accellion file transfer system 
TNS BMRB uses Accellion File Transfer System to securely transfer personal data files. Other methods of transfer can 
be discussed and implemented if required. 

The secure file transfer system architecture integrates into existing infrastructure rather than duplicate existing 
systems. The system is suitable for secure ad hoc file delivery, it incorporates login security to ensure identity of 
sender and recipients, it use SSL (Secure Socket Layer) to secure encrypt the transport layer of delivery and provides 
an audit trail. 

Portable media 
Removable media is not used to store personal data. If transfer of personal data is required, it is transferred by 
Accellion File Transfer or as the client requests. When data is transmitted to face-to-face interviewers to enable them 
to undertake interviews, the identifying data is always held separately from the interview data. All data is password 
encrypted (with the exception of the individual case open at the time of interview). 

Staff use encrypted (FIPS 140-2) USB pens (although these are not used to store personal data).  

All staff laptops (including interviewers) are FIPS 140-2 encrypted. 

Record retention 

Our quality standards require TNS BMRB to retain primary records for one year and secondary records for two years 
from the time of project closure. 

However TNS BMRB will retain sample files for 4 weeks from project closure, unless otherwise specified by the client 
or if the information is required for recontact purposes. 

Security incidents 
Security breaches (suspected or actual) are identified as any loss/, theft or unauthorised access to personal and/or 
protectively marked data. 

Security breaches must be reported immediately to the CEO, Managing Director and Head of Information Security who 
will contact the client to decide the action taken.  

When there is suspicion of unauthorised access or misuse of company computers and/or networks, responsible 
administrative personnel must: 

Not make any modifications to the computer or network resources involved 

Immediately contact the Group IT Director and Head of Information Security 

Training and awareness 
All staff receive security training, which can be tailored to their role and responsibilities. 

All new starters are immediately briefed on their information security responsibilities and sign to acknowledge the 
briefing. 

Company inductions include a data protection and information security briefing.  

Regular briefings are included in staff meetings. 

Internal audit 
Regular cycles of internal security audits are planned and conducted in research, operations and with suppliers, 
providing detailed feedback to every area of the business and feeding into our continuous improvement process. 

Partners and suppliers 
All of our suppliers and partners sign detailed security agreements. We monitor performance and conduct internal 
security audits. 
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Appendix G – Quality control procedures 

TNS BMRB demonstrates its commitment to quality by defining, promoting and supporting processes that are 
designed to continually improve performance, increase efficiency, and satisfy our clients. As part of this commitment 
we adhere to the following standards and industry requirements: 

 MRS and ESOMAR professional codes of conduct 
 ISO 20252 – International market research quality standard 
 ISO 9001 – International standard for quality management systems 
 The UK Data Protection Act 1998 

We have a dedicated quality and information security department who work with teams across the business to develop 
and continuously improve systems and procedures to ensure that we deliver the highest possible standards 
throughout the research process. We have a fully defined and documented project process which includes all key 
activities, checks and senior sign-off points. All staff are trained in the systems and processes and in the quality 
standards required of them.  

Our approach to project management ensures that our surveys are managed to the highest standards on time and on 
budget. Fundamentally, this means that we follow a ‘right first time’ strategy, with a focus on senior levels of quality 
checks. 

 Active involvement of the Project Director at all stages, particularly the design and reporting phases 
 Regular and open communication with clients and colleagues 
 Partnership working with the client to ensure successful delivery 
 Early identification and communication of potential and emerging risks 
 Efficient, well-documented and, where possible, automated systems, processes and procedures to monitor and 

maintain the quality of the study 
 Regular progress reporting and prompt response to any emerging issues 
 Developing a detailed work plan outlining roles and responsibilities and timetabling activity and monitoring progress 

to meet agreed deadlines 
 Appropriate resourcing, sharing of knowledge and formal succession planning procedures to ensure continuity of 

provision and coverage for scheduled and unplanned absences 
 All projects are undertaken on a fixed price basis. If the specification or assumptions on which the cost is based 

changes, we review and agree any changes to the budget with the client, prior to implementation 

For this study, this will include: 

 The Project Lead, Tim Hanson, will be responsible for the successful delivery of the contract to budget and 
timetable, ensuring that we deliver to the highest possible standards at all stages. 

 All key documents, including outputs, will be checked and signed off by the Project Lead before being passed to 
DECC 

 All processes will be fully documented and no work completed before we have written client approval for key 
research tools and specifications 

 We will develop a detailed work plan outlining roles and responsibilities and timetabling activity and monitoring 
progress to meet agreed deadlines 

 Any new questions will be developed in collaboration with DECC, reviewed using TNS BMRB’s questionnaire 
appraisal framework and cognitively tested before inclusion in the survey 

 Questionnaire design and review will be led by senior staff involving those with subject knowledge and those with 
questionnaire design expertise 

 All qualitative research materials will be developed in collaboration with DECC, and quality assured by an 
Associate Director or above. Materials will be ‘piloted’ and adjusted following the first few interviews if required. 

 All aspects of the CAI script, including questionnaire content, question wording, routing, internal consistency 
checks and text substitution are systematically checked by the research team, with further checking carried out by 
the data processing and field management teams. Topline questionnaires are further checked at an early stage in 
fieldwork 

 As far as possible all range, logic and consistency checks will be built into the CAI script which will minimise the 
possibility of incorrect responses being keyed at the interviewing stage and removing the need for the extensive 
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post-fieldwork editing usually associated with paper questionnaires. This approach is methodologically preferable 
to post-fieldwork editing, since the interviewer must resolve any inconsistencies during the interview itself 

 All data processing and analysis work will undergo stringent quality checks against specification by senior 
researchers. Any open-ended questions will be coded by our professional team of coders. They will be briefed by 
the research team who will also review and sign-off the code frames in consultation with DECC 

 The SPSS data file will be fully anonymised. The data will be fully cleaned and labelled. Extensive checks will be 
undertaken to ensure the accuracy and consistency of the data 

 All data will be stored and transferred according to the highest data security requirements as required by our ISO 
27001 accreditation. All audio recordings made during qualitative interviewing will be recorded on our secure, 
encrypted digital recorders, and stored securely. 

 Outlines for key outputs will be agreed in advance between the TNS BMRB and DECC teams. 

Further details on our approach to quality management and information security are included in Appendix F.
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