
The goal of the ESOMAR28 questions is to raise quality 

awareness on the customer side and to maximize 

transparency of ESOMAR members towards customers 

and prospects. Of course, as GapFish, we are happy to 

answer any further questions you may have at any time!

Our answers to the 
ESOMAR28 questions



What experience does your company have in  
providing online samples for market research? 

Context: This answer might help you to form an opinion about the relevant experience 

of the sample provider. How long has the sample provider been providing this service 

and do they have for example a market research, direct marketing or more technological 

background? Are the samples solely provided for third party research, or does the 

company also conduct proprietary work using their panels? 

Founded in Berlin in 2012, GapFish operates the largest ISO-certified online access 

panel in the German-speaking world with more than 500,000 participants. With the 

help of the panels in Germany, Austria and Switzerland and the in-depth profiling of 

the participants, GapFish and its more than 40 employees conduct over 2.5 million 

interviews annually for more than 300 clients. Cooperations with, among others, 

Mediengruppe DataAlliance Deutschland, REWE Group, gemius, RMS, or the Austrian 

Gallup Institute in combination with the latest technologies such as pixel tracking, 

GPS tracking, or behavioral metering also enable GapFish to map special target 

groups and implement sophisticated study designs in the context of market, social, 

and advertising impact research - online or mobile. 

GapFish, part of the Cint Group since 2021, is a member of the ADM, BVM, ESOMAR 

and DGOF associations and is committed to their code of conduct.

Company profileCompany profile
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Please describe and explain the type(s) of online 
sample sources from which you get respondents.  
Are these databases? Actively managed research 
panels? Direct marketing lists? Social networks?  
Web intercept (also known as river) samples? 

Context: This answer might help you to form an opinion about the relevant 

experience of the sample provider. How long has the sample provider been 

providing this service and do they have for example a market research, direct 

marketing or more technological background? Are the samples solely provided 

for third party research, or does the company also conduct proprietary work 

using their panels? 

GapFish GmbH operates an actively maintained double opt-in online access 

panel in Germany, Austria and Switzerland. To ensure a representative 

socio-demographic distribution of the panels, GapFish relies on active 

panel maintenance and broad recruitment channels, including: Affiliate 

partnerships, e-mail campaigns, social media campaigns, search engine 

marketing, tell-a-friend, and TV and radio campaigns with the help of 

numerous well-known media partners such as Mediengruppe DataAlliance 

Deutschland and RMS. The minimum age of registered panelists is 14 years.

If you provide samples from more than one source:  
How are the different sample sources blended 
together to ensure validity? How can this be 
replicated over time to provide reliability? How 
do you deal with the possibility of duplication of 
respondents across sources? 

Context: The variation in data coming from different sources has been well 

documented. Overlap between different panel providers can be significant 

in some cases and deduplication removes this source of error, and frustration 

for respondents. 

GapFish initially only offers participants originating from its own panels. Through 

active panel management with automated verification algorithms and manual 

checking mechanisms for duplicate checks and identity validation of participants, 

we ensure the best possible sample quality. Upon customer request, we are also 

happy to work with our network of selected and renowned panel partners who 

have their own actively maintained panels and, like GapFish, are committed to the 

rules of conduct of the industry associations. The participants from the partner 

panels are transferred in an appropriately identifiable manner using a unique 

variable. De-duplication processes usually take place in the questionnaire system. 

If the questionnaire is programmed and hosted by GapFish, we work with digital 

fingerprint technology for duplicate detection.

Sample sources and recruitmentSample sources and recruitment
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Are your sample source(s) used solely for market research?  
If not, what other purposes are they used for?

Context: Combining respondents from sources set up primarily for different purposes  

(like direct marketing for example) may cause undesirable survey effects 

The panel is used exclusively for the purpose of market and opinion research.

How do you source groups that may be hard to reach on the internet? 

Context: Ensuring the inclusion of hard-to-reach groups on the internet (like ethnic minority  

groups, young people, seniors etc.) may increase population coverage and improve the quality  

of the sample provided.  

