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How to Use this Book

The demands of today’s increasingly competitive marketplace place a growing
need on every broadcaster to have at least a working knowledge of broadcast
research methods. The Audience Research Sourcebook is your source for
broadcast research help and ideas.

It is designed to provide general managers, sales managers, programmers
and researchers with an overview of the broadcast research options available
today. It provides you with descriptions of the major research choices you have,
their strengths and weaknesses, and the costs you will encounter as you either
conduct your own in-house research or contract for it. In short, it is intended to
help you "get smart" on the research tools you or your competitor will need to
use to become and remain successful in today’s highly competitive broadcast
business.

This book is intended to be a reader and as such contains some overlap
and duplication. It draws on the knowledge and experience of six research
professionals who together represent more than 100 years of practical
experience. While there are fundamental concepts which will produce quality
research, there is no one right way to implement them. Each author has shared
the benefit of his or her experience and their insight so that you, the reader, will
benefit from the occasional differing opinions as you choose how to implement
your own research program.

We trust that our experience will contribute to your knowledge and our

trials will keep you from committing your own.

Gerry Hartshorn
April 1991
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I. The Value of Broadcast Research

Susan Korbel

Korbel Marketing

San Antonio, Texas

Research is at the core of our business because it estimates the value (or
popularity) of our product in a business that is so abstract as to define itself in
terms of "air" and "time."

Today broadcasters are bombarded by agencies and advertisers
questioning the value of their air time and the wisdom of network and station
programming choices. Without cash registers that ring in response to each
customer purchase, broadcasters are left with research as a measure of success.
Further, until all audience choices are registered, broadcasters are going to
continue to have to rely on sampling techniques and survey methods.

The needs of buyers and sellers of advertising to define the broadcast
audience has produced a wide range of research needs. Advertisers desire to
reach those persons with the resources and the inclination to buy their product
or service, and broadcasters need to differentiate their audiences from that of
their competitors’, showing that their station’s audience is the one that is most
likely to buy the advertisers’ products or services.

Even as the need for research becomes more critical for broadcasters’
selling needs, our budgets are being further strained. Choosing which data may
be researched often hinges on financial constraints.

The purpose of this book is to provide you with the background needed
to decide which research is best suited for your needs, and to determine the
financial benefits of the research you choose.
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What is Research?

Broadcast research gathers information about audiences. This includes
collecting data and reporting conclusions about the people who listen to/watch
our stations and the market in which they live.

Primary and secondary research are the two terms that describe the key
ways data is collected. Primary research includes data collected directly from
the audience, while secondary research makes use of information already
available from other sources.

Common Research Approaches

There are guidelines for conducting primary research so that the results
obtained are reliable. Typically, audience behavior is collected in one of four
ways: in person, by phone, in writing or by use of electronic devices; sometimes
a combination of two or more is used.

Methods for collecting the data depend on the intended purpose of the
study. Inbroadcast research, we usually want to know about the audience’s
media use and/or attitudes. (If we just want to know which people are listening
to and watching each station, the data is quantitative. Quantitative data answers
the "how many" questions.

If we also want to describe the audience, their attitudes and consumer
behavior, the data becomes qualitative. The following chart identifies the most
common research methods for each purpose.

Different research methods are best suited to answer different questions.
Programming decisions often rely heavily on ratings and other quantitative
methods. News, format, music and other programming decisions frequently
incorporate both ratings and qualitative information that describes audience
perceptions of the newscast and its personalities. A station’s marketing and

2
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Figure 1
Primary Research Methods
Purpose of Research
Quantitative Qualitative
Type of Contact Media Use Attitudes and
Consumer Habits
Personal mall intercept focus groups
theatre testing in-home interviews
Telephone coincidental phone survey
viewer response
Written diary mail questionnaire and
other published
distribution
Electronic meters database analysis
computer surveys

promotion activities depend on image/positioning research, which combines
media use and audience attitudes about the station and the market. The sales
department needs information that links media use with consumer habits.

Syndicated rating services used in many of these applications measure all
stations in a market concurrently. Since rating service data are normally
available to all stations and advertisers through subscription, all stations,
including your competition and advertisers, have an equal opportunity to show
trends and tell their own story. However, sometimes syndicated ratings are not
enough.

