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ONLINE PAID PANELS
Online panels consist of individuals who have typically been asked to sign up to par-
ticipate in research. They may be customers, patients, or people who possess desirable 
target demographics (e.g., high income or luxury car ownership). These individuals 
have known demographic characteristics and can be recruited for studies that request 
those characteristics. There are many companies (e.g., Research Now and Toluna) that 
conduct research with such panels, which are often used by market research companies. 
Greenbook (http://www.greenbook.org), a guide for companies that want market 
research, has a list of such panels on its website.

SurveyMonkey and Qualtrics also offer paid panels for conducting research. Qualtrics 
Panel Services uses the services of other companies, including Research Now, Toluna, GMI, 
Clearvoice, and SSI (Survey Sampling International), to provide panels to interested cus-
tomers (in other words, they outsource this). SurveyMonkey has its own panel service called 
Survey Monkey Audience. Its website lists examples from $1 to $3/response, but it provides 
the following criteria for determining the price: number of responses, targeting criteria, and 
survey length. Respondents come from the people who themselves take surveys on Survey-
Monkey (https://www.surveymonkey.com/mp/audience/our-survey-respondents/).

Using these panels costs money, significantly more than the cost of collecting data on 
Amazon Mechanical Turk. If your research requires a specific consumer segment (e.g., 
people interested in installing a high-end sound system in their luxury vehicle), you might 
expect to pay more than $50/respondent. Some advice for using such panels comes from 
Ron Sellars, of GreyMatter Research and Consulting, in a blog posting dealing with 
online panel quality (http://www.greenbookblog.org/2011/05/31/how-do-you-assure-
online-panel-quality/). If you need participants with targeted demographic characteris-
tics, you might investigate what such panels have to offer, but be prepared to spend money.

REVISIT AND RESPOND

zz What are online panels? What kinds of firms use them? Why are such panels 
expensive? (Think about the cost of finding people with particular characteristics.)

Summary
With the information from this chapter, you have a very good idea of the samples used 
in research—how representative they are and where we find them. You also know how to 
look beyond the subject pool to recruit participants in the community or online, and the 
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