In order to recruit the GapFish panel as representative of the population as possible and also to 

be able to map niche target groups, we use diverse and broad recruitment sources, including: 

Affiliate partnerships, e-mail campaigns, social media campaigns, search engine marketing, tell-a-

friend as well as TV and radio campaigns with the help of numerous well-known media partners 

such as Mediengruppe DataAlliance Deutschland and RMS. In any case, we always check for 

each study whether we can meet the required target group requirements. If this is not possible 

with our panel, we look for solutions in consultation with our clients. This could be, for example, 

cooperation with well-known panel partners or recruitment from other sources.
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 If, on a particular project, you need to supplement your 
sample(s) with sample(s) from other providers, how do you 
select those partners? Is it your policy to notify a client in 
advance when using a third party provider? 

Context: Many providers work with third parties. This means that the quality of the 

sample is also dependent on the quality of sample providers that the buyer did not 

select. Transparency is essential in this situation. Overlap between different providers 

can be significant in some cases and de-duplication removes this source of error, and 

frustration for respondents. Providers who observe process standards like the ISO 

standards are required to give you this information. 

GapFish initially only offers participants who come from its own panels. Upon 

customer request, we are also happy to work with our network of selected and  

well-known panel partners who have their own actively maintained panels and,  

like GapFish, are committed to the rules of conduct of the industry associations.  

Of course, our customers are informed about this transparently. 
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What steps do you take to achieve a representative  
sample of the target population? 

Context: The sampling processes (i.e. how individuals are selected or allocated from the 

sample sources) used are the main factor in sample provision. A systematic approach 

based on market research fundamentals may increase sample quality. 

We continuously align the structure of our panels with census data from the national 

statistical offices and optimize our recruitment campaigns accordingly. In the 

respective projects, GapFish works with quota sampling in order to achieve a target 

group-representative distribution with regard to the characteristics desired by the 

client. At the beginning and during the field phase, unless otherwise agreed with the 

client, we draw a random sample from the active, sampleable panel base. Depending 

on the target group definition, a pre-selection may already have been made based 

on profile data of the participants. The sample is determined by the factors target 

number of completes, incidence, expected response rate and field time. From this, a 

quota sample corresponding to the specifications is drawn. This process is repeated 

during the field phase, with the delta to the target quotas serving as the influencing 

factor. The panel participants selected in this process receive an invitation to 

participate in surveys via e-mail or push message.
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Do you employ a survey router? 

Context: A survey router is a software system that allocates willing respondents 

to surveys for which they are likely to qualify. Respondents will have been 

directed to the router for different reasons, perhaps after not qualifying for 

another survey in which they had been directly invited to participate, or maybe 

as a result of a general invitation from the router itself. There is no consensus at 

present about whether and how the use of a router affects the responses that 

individuals give to survey questions. 

GapFish GmbH works without routing software. 

 If you use a router: Please describe the allocation 
process within your router. How do you decide which 
surveys might be considered for a respondent? On what 
priority basis are respondents allocated to surveys? 

Context: Biases of varying severity may arise from the prioritisation in choices 

of surveys to present to respondents and the method of allocation. 

GapFish GmbH works without routing software.

If you use a router: What measures do you take to 
guard against, or mitigate, any bias arising from 
employing a router? How do you measure and report 
any bias? 

Context: If Person A is allocated to Survey X on the basis of some characteristic then 

they may not be allowed to also do Survey Y. The sample for Survey Y is potentially 

biased by the absence of people like Person A. 

GapFish GmbH works without routing software. 

If you use a router: Who in your company sets the 
parameters of the router? Is it a dedicated team or 
individual project manager? 

Context: It may be necessary to try to replicate your project in the future with as many 

of the parameters as possible set to the same values. How difficult or easy will this be? 

GapFish GmbH works without routing software.
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What profiling data is held on respondents? How is it done? 
How does this differ across sample sources? How is it kept 
up-to-date? If no relevant profiling data is held, how are low 
incidence projects dealt with. 

Context: The usefulness to your project of pre-profiled information will depend on the precise 

question asked and may also depend on when it was asked. If real time profiling is used, what 

control do you have over what question is actually asked? 

GapFish uses the double opt-in procedure for the registration process. A panelist first 

registers with his e-mail address and a self-selected password. He then receives a 

personalized link, which he must click to confirm his registration. This takes them to a 

website where they are required to enter their master data (surname, first name, address, 

gender, date of birth) and actively agree to the general terms and conditions and data 

protection regulations. Panelists who do not do this will not be invited to participate in 

surveys. All data collected up to this point will be completely deleted after four weeks. 