Broadcast ratings, however, do not measure the other media. How many
of your listeners are not reached by local newspapers? How is your audience
better suited to an advertiser’s needs than the competitions’?
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Qualitative research can be a significant additional weapon in a station’s
arsenal, especially in a market where the quantitative numbers (ratings and
shares) are very close. In radio, a station can prove that it really does reach the
elusive "upscale audience." In television, qualitative research can tell an
advertiser that a lower-rated show is really the best buy because it indexes highly
(i.e., attracts a larger proportion of an audience segment) on a particular trait
of interest to the advertiser.

Qualitative research also has applications for programming. It can help
answer questions like: "Should there be a greater emphasis on sports because
your news viewers follow sports closely?" Or, if the competition has just
launched a major health image campaign, "Is health is very important to the
news viewers in your market?" and, "Should I counter the competition’s attempt
to become the "health station?"

The purpose of this book is to describe all of these types of broadcast
research, including those that you buy and those that you can do yourself. The
rest of this chapter provides an overview of the kinds of broadcast research
available. The second chapter covers the concepts common to all types of
research. The subsequent four chapters describe how to do each type of
research.

Typical Radio Station Research Needs

Most radio research can be conducted at any time of the year. Some stations
do weekly music testing up to 36 weeks a year. Most stations have a yearly
cycle similar to the following:

First Quarter

First quarter is an excellent time to conduct primary perceptual research
on programming and formats. Chapter V -- Format Research describes
this type of research in detail. The purpose of starting the year with a
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perceptual research project is to get the results in time to prepare for a
strong Spring book.

Second Quarter

When the results of the perceptual research come in, follow up
auditorium or other music testing will probably begin. If the station uses
weekly call-outs three weeks a month, the main purpose is to check the
product and make sure it is tight and fresh. Music testing is described in
Chapter IV -- Music Research.

Third Quarter

This is a good time to make summertime research assignments in sales
and the financial departments to make sure you have all the secondary
data sources you’ll need for fall budgeting. This is often a convenient
time of year to conduct an advertiser study (see Chapter VI -- Sales
Research).

Fourth Quarter

This is the best time to plan for the next year’s image and promotion
campaigns. After determining the next direction for promotion, focus
groups can be conducted to try out alternative marketing ideas. Focus
groups are described in Chapters II and III.



Figure 2

Typical Research Sources at Radio Stations

Throughout the year, different types of research are valuable tools for management.

Quarter Purpose Description
Q1 Programming, Sales Arbitron & Birch Winter quarterly ratings books (ARB:
January, February and March
Birch: December, January, February)
Q2 Programming, Sales Arbitron & Birch Spring books (ARB: April, May, June)
(Birch: March, April, May)
Q3 Programming, Sales Arbitron & Birch Summer books (ARB: July, August,
September)
(Birch: June, July, August)
Programming, Promotion | Auditorium testing, annual audience research
Sales, Finance Assign research to prepare for fall budgeting
Q4 Programming, Sales Arbitron and Birch Fall books (ARB: October, November,
December)
(Birch: September, October, November)
Promotion Focus groups to test next year’s marketing themes
Throughout the | Programming, Sales Music testing, listener response Micro-computer analysis
year: (e.g. TAPSCAN, STRATA, etc.)

Financial

quarterly audits

NOOWAIUNOS HOUVASTY AINAIANY
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Typical Television Station Research Needs

Television research needs differ from radio primarily due to the seasonality of
programming and the sweep measurement employed outside the metered
markets. Figure 3 summarizes the types of research a television station may
want to consider throughout the year. Aside from budgeting and ratings sweeps
periods, the research can be done at any time of the year. The departments
that will benefit directly by the research are listed next to the description of the
research.

First Quarter

First quarter is usually a time to take a breather. This is actually an
excellent chance to spend the extra time looking at ratings and sales
opportunities.

In the first quarter, the sales department may also have some "down
time" to look at research about the market. A consumer profile of the
audience is appropriate now because following the holiday and January
sales, consumers have keen awareness of their preferred stores and
“value" of purchases.

Consumer information can be a door opener for direct contacts with
advertisers,aswell as providingaspringboard for new account
development. There are two prominent research firms that specialize in
tieing consumer habits to media use. Marshall Marketing and Leigh
Stowell & Company contract exclusively with one station in each market
to conduct annual telephone surveys on behalf of their client station.

The first quarter may also be a good time for an advertiser study to
check the pulse of your station’s sales efforts as well as those of the
competition. Advertisers are reviewing their previous year’s results, and

7
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are most likely to give realistic appraisals of media performance.
Chapter VI describes sales and marketing research.

The February sweeps are often seen as a "tracking" book, which is
appropriate. This is a good book to use for audience flow studies and
special computer runs (in comparison to November), so that the
promotion department can fine-tune May promotion placement and
outside media buys.

