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WHO WE ARE
Insights Association
The Insights Association protects and creates demand for the evolving insights and analytics 
industry by promoting the indisputable role of insights in driving business impact. All revenue 
is invested in quality standards, legal and business advocacy, education, certification, and 
direct support to enable our members to thrive.

Influential and informative, IA members are transformative actors in software, data analytics, Influential and informative, IA members are transformative actors in software, data analytics, 
data collection, and market, social, and healthcare research. They span companies large and 
small, including Nielsen, Dynata, Ipsos, SAGO, Cint, YouGov, and Material+, the insights 
departments of such major brands as Bayer, Capital One, Hulu, Eli Lilly, Nestlé Purina, MetLife, 
McDonalds, and The Travelers Companies; and countless individual practitioners.
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small, including Nielsen, Dynata, Ipsos, SAGO, Cint, YouGov, and Material+, the insights 

Council for Data Integrity
Led by Insights Association member industry leaders and experts, the Council for Data 
Integrity (CDI) follows the continual evolution of sample and data integrity definitions, quality 
standards, evaluation processes, and industry education. Founded in 2021, the CDI develops 
educational content, best practices, and guidelines for the insights and analytics industry.

Global Data Quality initiative
The Global Data Quality initiative is a cross-association collaboration between the Insights 
Association (IA), Association for Qualitative Research (AQR), The Canadian Research Insights 
Council (CRIC), ESOMAR, the Insights Association, the QRCA, MRS (Market Research Society), 
The Research Society (TRS), SampleCon, and the Association of Market Research Austria 
(VMÖ) that addresses ongoing and emerging risks to data quality in the market and social 
research, consumer insights, and analytics industry.
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INTRODUCTION
Our profession relies on people. Yes, we who work in or with the 
industry are essential people. So too are the people who take part in 
our studies. We rely on the lived experiences, behaviors, and beliefs 
they share with us to inform the development of insights and solutions. What happens when 
research participants don’t have a good study experience? The trust they place in us to care for 
their stories falls. They may abandon the study or not participate in another again. 

Abandonment and refusal can be just as detrimental to data quality as participant fraud. We Abandonment and refusal can be just as detrimental to data quality as participant fraud. We 
believe that restoring trust in our profession requires letting participants know what they *should* 
expect from their research experience and that we value and respect their person and story  to 
uphold it.

CALL TO ACTION
On the following page, we present a list of fundamental rights or rules of engagement that 
participants should expect, at a minimum, when participating in a research study. Whether you are 
a corporate researcher, a traditional market research agency, a sample provider, a digital analytics, 
a quantitative or qualitative  house or an insights consultancy, we all have a part to play if we want 
to build back the trust in exchange for more quality data stories, more participants completing 
studies and more participants returning to be in another study in good faith. Let’s continue to work 
together on letting participants know they should expect a good experience and that we will 
actually deliver on it. Join us by embracing and adopting the Participant Bill of Rights.

— The Council for Data Integrity
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WHY A BILL OF RIGHTS?
The Context:
People are the lifeblood of the insights and 
analytics industry. 

Data quality, defined as the measure of the Data quality, defined as the measure of the 
condition of data based on factors such as 
accuracy, completeness, consistency, 
reliability1, and how up-to-date it is, is a known 
problem for the insights and analytics 
community. While much focus is placed on 
data fraud2, peoples’ willingness to participate 
in research is also a measure of data quality. 
People who have a positive experience while 
participating in research are more likely to be 
engaged in the survey and provide high-quality 
data. They are also more likely to want to 
participate in future research3. However, many 
factors can drive away or cause negative, 
non-fraudulent behavior by the very people we 
depend on to surface insights. This brings us depend on to surface insights. This brings us 
back to data quality. Length of study, for 
example, may lead to survey abandonment or 
a lack of care or detail when answering 
questions in an online qualitative board or 
quantitative survey.
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Data Quality & Behavior Continuum
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13%

19%

56%
42%

Overall Company Trust5

60%
Net Trust Index: +47

39%
Net Trust Index: +24

32%
Net Trust Index: +14

33%
Net Trust Index: 0

Perceptions & Beliefs6

Net Trust Index = % Trust – % Do Not Trust
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The Rights

Some rights are followed by a note for clarification purposes.