In addition, this master data or basic information is supplemented by additional 

profiling questions on specific topics from the areas of household, leisure&interests, 

finance&insurance, telephone&media, parents&children, job&education, car&vehicles. 

Panelists are asked to update this data regularly, at least annually. 

In addition, the entry date of the participant, as well as all participant information of 

current and past projects are stored.
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Please describe your survey invitation process. What is the proposition that people 
are offered to take part in individual surveys? What information about the project 
itself is given in the process? Apart from direct invitations to specific surveys (or to a 
router), what other means of invitation to surveys are respondents exposed to? You 
should note that not all invitations to participate take the form of e-mails. 

Context: The type of proposition (and associated rewards) could influence the type of people who agree to take part in specific projects 

and can therefore influence sample quality. The level of detail given about the project may also influence response. 

We make the registration process very transparent and provide new members with detailed information about the rules of 

membership on our website. Participation in GapFish is voluntary, non-binding and can be terminated at any time by either 

party. Panel members selected in the sampling process receive an invitation in a neutral, standardized design to participate 

in surveys via e-mail or push message or via notification in the panel login area. The invitation e-mail contains the necessary 

technical requirements for participation, the expected questionnaire length, the compensation (incentive), the survey period 

and a personalized link to the survey, but explicitly no information about the survey topic. Participants are assured of anonymity 

and data protection in accordance with the strict rules of German data protection and the EU General Data Protection 

Regulation. The analysis of the results is always anonymous, i.e. there is no linking of survey data and personal data. Furthermore, 

links to the general terms and conditions and data protection guidelines, as well as the contact details of GapFish GmbH are 

included in the invitation, so that the participant can contact us immediately and without any problems in case of questions or 

problems. If, in exceptional cases, the survey is linked to the survey page of a partner company (panel provider), the user will be 

informed of this in the invitation. The requirements of the GDPR also apply here.
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Please describe the incentives that respondents are 
offered for taking part in your surveys. How does this differ 
by sample source, by interview length, by respondent 
characteristics? 

Context: The reward or incentive system may impact on the reasons why people 

participate in a specific project and these effects can cause bias to the sample. 

A fair reward is the key to motivated and loyal respondents. Our panel members 

receive an incentive in the form of money or points for each completed questionnaire, 

with the form of the incentive depending on the panel in question. 

GapFish has implemented two incentive systems in its various panels: Classic 

Complete and Innovative Response Incentivization. In the classic complete incentive, 

only participants who have successfully completed a survey are incentivized. 

Incentives are paid in monetary terms at an average of 1.00 € per 10 minutes. With 

response incentivization, participants are incentivized for different activities, i.e. 

screenouts and quotafulls also receive an incentive - at the same time, the incentive 

level is lower for completes, at around 180 points for a ten-minute survey. This 

reduces the negative experiences of the participants and active behavior is rewarded. 

This leads to better activation and longer participant retention. Incentivization is in 

this case based on a points system. For both incentive models, it is possible to redeem 

points for donations once 0,01 € or 5 points have been reached - for cash or vouchers 

once 5.00 € or 2,500 points have been reached.

1414



What information about a project do 
you need in order to give an accurate 
estimate of feasibility using your  
own resources? 

Context: The “size” of any panel or source may not necessarily 

be an accurate indicator that your specific project can be 

completed or completed within your desired time frame. 

In order to assess the feasibility, timing and cost of a 

study, we require the following information from our 

clients: Method and study design, the required number 

of cases (=N), the complete target group definition 

(=screenout conditions), the quota plan, the expected 

mean processing time of the study participants 

(=length of interview or also LOI), the device suitability 

(can the study participation also take place via mobile 

devices?), the expected timing or a fixed deadline, as 

well as the scope of services desired by GapFish, in 

particular the information whether GapFish should 

take over further services such as questionnaire 

programming or data preparation in addition to 

participant recruitment.

Do you measure respondent satisfaction? 
Is this information made available to clients? 

Context: Respondent satisfaction may be an indicator of willingness to take future surveys. Respondent 

reactions to your survey from self-reported feedback or from an analysis of suspend points might be very 

valuable to help understand survey results. 

We regularly ask for participant satisfaction with and feedback on our surveys through surveys and also 

provide panelist support that participants can contact at any time - we do also regularly ask for satisfaction 

with our panelist support. We use this valuable information to continuously improve, which in turn is 

reflected in a high participant loyalty and response rate (approx. 40-50%) of our participants.