Second Quarter

Things start going so quickly in the spring, that it’s hard to take the time
to think about a study, much less review the results. Still, this is a good
time to conduct a major audience research study on news and
programming. This can then be used in conjunction with the May
sweeps to plan the fall station positioning for news and syndicated
programming, promotion and public service. Many stations make this
a yearly tracking study.

Due to the critical nature of May sweeps, take advantage of your rep’s
researchservicesto processtheratings inconjunctionwith the
syndicated research they have, such as Simmons or MRI.

If your station puts a priority on commercial production, this is a good
time to find out how producers evaluate the facility, to prepare to market
the facility use in the fall.



Figure 3

Typical Research Sources at Television Stations

Quarter Purpose Description
Q1 Programming, Sales | February sweeps
Sales Consumer profiles - following the holday and January sales, consumers have keen
awareness of their preferred stores and "value” of purchases.
Sales Advertiser perceptions of media: Advertisers are reviewing previous year’s results, and
are most likely to give realistic appraisals of media performance.
Q2 Programming, Sales | May sweeps
Programming, Fall program planning; audience research on news and programming by daypart;
Promotion station positioning for news, public service and programming; yearly tracking study.
Sales, Production Production survey - If station puts a priority on commercial production, this is a good
time to find out how producers evaluate the facility, to market facility use in Q4.
Q3 Programming, Sales | July sweeps
Q4 Programming, Sales | November sweeps; flow studies
Sales, Finance Budgeting: economic indicators, categories of business secondary data from previous
years’ budget runs, national statistics (such as the NAB "Television Financial Report",
TvB Quarterly summaries, RAB); political dollar forecasting.
News Talent contract renewal: audience survey of personalities, station news image.
Throughout Programming Ratings in metered markets; Network research; Rep research; Syndicator research.
the year:
Sales Monthly BAR report; economic indicators compiled by federal, state, and local
governments (retail sales, demographic updates).
Rep research; monthly traffic reports on inventory, categories of sales; quarterly
audits of the market (if stations share figures).
News Public opinion polls

HOMYASTY 1SYOAvorg 40 ANIVA BH], °] ¥ALIVHD)
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Third Quarter

This is a planning time for the fall, and most of the data necessary should
be available by now. As all programmers know, the July sweeps provide
an excellent time for "experimentation.” If you are thinking of changing
your station’s image based on the results of the second quarter image
survey, this is a good time to test the promotional plans (positioning
statements and graphics) in focus groups.

Make summertime assignments to make sure you have all the secondary
data sources you’ll need for fall budgeting. For example, if the following
year is a political year, this is the time to request a tracking of political
expenditures in the market for the past several elections, as well as set
up contacts with the party headquarters and candidates’ offices to learn
more about media plans.

This is also a good time to review monthly retail sales by category of
business, and get the "deep background" intelligence on newspaper
performance. Compare the TVB reports with your local market.

Unless someone analyzes each Arbitron BAR report monthly, this is a
good time to summarize last year’s activity, and track the first six months
of the current year.

Fourth Quarter

Stations are usually so curious about new changes in the fall schedule,
that they order coincidental phone surveys in September. Sometimes
this helps fine-tune the schedule or promotion plans. The sales
department may wish to use some data for extra ammunition during
these crucial months. Mostly, coincidentals reduce uncertainty before the
November book comes out.
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Sometimes talent contracts come up for renewal, or other newscast
related questions emerge that were not anticipated in the spring survey.
A fall audience survey may be necessary to test personalities and/or
special features.

Budgeting takes center stage for the department heads, so all the
secondary sources will be combed for revenue and expense rationales for
the coming year. These include economic indicators from federal, state,
local and private sources, demographic projections (unemployment
rates), and quarterly financial audits of the market (if stations share
figures).

Sources of Syndicated Research

Audience listening and viewing is reported as "ratings" for most markets by
nationally syndicated services. Syndicated rating services sell research results
to multiple clients in a market. Inradio, Arbitron and Birch are the two
principal services. Arbitron employs an individual diary methodology, while
Birch uses a telephone recall methodology.

In television, Arbitron and Nielsen are the two national firms serving
most markets. Both services use household diaries to measure television
viewing in most markets. In the large markets, a combination of meters and
diaries are employed. Arbitron has recently introduced "people meters" that
produce viewing and tuning electronically.

