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INTRODUCTION

Belgium… a failed state? A hell hole?  
Divided by language?   
We are not making this up. 
These are all things the international media said  
in their coverage of Belgium in the aftermath of 
the Brussels terror attacks more than a year ago. 
 

Using our insightful research techniques, we studied 
how the Belgium brand is doing now. You and your 
brand are also users of the Belgium brand.
 
We gladly present the results in this short reference 
work. And you will also find out how we can 
successfully (re)position your brand, company  
or department.   

 
Happy reading.
 

Jan Callebaut
CEO WHY5Research



CASE: 
WHY 
BELGIUM?
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 CHALLENGE

 APPROACH

 RESULT

What ties people to the 
'Belgium' brand? 

 
WHY5Research and its partners 

researched how different 
subgroups look at the 'Belgium' 

brand. We proceeded as follows:
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 CHALLENGE

Belgium… a failed state?  
A hell hole?  
Divided by language? 

We are not making it up. These are 
things the international media  

said in their coverage of Belgium in  
the aftermath of the Brussels terror  
attacks on 22 March 2016.  

Together with a number of its clients, 
WHY5Research wanted to find out how 

Belgium is portrayed by people today:

  Is there a difference between Dutch 
speakers and French speakers? 

  What is the Muslim community’s view  
of Belgium?  

  What is the British view of Belgium  
now they have decided to leave  
the European Union? 

  What can we learn from this to develop 
and improve the 'Belgium' brand?
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CrowdPulse is a tool created to obtain a  
representative image of how people talk  

about a brand.   
  

We asked a representative sample of Dutch 
speakers, French speakers, Muslims (Dutch- and 
French-speaking) and Britons to evaluate all facets 
of Belgium and to give arguments in support  
of this evaluation (open-ended question). 

The arguments were also presented to a  
separate sample of respondents to see whether  
the arguments had an impact on their attitude.  

 APPROACH The evaluation, expressed as a score, provides a 
global picture of the relationship. The respondents’ 
arguments were analysed and categorised by our 
qualitative research experts. 

We then conducted a quantitative analysis: how 
often do people speak about each topic, what types 
of people argue more or less (or more positively or 
negatively) about a certain topic, etc.  
  
 

And finally, we also assessed which arguments 
are most likely to change people’s attitudes.  
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 THE RESULT

BELGIUM STILL EXISTS!

The subgroups in Belgium give a reasonably 
high score to the country.  

However, some people are also critical about 
Belgium's strengths. 

Linking factors that are mentioned most 
frequently are not typical Belgian symbols 
such as the royal family or Brussels,  
but rather the quality of life, the varied 
and attractive offer and social security. 

Belgians speak most negatively about societal 
topics such as immigration (either too much or too 
inhumane), inefficient government, tax rates as well 
as the increasing pressure on purchasing power.  
 

Thus, the relationship with Belgium is also under 
pressure. Generally, Dutch speakers, French 
speakers and Muslims share their positive  
and negative views about each topic.  
 
 

Nevertheless, there are important nuances.  
For instance, Muslims’ experience of confron-

tation with a closed native community puts a heavy 
burden on their identification with Belgium.  
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SITUATION IN BELGIUM

Sentiment regarding Belgium. For a general mean 
score of 6.2/10, the sentiment continuum is  

as follows. 

Proportionally there are 
more lovers of Belgium 

among Dutch speakers, and 
more negative voices (haters 

and criticasters) among 
French speakers 

The older, the more 
outspoken the opinion  

of Belgium.  
 

Men have a more outspoken 
opinion of Belgium.

The sentiment of Muslims  
in Belgium practically  
does not deviate from  

the average but the share  
of lovers is markedly less  

among Muslims.Q1. We would like to know how you view Belgium as a country in respect  
of all its facets. Average on a scale from 0 to 10  
Legend: 0 to 2.4 is a hater / 2.5 to 4.9 is a criticaster  
5 to 7.4 is a positivist / 7.5 to 10 is a lover 
Base: National representative sample of Belgium (N=671)
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THE MUSLIM
COMMUNITY In the relationship with the other inhabitants  

of Belgium there is considerable distrust. 

But it is not all bad, there is also solidarity and 
mutual respect.