What information do you provide to debrief your client after the 
project has finished? 

Context: One should expect a full sample provider debrief report, including gross sample, start rate, participation 

rate, drop-out rate, the invitation/contact text, a description of the field work process, and so on. Sample providers 

should be able to list the standard reports and metrics that they make available. 

Upon request, the client will receive a detailed field report at the end of the project with all relevant 

information on the project progress, such as total sample size and composition, field duration, and 

participant statuses such as screenout, quota full, complete, and dropout, as well as the total number 

of invitations sent and the average processing time used (LOI).
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Who is responsible for data quality checks? If it is you, do you 
have in place procedures to reduce or eliminate undesired within 
survey behaviors, such as (a) random responding, (b) illogical or 
inconsistent responding, (c) overuse of item non-response (e.g. 
“Don’t Know”) or (d) speeding (too rapid survey completion)? 
Please describe these procedures. 

Context: The use of such procedures may increase the reliability and validity of the survey data. 

We deliver high quality data and perform constant quality controls for this purpose: We 

consistently clean our panel of duplicates, participants with inconsistent responses or 

response patterns. Projects that are programmed and hosted by GapFish are supervised by 

a project manager from programming to data delivery. This person cleans the dataset prior 

to data delivery according to our cleansing standards and agreed customer requirements. By 

default, we clean up obvious speeder and straightliners. For longer surveys, a trap question 

is implemented. Open answers are superficially screened manually. Plausibility checks are 

implemented where appropriate. In addition, random consistency checks are carried out with 

profile data. For surveys programmed and hosted by customers, individual cleaning criteria 

can be agreed upon. In any case, customers are free to clean up their own data set. With 

transparent justification, up to 10% of the data can be sorted out without additional costs. 

Repeatedly conspicuous panel participants are deactivated in the panel and no longer invited 

to participate in further surveys, but without actively informing them.

Data quality and validationData quality and validation
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How often can the same individual be contacted to take 
part in a survey within a specified period whether they 
respond to the contact or not? How does this vary across 
your sample sources? 

Context: Over solicitation may have an impact on respondent engagement or on

self-selection and non-response bias. 

Each panelist receives exactly one individual invitation link for each individual 

survey, so they can only participate in a particular survey once. Once the person has 

completed the survey (as complete, screenout or quotafull), participation cannot be 

repeated. Our members can participate in an average of up to 2 surveys per week. 

For each participant, a record is kept of which surveys they were invited to and 

which surveys they participated in. Participants who are contacted too frequently 

are then specifically excluded from the sample selection, and participants who 

have taken part in certain surveys in the past can also be excluded from the sample 

selection. Depending on the field time of a survey, the selected panelists will 

receive a reminder e-mail after 2 days at the earliest to remind them of the survey 

if they have not participated by then. We send up to three reminder e-mails per 

survey. Participants will be deactivated after 12 months of inactivity in the panel at 

the latest.
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2020 How often can the same individual be contacted to take 
part in a survey within a specified period whether they 
respond to the contact or not? How does this vary across 
your sample sources? 

Context: Over solicitation may have an impact on respondent engagement or on

self-selection and non-response bias. 

Each panelist receives exactly one individual invitation link for each individual 

survey, so they can only participate in a particular survey once. Once the person has 

completed the survey (as complete, screenout or quotafull), participation cannot be 

repeated. Our members can participate in an average of up to 2 surveys per week. 

For each participant, a record is kept of which surveys they were invited to and 

which surveys they participated in. Participants who are contacted too frequently 

are then specifically excluded from the sample selection, and participants who 

have taken part in certain surveys in the past can also be excluded from the sample 

selection. Depending on the field time of a survey, the selected panelists will 

receive a reminder e-mail after 2 days at the earliest to remind them of the survey 

if they have not participated by then. We send up to three reminder e-mails per 

survey. Participants will be deactivated after 12 months of inactivity in the panel at 

the latest.



Do you maintain individual level data such as recent 
participation history, date of entry, source, etc., on your 
survey respondents? Are you able to supply your client with 
a project analysis of such individual level data? 

Context: This type of data per respondent including how the total population is defined 

and how the sample was selected and drawn, may increase the possibilities for analysis 

of data quality. 