The ratings services offer a large variety of special reports that process
the media use data in custom ways. For example, county coverage studies can
provide detailed listening or viewing information that is especially important to
stations in hyphenated markets. Audience flow studies report daypart viewing
movement by demographic group, which are especially helpful in programming
and promotion.

11
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In addition to special reports that reprocess ratings data, ratings services
will conduct custom studies using either the same sample or a new sample.
Coincidental telephone surveys (which select a new sample) are often used by
stations to "test the waters" prior to the ratings reports in November and May.
A "return-to-sample” (which recontacts the original ratings sample) is helpful to
get additional data on the people who were already selected for ratings.
Unfortunately, a high response rate is impossible, and so the return-to-sample
can never mirror the ratings.

The ratings provided by these companies are sometimes further
processed by third-parties for use by the broadcasting and advertising
communities.

Other syndicated research services combine media use and consumer
information. Some of the larger services which conduct product and media
usage studies are: Birch/Scarborough, Mediamark Research Inc. (MRI) and
Simmons. More on each of these qualitative services is found in Chapter VI --
Sales Research.

Stations find these services valuable because they link key categories of
sales with both print and electronic media habits. For example, when preparing
a presentation for a retail store that is planning next year’s womens’ sportswear
advertising campaign, persuasive stories can be told that link television (or radio
use) to target consumers, and compare their use of TV, radio, newspapers,
magazines and direct mail.

Some of this syndicated product research is based on national surveys.
Itisvery important to find out what is sampled by each vendor and to
understand when national data can be helpful, and when it may not reflect the
unique conditions in your market. Also, when a national study is conducted, it
only measures formats for radio, and network programming for television (or
sometimes a generic question about local news). This alone cannot give you
data about your station’s performance in the market.

12
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However, these databases are often used in combination with ratings
service estimates to produce some of the following products: Product Target
AID, NSI/ClusterPLUSSM, Claritas PRIZM™, and TV Conquest.

Sources of Secondary Research

Secondary research is the first step most people take to answer questions. Many
may first find answers in existing data that was compiled by someone else.
Think about what you do when you put your budget together -- you make
revenue projections based on what other people think the economy and
advertising climate is going to be, as well as historical trends for each key
account.

Broadcasters have a dazzling array of data available because we are in
the information business. Before going out and surveying the audience, it’s
always a good idea to check reference materials that may partially answer your
questions. Here are three categories of secondary data:

1. Data collected and generated at the station. If your station has a
newscast, you have already got a massive archive of data. Your sales
department will probably have regular reports on economic
conditions, including retail sales, restaurant use and auto purchases.

2. Datacollected and generated by industry support and trade
associations. If you belong to any of these organizations, you have
access to a wide range of data: NAB, INTV, TVB, RAB, and
NATPE. Get directories of the research that each organization you
belong to subscribes to and/or produces.!

! For example, the "NAB Member Services Catalog" and the "INTV Guide to Television
Research Providers and Products" are very helpful.

13
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The sales department also has access to national information through
your rep firm’s research department. Each rep has access to many
sources at it’s disposal. The following are examples of what is
typically available:

m Arbitron and Nielsen syndicated TV audience measurement for
local markets and NTI

Survey of Buying Power Data Service

Media Solutions SNAP multi-market analysis system
Arbitron’s PC AID or Nielsen’s Micro-Node

Claritas’s COMPASS database marketing system, which has access
to Simmons and Retail Sales Potential Estimates.

If your station is affiliated with a network, you also have access to
their research. If you don’t already have a file on available sources,
get a directory of research that the rep firm and network purchase or
produce.

3. Data collected and generated by external organizations. The U.S.
Census is the primary source for information about Americans. Itis
a massive database that has just been updated in 1990.2 There are
numerous computer packages that stations can purchase that use
census information to provide geodemographic (demos based on
geography) market descriptions. There are also programs that
combine media use information with census based data.

Here is an example of how secondary sources provide valuable research.
Your market is hyphenated, thereby including several cities with different
characteristics. Your station’s hometown is not the largest, but has a solid young
consumer base (due to the local university). Census information, coupled with

2 The census admits a 3-6% error in counting low income (predominantly minority) citizens.
This is particularly important to the broadcasting business because minorities and low income
households tend to be heavy media users. Check with your state Bureau of the Census office to
determine if an adjustment formula has been set (or whether an actual adjustment was made).

14
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media use data, can provide convincing sales arguments for target markets.
Now, hope your station’s programming attracts 18-24 year olds!

