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Chinese 18-34 Online Searchers v. Americans 18-34 Online Searchers

(Those who regularly research products online before purchasing in a store)

What is your gender?

After searching, how do you communicate with others about a service,
product, or brand?
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Communicate With Others After an Online Search
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When you purchase products or services, do you seek advice from
others before buying?

Do you give advice to others about products or services you have
purchased?
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The entire China Quarterly and/or SIMM database is available for license.
For more information, contact BlGresearch.
614-846-0146 « BlGinfo@bigresearch.com

For an overview of China Quarterly contents, click here:
http://www.bigresearch.com/chinaqinfo.pdf

For an overview of SIMM contents, click here:
http://www.bigresearch.com/samples/SIMMcontents.pdf

Disclaimer of Warranties:

BIGresearch makes no warranties, either expressed or implied, concerning: data gathered or obtained by BIGresearch from any source; the present or future methodology
employed in producing BlGresearch statistics; or the BIGresearch data and estimates represent only the opinion of BIGresearch and reliance thereon and use thereof shall be
at the user’s own risk.
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