We log the complete panel and survey participation history including timestamps of 

our panelists on a daily basis. Each panelist has a unique panelist ID, which we use to 

track the following information, among others:

  Profile data

  Recruitment source

  Registration date

  Invitation time per survey

  Response time per survey

  Participation status per survey  

 (Complete, Screenout, Quotafull, Dropout, Invalid)

  Processing time per survey

  Incentive per survey etc.
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2222 Do you have a confirmation of respondent identity procedure? 
Do you have procedures to detect fraudulent respondents? 
Please describe these procedures as they are implemented 
at sample source registration and/or at the point of entry 
to a survey or router. If you offer B2B samples what are the 
procedures there, if any? 

Context: Confirmation of identity can increase quality by decreasing multiple entries, fraudulent 

panellists etc. 

Even with double opt-in registration, it is not possible to log in with the same e-mail address. 

We use fingerprinting, IP checks, similarity checks, and authentication via bank details to ensure 

that each person is only registered once in the panel. We also regularly match profile data and 

survey data on a random basis using consistency checks and plausibility checks, and also check 

the response quality of the participants in each survey.



Policies and compliancePolicies and compliance

2323 Please describe the ‘opt-in for market research’ processes for all 
your online sample sources. 

Context: The opt-in process indicates the respondents’ relationship with the sample source 

provider. The market generally makes a distinction between single and double opt-in. Double 

opt-in refers to the process by which a check is made to confirm that the person joining a 

panel or database wishes to be a member and understands what to expect (in advance of 

participating in an actual survey for a paying client) 

GapFish uses the double opt-in procedure for the registration process.  

A panelist first registers with his e-mail address and a self-selected password. He then 

receives a personalized link, which he must click to confirm his registration. This takes 

them to a website where they are required to enter their master data (surname, first name, 

address, gender, date of birth) and actively agree to the general terms and conditions and 

data protection regulations. Panelists who do not do this will not be invited to participate 

in surveys. All data collected up to this point will be completely deleted after four weeks.



2424 Please provide a link to your Privacy Policy. How is your Privacy Policy 
provided to your respondents? 

Context: Not complying with local and international privacy laws might mean the sample provider is 

operating illegally. An example privacy policy is given in the ESOMAR Guideline for Online Research. 

GapFish complies with the strict requirements for data protection according to the General Data Protection 

Regulation (GDPR) and also requires this when choosing its customers, partners and service providers. 

The General Data Protection Regulation (GDPR) is the European Union’s legal framework that came into 

force in 2018 and defines how personal data may be collected and processed. It affects all data processing 

organizations in the EU as well as all data of EU citizens worldwide.The GDPR specifically mandates:

  Pseudonymization and anonymization: Basically separate storage of profile data, survey data and   

 personal data in such a way that personal data cannot be readily attributed to a specific individual.

  Lawfulness, transparency and purpose limitation: Only lawful and purposeful processing of    

 personal data and never without the informed consent of participants, as well as confidentiality   

 assurances (NDA) of any recipients.

  Data minimization and storage limitation: Limitation of the scope of data and the 

 storage period to what is necessary.

  Integrity and confidentiality: Data is protected against loss or unauthorized access by appropriate   

 measures (TOMs).

 



2525 Please describe the measures you take to ensure data protection and data security. 

Context:The sample provider usually stores sensitive and confidential information on panellists and clients in 

databases. These data need to be properly secured and backed-up, as does any confidential information provided 

by the client. The sample provider should be able to provide you with the latest date at which their security has been 

evaluated by a credible third-party 

The data centers used by GapFish are certified according to ISO 27001, the internationally recognized quality 

standard for information security management systems. The certification confirms a documented structured 

information security management process, compliance with the latest legal regulations and minimizes the risk of 

security breaches, data leaks, external attacks and system failures. 

Data is protected against data loss by a daily back-up, and hosted data is protected against unauthorized 
modification.  Only authorized persons have access to the data by means of two-factor authentication. The 

Technical Organizational Measures (TOMs) of GapFish GmbH can be viewed upon request.

Address and personal data are stored separately from survey data in different databases. Personal data is 

exclusively pseudonymized and encrypted - and never passed on without informed consent of the study 

participants and confidentiality assurance of any recipients.

