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Europe

Belgium
Czech Republic
Denmark
Estonia
Finland
France
Germany
Greece
Hungary
Ireland
Italy
Latvia
Lithuania

Netherlands
Norway
Poland
Portugal
Romania
Slovakia
Spain
Sweden
Switzerland
Turkey
Ukraine
United Kingdom

Americas

Argentina
Bolivia
Brazil
Canada
Chile
Colombia
Costa Rica
Ecuador

El Salvador

Guatemala
Honduras
Mexico
Nicaragua
Panama
Peru

United States
Uruguay

Africa and Middle East
Egypt Mauritius
Ghana Nigeria
Israel Pakistan
Kazakhstan Saudi Arabia
Kenya Senegal
Kuwait South Africa
Lebanon United Arab
Morocco Emirates

Asia Pacific

Australia
Bangladesh
Cambodia
China

Hong Kong
India
Indonesia
Japan
Korea

Malaysia
Myanmar
New Zealand
Philippines
Singapore
Sri Lanka
Taiwan
Thailand
Vietnam
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Virtual Focus Groups/Interviews
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Contact us

| 10, SIMPAC Bldg., 52, Gukjegeumyung-ro, Yeongdeungpo-gu, Seoul 07330, Korea
| Tel : 02-3779-4300

| Fax : 02-782-5533

| website : www.kantar.co.kr/index.php