Are Muslims really welcome here? They are 
on their own (some also take a share of the 
blame:  is the Muslim community not too 
closed?).

Belgians who are open to other 
cultures, who are friendly, which offers 
opportunities to live together.
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BELGIUM FOR  
THE BRITONS

#2 General descriptives 
For the British, Belgium is a small Western 
European neighbouring country of the UK 
where you  find the same cold climate. 

#3 Belgians and their culture
The topic of security is discussed greatly in the UK. 
Some see Belgium as a (reasonably) safe, open  
and democratic society. It is very cosmopolitan  
and multicultural. But the tension caused by  
the problems with foreigners and the recent  
terrorist attacks are also mentioned.

#1 Belgian offer
Strong tourist strengths: rich culture, interesting 
cities, World War, etc. The best known Belgians  
are Poirot and the national football team.

#4 Experience as travel destination
Beer, chocolate and lace are the typical Belgian 
products Britons love. The British are predominantly 
positive about Belgians: friendly and no-nonsense 

(and most speak English).

#5 Knowledge of Belgium
The knowledge of Belgium is limited.  

Britons know that the Kingdom of 
Belgium is a federal state comprising 
2 regions which are governed pretty 

well. Belgium is strongly (and not always 
in a positive way) linked to the European 

union, but is also seen as a quiet but 
decent neighbour. Many Britons consider 

Belgium a boring, neutral country  
(insignificant, uninteresting).
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WHY5Research is a market research 
partner that helps you to really 

understand consumers.  
 Together with our clients, we 
answer the 5 'W' questions:

We believe that powerful solutions 
to marketing challenges start with 

these questions and allow us to 
establish valuable relationships 

between brands and people. 

DO YOU WANT TO WORK WITH US? 

EXPERTS 
IN PEOPLE
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HOW CAN 
WE HELP 
YOU?
How can I attract new clients?  
How can I increase satisfaction and loyalty?  
Where should I position my brand(s)? 
How should I position myself versus the 
competition?  
What channels should I use? 
Does my communication work?  

To find gold, you have to dig.  

As the founders of motivational research, our 
researchers work with you to develop an approach 
that provides an answer to your questions.

QUALITATIVE RESEARCH

Consumer behaviour is strongly 
driven by emotional and intuitive 
factors. Our diagnostic methods, 

initially developed by our founders, 
guarantee a thorough understanding 

of what drives people.

QUANTITATIVE RESEARCH

Segmentation, tracking, brand 
equity, satisfaction survey, pricing 

or concept testing? With a 
quantitative analysis, you have the 
figures at your fingertips to make 

considered decisions.
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BIG QUAL

Your brand is what people say 
about you when you are not there. 

CrowdPulse identifies the most 
convincing arguments for great 

marketing strategies using big data. 

ETHNIC RESEARCH 

Increasing diversity means your 
target public is changing. As much as 

20 percent of your market may be 
untapped. Together with Tiqah, we 
specialise in various communities, 

including Muslim consumers. 
 

NEURODIAGNOSTIC RESEARCH

Is your communication material  
effective? The Evaluate neuro- 

marketing tool allows us to objectively  
measure the reaction of the brain  
and optimise your TV commercial,  

radio spot, packaging, advertisement,  
logo or text. 

ADVICE & GUIDANCE 

Thinking ahead together.  
Beyond the data and the research 

period. Only then can market 
research also be of structural value 

for your organisation. 
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HOW DO 
WE WORK 
TOGETHER?   

Together, we consider how we can conduct efficient research 
that will have an impact on your brand and organisation. 

We can achieve the best results together.

DESIGN 
 

Often, a review of the existing 
information is required first.  

This allows us to develop sound 
hypotheses together, organise 

the research efficiently and 
customise it to your needs. 

RESEARCH  
 
 

We rely on our trained resear-
chers for the qualitative imple-

mentation. In each phase of the 
research, we keep our fingers 

on the pulse.  

INSIGHT 
 
 

The researchers involved  
in the implementation phase  

also analyse the results.  
We go through them together 

and interpret the insights 
gained from the research.  