Primary Research

Syndicated research and secondary data are helpful, but can’t tell you
much about your station and market beyond basic demographics. Also, the data
may not be as current as you desire. These are the two key reasons for
conducting primary research:

m to discover qualitative information about your station and the
market, and

B to get answers to your questions now!

This chapter describes the most common methods of primary research:
surveys and focus groups. Other methods, including viewer response and
experiments, will be briefly described. Chapter II -- Research Concepts
describes the methodologies in detail.

Surveys

Survey firms ask people questions in person, on the phone, or on paper.
Standard survey practices include scientific sample selection and questionnaires
written in unbiased and clear language, which are administered in a systematic
way to all respondents.

15
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Face-to-Face Surveys

Face-to-face or personal interviews can be conducted in someone’s home, where
they work, or in a public site, such as a mall. There are several reasons to
choose this method:

Personal surveys are more flexible.

When interviewing someone in person, you can use visual aids and
tapes. This is useful if you want to help people recall personalities
or graphic presentations. In a personal situation, you can
demonstrate products, such as "taste tests" and get reactions to
different musical or visual themes.

Personal surveys can be extensive.

People are more likely to spend more time answering questions in
person. In a face-to-face situation, the interviewer can allow for
extemporaneous comments and probe fully into open-ended
questions. This is very helpful when the research is exploratory, and
you want to see "what’s out there."

Personal surveys can be representative.

When interviewers are selecting respondents in person, they can
exercise more care in selecting the correct sample of the population.
When people are on the phone or returning questionnaires in the
mail, you can never be sure who answered the questions. Also,
researchers know that it is more difficult to get certain groups to
participate in surveys, such as young men, and personal surveys can
be more successful at completing interviews with select groups.

There are also several drawbacks to personal interviews, among them:

16
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o Interviewers must be skilled and consistent.

Personalities of interviewers can affect the results of an interview.
Since few personal surveys are conducted by one interviewer,
precautions must be taken to assure that each respondent is asked
all questions in the same manner.

o Representative samples are difficult to achieve.

Reliable personal interviews must represent the entire audience.
Where can you find these people? It may be impossible to find any
location where you will have an equal chance of choosing any
member of the audience. While everybody needs to eat, we know
that not all people go to grocery stores (you are less likely to find
men and older people). By contrast, a mall only attracts people who
have a desire to visit the stores or socialize there.

The only way to make sure everyone gets an equal chance of being
included in your survey is to reach them at home.? It is essential to
pick residences randomly, based on an accurate list of all residences
in the market, and a sampling plan that doesn’t overrepresent any
one area.

o Personal surveys are costly.

Costs add up with personnel as well as the extra time it takes to find
the respondent and conduct the interview. Also, if an interviewer is
going door-to-door, there is a great deal of wasted transportation
time. And, skilled interviewers are not usually willing to work for
minimum wage.

- This, of course, leaves out homeless people and those in group quarters. However, since
ratings services also exclude these groups, as well as those without telephones, these omissions
are less critical than in other studies, such as the Census.
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It takes longer to get results.

Due to the time it takes to select a sample and train interviewers,
data may take up to twice as long to collect.

Telephone Surveys

18

Telephones provide immediate, direct contact with respondents,
and are the most popular form of audience research. Whether the goal
is simply to determine media use or attitudes and consumer behavior,
this is the preferred method of data collection for these reasons:

Telephone survey costs are reasonable.

Phone surveys are less expensive than face-to-face interviews.
There are still interviewer, facility, sample and toll costs, but these
are far less than travel and interviewer time going door-to-door.
Since most phone surveys are conducted from a central location,
interviewer briefings and administration of the survey are fairly
simple.

Sample selection is not difficult.

Telephone directories are often used in surveys (although this
excludes unlisted numbers). The random selection technique is
described in Chapter II -- Research Concepts. Also, telephone lists
(including listed and unlisted phones) that are randomly generated
may be purchased from several national vendors for any market at
a reasonable cost.
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m Interviewing can be carefully monitored.

Telephone calls are often conducted from a central location. This
means that the researcher can supervise the interviewers, to assure
that all questions are asked the same way by each person.

m  Phone calls are fast.

Assoon as the call is completed, data can be available. This is
particularly true when answers are entered directly on a computer
during the telephone call (known as CATI, computer assisted
telephone interviewing).

There are some disadvantages to telephone research:
o Interviews must be short.

Most people won’t talk on the phone more than 15-20 minutes.
Those who do, aren’t necessarily representative of the audience.

o Some topics and questions can’t be asked on the phone.