1.I have the right to know the research study's general purpose, what I will do, how often, and for 
how long.
“General purpose” does not mean complete study details should be shared with participants. 
Rather, it means that some degree of detail is shared before, during, or after a study. This gives 
participants the autonomy to decide whether they will join a study or understand how their 
contributions were used, for example.

1.I have the right to communication that is easy to read and understand.
According to the National Literacy Institute, 21% of adults in the US are illiterate in 2022 and 54% 
of adults have literacy below the 6th-grade level. It is generally recommended that content be 
written or spoken between a 6th and 8th-grade level for general audiences.

1.I have the right to know how to contact the company that invited me to the research study.

2.I have the right to be free from harassment or intimidation to join or continue in a research 
study.

1.I have the right to know how I can leave a study at any time.

I have the right to request that my personal information be removed from the database of the 
company that invited me to the study and to not be contacted again.
Removal of personal and contact information includes AI systems and the use of information in 
long-term training data sets.

1.I have the right to be treated with dignity and respect before, during, and after the research 
study.

I have the right to be in a study that is free from discrimination. This includes race, ethnicity, 
sexual orientation, gender identity, disability, age, national origin, religion, or status as a 
protected veteran.
For studies where sensitive information needs to be asked or the quota for a specific audience 
is full, for example, be transparent about the why.

1.I have the right to know if reasonable accommodations are available for persons with 
disabilities.

I have the right to know if I will receive an incentive for my time, in what form, its value, how, 
and when I will receive it. 

1.

2.

3.

4.

5.

6.

7.7.

8.

9.

10.
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The Rights (Con’t)

1.I have the right to not be sold anything or asked for money as part of a research study.

2.I have the right to be told about any risks that might happen as a result of participating in 
research.

3.I have the right to confidentially share my experience in the research study with the company 
that invited me to the research study.

I have the right to request and receive the privacy policy of the company that invited me to the 
study.

5.I have the right to know if a data breach exposed my personal information. This is governed by 
the state law where the company that invited me to the study is based.

6.I have the right to ask for and receive a printed or electronic copy of these rights.

Additional Considerations

Following is a shortlist of rights that cannot be universally applied to all studies and companies. 
These repeatedly surfaced as important to increasing trust with research participants – if and 
when they can be applied – during the workshops and online qualitative board we conducted.

1.Reward research participants for every interaction where they contribute information; for 
example, a qualifying screener for a qualitative study. Related, where possible, reward 
participants fairly for their time spent, not cents on the dollar.
Participants are human and they want to be paid for their time, even if the activity is only a few  
minutes long. Just like a salary, the dollar amount goes a long way towards motiation -- and it 
respects their time.

1.Where possible, minimize the number of times a person has to answer already known 
questions in a database or study; rather, offer them the opportunity to update it.
An analogy is filling out the same forms ever y time you visit a doctor you’ve seen before. How 
frustrating do you find that?

Keep screeners, questionnaires, and study guides as short as possible.
Requiring someone to answer questions for a long period of time is a huge ask and task. 
Hundreds of things vie for attention daily , such as social media, family and errands. Long sur 
veys or daily online qualitative logs are simply not practical unless there is significant 
remuneration for that time.

1.Offer the opportunity to skip questions that ar e too sensitive or offensive.
This can go a long way towards trust and willingness to go abov e and beyond.

Share some degree of how the information people share is being used or how it compares to 
others who participated in the same study post-study or along the way.
People are curious. Doing this can increase the feelings of fair trade value on top of the 
incentive, drive engagement and responsiveness during a stu dy or future one.

1.

2.

3.

4.

5.

11.

12.

13.

14.

15.

16.
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https://www.globaldataquality.org/glossary
https://www.canadianresearchinsightscouncil.ca/wp-content/uploads/2024/05/CRIC-Clients-Guide-to-Data-Quality-in-Online-Research.pdf
https://grbn.org/Building-Public-Trust
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