 

ACTION 
 
 

Based on the insights we work 
interactively on clear solutions: 

specific recommendations 
that help you make successful 
decisions and share insights 

into your organisation.
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RESEARCH 
RAISED TO 
A HIGHER 
LEVEL

QUALITATIVE  
RESEARCH

Up to 90 percent of decisions consumers make are 
driven by emotions. 

However, these emotions are not always easy to 
understand: people often answer with obvious 
reasons and rationalisations for their own attitude 
and behaviour. 

With our qualitative diagnostic methods, which we  
co-developed as founders of diagnostic research, 
and our motivation to really understand people, we 
go beyond what is apparent. This allows us to lay 
bare the rational considerations as well as the – often 
deeper – emotional drivers.  
On this basis we are able to develop your brand. 
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YOUR QUESTIONS

   What are the consumer's fundamental 
requirements and motivations I can tap into? What 
consumer types can I appeal to?  
How should my brand present itself?

   What new brands or propositions could I develop? 
What ideas does my target group have?  
How successful are my ideas and concepts in my 
target group?

   Story tracking: how well does my brand do over 
time?

   How good are my means of communication such 
as packaging, advertisements, commercials, logos, 
slogans and narratives? 

   Which channels are suitable to market my brand? 
What added value do online channels, physical 
points of sale, etc. provide? 

   What drives my target groups' satisfaction?  
What contributes to the consumer’s satisfaction 
and what should I not be doing?

WANT TO KNOW MORE ABOUT OUR RESEARCH?
CONTACT US

OUR METHODS

   Focus groups

   In-depth interviews

   Immersion and anthropological research such 
as in-home interviews and on-site face-to-face 
interviews 

   Duo-interviews

   Co-creation sessions and workshops

   Online qualitative research such as bulletin boards 
and diary research
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Figures are important for effective marketing 
decisions, but real added value is found in the 
human story behind them: what do we learn from 
the consumer and what insights can you use? 
  
 

Our broad expertise in quantitative research solutions 
is a sure guarantee for a tailor-made approach.  

YOUR QUESTIONS

   Which fundamental needs and motivations of 
the consumer have the greatest potential? What 
types of consumer should I focus on?  
How should my brand present itself?

QUANTITATIVE  
RESEARCH 

 How do I determine the ideal price for my 
products and services?

 How satisfied are my target groups with my 
products and services? What should I focus on  
to maintain and increase satisfaction?

 How well does my brand do over time?  
 Why? What aspects should I focus on?

 How good is my communication mix such as 
packaging, advertisements, commercials, logos, 
slogans and narratives? Are they consistent  
with my brand values? How do they compare  
to the benchmarks?

 What new products or innovations are possible, 
taking into account the consumer's requirements 
and my brand positioning?

 What distribution and communication channels 
are most suitable to market my brand? What is 
the potential of, for example, online channels, 
physical points of sale, etc.? 
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OUR METHODS

 Specialisation in online and telephone surveys

 Needs-based segmentations 

 Brand and image research

 Consultancy on development of questionnaire  
and item batteries

 Concept tests

 Ad hoc tailor-made research

How do you persuade people to choose your brand? 
It must be the most fundamental challenge a 
marketer faces. 

CrowdPulse allows you to identify how people  
think about your brand and what the most powerful 
arguments are to change their attitude. 

Big data of quantitative research is combined with the 
diagnostic analysis of qualitative research: discover  
the advantages of big qual! Because we literally test  
the arguments of respondents on other respondents, 
you will not only know the power of certain arguments, 
you will also know what language you should be using 
in your communication. Detecting and using the correct 
arguments is what CrowdPulse is all about. 

BIG QUAL

DO YOU HAVE ANY QUESTIONS? 
GET IN TOUCH WITH THE TEAM!
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YOUR QUESTIONS

   What is the attitude towards my brand?  
Who is extremely negative, negative, positive or 
extremely positive?

   Which arguments have sufficient persuasive  
power to change a person’s attitude?

   What can I do to effectively change someone's 
opinion? What arguments are most effective? 
What arguments should I not use?

OUR METHODS

   Online 

   Synergy of the quantitative and qualitative 
evaluation of data  

   Processing of a large amount of qualitative data  
by specialised researchers: big qual

   Efficient, standardised approach and reporting

One out of every five consumers in Belgium has a dif-
ferent ethnic background. Are they included in your 
marketing strategy? 