Visual aids cannot be used. Some topics are sensitive, and
respondents may be hesitant to answer for security or personal
reasons. For example, it is difficult to ask people about buying
habits for jewelry or other luxury items because people are not sure
about the interviewer’s motives. Answering questions about sex,
substance abuse and other personal issues is also difficult -- we don’t
know who else is in the room on the respondents’ side, and some
people can’t be assured that the data will be confidential.

19
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Not everyone can be reached by phone.

Some people do not have phones, or a home for that matter. When
you are conducting research to determine how to improve ratings,
this issue is not relevant because the rating services only interview
people who can be contacted by telephone.

Printed Questionnaires

For some purposes, a written questionnaire is appropriate, these include:

They are cheap and easy.

Interviewers are not necessary, which eliminates payroll costs, as
well as training cost and supervisory time. Aside from questionnaire
design and sample selection, most of the research involves clerical
functions of duplicating, addressing, posting and data processing the
questionnaire.

Distribution options are abundant.

There are scores of direct mail houses that provide lists with labels.
Questionnaires can also be inserted into direct mail projects or
newspapers. If companies just want to hear from their clients, they
can include questionnaires in monthly statements, on table tops, at
cashier check-out counters, or hand them out in the stores.*

If one of your advertisers has done research this way (and shows vast differences in the
media habits of his/her clientele from the ratings), remember that this method is unable to
produce a random sample, and can only represent willing customers, not prospects or customers
unwilling to complete the form!

20
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m  There are few geographic barriers.

With personal interviews, the interviewer has to be able to get to the
site (safely), plus travel can be expensive. Phone interviews rack up
toll charges, and are limited to people with phones. Mailed surveys
can reach anyone with a fixed address (with a good mailing list).

m  There is no interviewer bias.
m  Responses can be thoughtful.

Some people prefer to take their time to think about an answer. If
media or product usage is involved, it may be helpful for people to
have the questions available through the course of a week to
faithfully record purchases, rather than a top-of-mind awareness.
This is one major reason why diaries continue to be a standard
source of radio and television ratings information.

Whether the questionnaires are given to respondents or sent in the mail,
here are the major reasons that most researchers find this method alone
less desirable than personal and telephone surveys:

o [t is very difficult to get a representative sample.

Mailed questionnaires must rely on available mailing lists, delivery
of the questionnaire, and the willingness of the recipient to respond.

o Print questionnaires usually have a low rate of return.
Consider yourself very lucky if you get a 25% response to a
questionnaire. Who are the 75% who did not respond? The results

are seldom viewed as "representative” because there is no way to
control who completes the survey. Indeed, the profile of the

21



AUDIENCE RESEARCH SOURCEBOOK

2

respondents can be totally skewed toward positive or negative
opinions, depending on the situation.

Print questionnaires exclude certain people.

You have to be able to read and write to fill out a questionnaire. In
some communities, literacy is a serious issue. Also, the language
used in the questionnaire may not be the recipients mother tongue.

Questionnaire length should be short.

People, generally, aren’t likely to complete more than a page or two
of questions without substantial incentives.

Questions must be simple.

There is noway to follow-up an answer, so it is particularly
important that the questions be very clear, emphasizing short
answers.

The "flow" cannot be assured.

People often look through a questionnaire like skimming a book --
to see what it’s about. For example, you may wish to know what
stations people listen to, then ask them to pick a "favorite." There
is no assurance that people will describe their listening habits before
they select their favorite station. After they have declared which
station is their favorite, it is less likely that they will be as objective
in recording their listening habits.

There is no way to know who filled out the questionnaire.

You may address a questionnaire to a specific person, but anybody
who is in the family or a friend may actually respond. It is also more
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likely that the respondent will provide fictitious answers to a mail
questionnaire.

o It takes longer to get results.

Sending questionnaires out takes time, and people take time to fill
them out and return them. Often more than one mailing is used to
encourage response. It’s not uncommon to get responses more than
a few weeks after the mail date.

Focus Groups

The big disadvantage with all survey research is TIME. Sometimes it’s helpful
to let people talk in a relatively relaxed environment. Focus groups allow in-
depth conversations about a few topics. People can respond to tapes and other
visual aids, so focus groups are often used to get reactions to promotion and
marketing campaigns, station image, formats and programming elements.

Usually, the group is recruited by a research facility according to certain
demos that are important to the project (e.g., 25-54 year-old women to discuss
easy listening radio). Focus groups usually last from 60 - 90 minutes. A
moderator guides the discussion to assure that each topic is covered, and all
group members have a chance to speak.