GapFish has also appointed an external, neutral data protection officer who is free from potential conflicts of 
interest. Gregor Klar is a member of the Berufsverband der Datenschutzbeauftragten Deutschlands (BvD) e.V. and 

can be reached at datenschutz@gapfish.com. The data protection officer permanently reviews existing and new 

processes as well as the technical organizational measures for data security within the meaning of Art. 32 DSGVO 

in the dynamic environment of case law. Furthermore, every employee of GapFish is instructed in the provisions 

of data protection, data security and professional ethics law in a documented manner, is obligated to maintain 

data secrecy and confidentiality, and receives regular training.



2626 What practices do you follow to decide whether online 
research should be used to present commercially 
sensitive client data or materials to survey respondents? 

Context: There are no foolproof methods for protecting audio, video, still images or 

concept descriptions in online surveys. In today’s social media world, clients should be 

aware that the combination of technology solutions and respondent confidentiality 

agreements are “speed bumps” that mitigate but cannot guarantee that a client’s stimuli 

will not be shared or described in social media. 

As a matter of principle, sensitive information is only published in the context 

of surveys on behalf of our customers. Upon request and if necessary, we 

will implement security systems in close consultation with our customers in 

order to prevent copyright abuse as far as possible. Possible measures include 

confidentiality agreements, watermarks in multimedia files, password protection 

and copy protection.

In addition, each participant agrees, with the approval of our GTC, to treat 

information and material (images, questions, texts, formulations, templates) 

confidentially, not to store them or pass them on to third parties.

Regardless of this, however, we point out transparently and in detail in 

such cases that such measures cannot guarantee absolute security.



2727 Are you certified to any specific quality system?  
If so, which one(s)? 

Context: Being certified may require the supplier to perform tasks in a pre-determined manner 

and document procedures that should be followed. 

GapFish GmbH is certified according to the international standard ISO 20252 “Access Panels 

in Market, Opinion and Social Research”, the international quality standard for market, 

opinion and social research and demonstrably meets the strict quality criteria of the ISO 

certification body. Further information can be found here: 

https://www.iso.org/obp/ui/#iso:std:iso:20252:ed-3:v1:en

 

In addition, the data centers we use are certified according to ISO 27001 “Information 

Technology - Security Techniques - Information Security Management Systems”, the 

internationally recognized quality standard for information security.

https://www.iso.org/obp/ui/#iso:std:iso:20252:ed-3:v1:en


2828 Do you conduct online surveys with children and young people? If so, do 

you adhere to the standards that ESOMAR provides? What other rules or 

standards, for example COPPA in the United States, do you comply with? 

Context: The ICC/ESOMAR International Code requires special permissions for interviewing children. These are 

described in the ESOMAR Online Research Guideline. In the USA researchers must adhere to the requirements 

of the Children’s Online Privacy Act (COPPA). Further information on legislation and codes of practice can be 

found in Section 6 of ESOMAR’s Guideline for Online Research. 

At GapFish GmbH, the minimum age for participation in our online access panels is based on 

national standards and laws. Specifically, we follow the guidelines of the Council of German Market 

Research, consisting of the associations of market and social research in Germany (ADM, ASI, BVM, 

DGOF) (https://www.adm-ev.de/wp-content/uploads/2021/01/RL-Minderjaehrigen-neu-2021.pdf) 

and the “ICC/ESOMAR Code of Conduct for Market and Social Research”. (https://www.esomar.org/

uploads/public/knowledge-and-standards/codes-and-guidelines/ICCESOMAR_Code_German_.

pdf) The minimum age for participation in Internet-based surveys is 14 years. If personal data is 

requested in the survey, the consent of the legal guardian is required for persons under 16 years of 

age in accordance with Art. 8 Par. 1 EU-GDPR. If younger persons are to be surveyed, the consent of 

the custodian is required for the recruitment and survey. Accordingly, we invite these target groups 

via their parents registered in the panel.

https://www.adm-ev.de/wp-content/uploads/2021/01/RL-Minderjaehrigen-neu-2021.pdf
https://www.esomar.org/uploads/public/knowledge-and-standards/codes-and-guidelines/ICCESOMAR_Code_German_.pdf
https://www.esomar.org/uploads/public/knowledge-and-standards/codes-and-guidelines/ICCESOMAR_Code_German_.pdf
https://www.esomar.org/uploads/public/knowledge-and-standards/codes-and-guidelines/ICCESOMAR_Code_German_.pdf
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