WHY5Research and ethnic marketing agency Tiqah 
have joined forces to help brands achieve a better 
understanding of Muslim consumers.  

The strength of WHY5Research's fundamental 
research approach combined with Tiqah's unique 
cultural interpretation framework guarantees insights 
and recommendations that will help you reach the 
hearts of Muslim consumers. And advises you on how 
to incorporate this into the strategy you are currently 
employing with regard to existing target groups.

ETHNIC MARKETING  
RESEARCH
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YOUR QUESTIONS

   Which channels are suitable to market my brand?

   What do Muslims think of my brand or the 
category in which I am or wish to be active? 

   Does my brand have potential with the target 
group?  
How can I best position myself?

   On what consumers should I focus and how can I 
do this? 

   What arguments can I use to influence consumers' 
attitude in a positive way?

   How can I reconcile a strategy for existing target 
groups with my strategy for this new target 
group?

   How good is my communication mix such as 
product, packaging, ads, commercials, logos, 
slogans or narratives?  

   How do I determine the ideal price for my 
products and services?

   What new products or innovations are possible, 
taking into account consumers' needs and my 
brand positioning?  
 

OUR METHODS

WHY5Research and Tiqah can apply their existing 
research methods to the target group: 

   Qualitative research

   Quantitative research

   CrowdPulse

   Neurodiagnostic research

   Advice and guidance
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Perhaps you know the feeling.  You make and assess 
TV commercials, advertisements, images and logos 
and you ask yourself: is it good enough? Will it attract 
attention? Will people process my message and will it 
have an emotional impact? 

The neurodiagnostic method, Evaluate, enables you 
to answer these questions without having to conduct 
traditional, time-consuming research.

Using EEG technology, we objectively measure how 
the brain responds to a marketing stimulus.  
With microscopic precision, we will be able to say 
what happens in the brain, and when, telling us what 
will work and what won't.  
 

Through in-depth interviews with the same 
respondents, we will also be able to identify the 
motivations and emotional triggers that help us gain 
a complete picture of how the consumer responds to 
your marketing stimulus. 

With Evaluate, WHY5Research will therefore provide 
you with quick and accurate recommendations about 
how to make your communication more relevant and 
thus more cost effective. 

YOUR QUESTIONS

   Am I achieving my objectives in terms of  
attention, emotional response and rational 
processing with my communication? 

   What narrative should I choose for my  
TV commercial? 

   Does my TV commercial hold the viewer’s 
attention? How can I shorten it with the least 
impact on the result? 

NEURODIAGNOSTIC 
RESEARCH
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   How can I best shorten my TV commercial for  
an online version or a pre-roll advertisement? 
What type of images from the TV commercial can 
best be used as a campaign image in other media? 

   What campaign image, slogan, name or logo 
generates the best response according to our 
objectives? 

OUR METHODS

   EEG measurement with a headset that is not 
intrusive for the respondent.

   Our own software, developed together with a 
medical team 

   Measurement followed immediately by  
an in-depth interview.

   Whole process under the supervision of trained 
researchers at WHY5Research.

More information and cases are available on 
www.evaluate.be

ADVICE & GUIDANCE

Research should not be a separate entity in your 
organisation. 

To have structural impact, it must contribute to  
your business goals and result in visions shared  
with decision makers. 

We achieve the best results together. Thanks to our 
years of experience in research, we are a research 
partner who thinks ahead with you.

YOUR QUESTIONS

   What can we do with our existing research to 
increase impact? What gaps are there in our 
knowledge?  
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   What is the best research approach for our  
problem?  
 

   What can we do with the results of our research? 

   How do we help our internal stakeholders share 
our views?

   How do we share the results with our internal 
stakeholders?

OUR METHODS

   Advice

   Structural guidance

   Workshops

   Co-creation sessions

   Online idea creation and innovation management

   Consumer management co-operation

   Coaching and training

CONNECTING  
PEOPLE AND  
BRANDS,

IT’S ALL  
ABOUT  
PEOPLE
We are interested in hearing from you 
Contact us at 
office@why5research.com



www.why5research.com