Focus groups are quite popular, because they "put a face" on the attitudes
that ratings reflect. Here are some of the advantages of focus groups:

®m  You can be involved in the research.

Sessions can be observed through one-way mirrors, or you can
review transcripts or tapes of the sessions at a later time. Some
people like hearing the personal reactions that survey statistics
represent.
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Results are immediate.

Groups are relatively inexpensive to run.

Groups are comprised of eight to twelve people, and usually four to
six groups are conducted. Participants should be recruited in a
fairly systematic way, which takes some time. It is best to arrange
the groups at a neutral site, with some way to record all
conversation. Participants are usually paid a gratuity, and some
refreshments are usually provided.

Groups are flexible.

Often, the goal of research is to explore people’s attitudes that
cannot be anticipated. The group moderator can help elicit creative
suggestions and new directions that people at the station are too
close to see.

There are also many disadvantages to focus groups.

24

The results do not necessarily represent the audience.

Groups are based on small, non-random samples which do not
scientifically represent all people in the market. Often, the personal
interaction is powerful, and researchers may distort the value of the
data.

Focus group participants react to each other.
In every group, some people are more outspoken than others. Not

all opinions are equally represented because people are influenced
by other group members.
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@ The success of a focus group is dependent upon the moderator.

All moderators are individuals, and results of each group will vary
greatly according to the leader’s skills. Group members can have
personality clashes, or moderators can simply be less effective
leaders than others.

Other Primary Research

In addition to surveys and focus groups, there are several other types of primary
research that you should consider.

Viewer Response

Do you presently collect information from your callers? Some stations compile
an ongoing database of audience contacts -- ranging from contest participants
to complainers. Each time someone calls, the station gets some standard
information, such as address, phone number, birthday and sex. This data is put
into a database, which can be used for direct mail prior to special promotions,
as well as to establish audience profiles.

It may seem cumbersome to collect these data, and pay for the computer
input, but the power of being able to show advertisers a profile of your loyal
audience is substantial. Sometimes a geographic breakout by zipcode, with
accompanying census information could be helpful. Perhaps a demographic
summary of people who respond to different types of contests would be helpful.

Retailers are already far more sophisticated about database use than we

are in the media. By aggregating our "customer” lists, we can speak the same
language, and perhaps build a new foundation for future sales.
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This information is also helpful to promotion and programming. It can
also put into perspective who the complainers are, because you can compare
profiles to others who respond to other station activities.

These data can never be seen as truly representative, and cannot be
substituted for ratings. However, it provides a look at "active viewers" who are
likely to respond to the station’s promotional and commercial messages.

Experiments

All of the primary research discussed is "descriptive," meaning that it describes
who the audience is and what they are like. It’s always tempting to go further
and try to pinpoint how stations influence the audience. Proving cause and
effect is very difficult because people are so complex and are exposed to so
many other influences. These "variables" of personality and environment make
it hard to answer questions such as "Does watching violence on TV cause people
to be more aggressive?” or "Do beer and wine commercials cause people to
drink?"

Experiments try to isolate a few variables, and try out different situations
on groups of similar people. Experiments must take place under "controlled"
conditions, which are seldom like the real world. It’s better to leave causal
research experiments to those who have the expertise, time and inclination.

Combined Methods

Syndicated services contact people in many ways to assure high response rates
and retrieve the most accurate data. In the administration of diaries, ratings
services begin with telephone calls to identify respondents. Then they send
letters to notify people that the diaries will be coming, and brief them on their
responsibilities. After the diary arrives, follow-up contact is also made.
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Sometimes researchers do not have time during a telephone call to ask
all the questions, and they send additional questions to the phone respondents.
There are problems with this hybrid strategy for the same reasons that there are
problems with mailed questionnaires. Substantial effort must be made to assure
that the respondents return the written questionnaire.

Guidelines for All Research

Research should always present the truth, whether or not it benefits the
researcher. It is often difficult to be unbiased when you are doing your own
research. If you plan to use the contact with respondents to get them to tune to
your station, don’t call it research, call it promotion! Here are some rules that
researchers have developed:®

m DO NOT require payment or solicit contributions from members of
the public as part of a research process (this includes diary entries)!

m DO NOT offer products or services for sale, or use participant
contacts as a means of generating sales leads!

m DO NOT reveal the identity of individual respondents to a survey
or of participants in a research process without their permission.

B DO NOT ask questions that distort the data in your favor. If the
results are used for sales, the advertiser can simply check reliability
with another study, and your legitimacy will be questioned.

5 The Research Industry Coalition published the first three of these themes in the Marketing
Research Association, Inc.’s February 1, 1991, Newsletter "Alert".
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Planning a Research Program

The first consideration you probably have is how much a research
program is going to cost your station. This section describes typical radio and
television station needs, and estimates costs for radio markets between rank 20-
25, as well as television markets 50-65. Using this information, you can decide
whether to plan for in-house research or employ outside consultants.

We can estimate the costs of research in two ways: if the projects are
handled in-house by the station, or if research is undertaken by outside firms.
Obviously each station will fall somewhere in between, and the cost estimates
will differ based on market size, the nature of each project and the outside firms
bidding for the contracts. These costs are based on the examples described in
Figure 4 (Radio Research Budget) for stations in the market ranks 20-25, and
in Figure 5 (Television Research Budget) for stations in the market ranks 50-65.

The first consideration when setting up a research program is always
personnel. Due to the sensitive nature of some research that you will want to
do, probably the best person at the station to coordinate research is the General
Manager. For example, a news and personality study would seem to be the
purview of the News Director, but aside from being busy, the News Director is
also being evaluated by respondents.

The General Manager, however, does not have time to be involved in
collection and analysis of all data. Therefore, it is helpful to have at least one
other staffer who is conversant about research, who can conduct internal
research, maintain a library of resources, and help decide when outside research
support is necessary.

Adding staff is a laughable proposition at this point for most stations. It
may be a luxury for a station to hire a professional who can coordinate all data
collection, but given the sensitive nature of much of the research, this is not a
clerical job.
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Figure 4

Radio Research Budget

Internal External

Personnel (payroll and overhead) $35,000

computer support $7,000
Other Syndicated Research

Scarborough $10,000 - 20,000 $10,000 - $20,000

Media Audit (2 times/year) $6,000 - 12,000 $8,000 - 12,000
Perceptual/Image/Programming $9,000 $25,000

research Q1
Focus Groups $6,000 $15,000
Music Research $10,000 $30,000

weekly (36 week call-outs)

auditorium test (1 time) $8,000 $25,000
Sales Research *

Advertiser (mail) study $4,000

Advertiser (phone) $6,000 - 25,000
Secondary Data

publications $2,000 $2,000
Totals (low) $97,000 $121,000

(high) $113,000 $154,000

*It is not advisable to conduct consumer research for use in sales presentations in-house
because of the difficulty that stations have convincing the advertisers that the data is

unbiased. Also, the cost is so high to interview a minimum of 1,000 people (for consumer

break-outs by station) that the project is seldom seen as paying for itself.
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Figure §

Television Research Budget

Internal External
Personnel (payroll and overhead) $50,000
Computer hardware and software $12,000
Syndicated Research $1,500 $1,500
Ratings service special reports, flow
studies in Q1
BAR $12,000 $12,000
Primary Research $30,000 $70,000
Consumer profile in Q1
Advertiser perceptions in Q1 $5,000 $30,000
Image study in Q2 $15,000 $50,000
Personality study in Q4 $10,000 $40,000
Production study in Q2 $4,000 $25,000
Focus groups in Q3 $6,000 $15,000
Secondary Research $6,000 $6,000
quarterly audit
publications $3,000 $3,000
Total $154,500 $252,500
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Is there someone on your staff who is presently seen as the "numbers
guru?" When the rating books come in, is there someone who squirrels away for
a few days and prepares extensive reports and breakouts of the results? Some
stations rely on someone in programming or finance to prepare and analyze
these data.

Any new sales tool, especially a new form of research, can add headaches.
Putting new research out on-the-street requires that the sales force fully
understands the numbers. They will also need the print and video materials that
support their data. A commitment to purchase qualitative research should
include staff training in its use. If they lack the knowledge or motivation to take
advantage of all the data, qualitative research can be an expensive mistake.

There should be one place at the station where a research library is
located. The library needs to be accessible to department heads, but also have
a locked cabinet where copies of all research can be kept. The library also
needs to include the computer that can process the sales data and other sources
of information. Probably the library is near your office, the finance,
programming or the sales department. Someone should be designated as the
librarian, who can keep the files updated.

The checklist in Figure 6 is a starting point for planning your research
program. '
When Do You Call the Doctor?

We've all been faced with the dilemma at home . . . when can we take
care of a problem and when do we call the professional. Whether it’s a doctor,
lawyer, or plumber, we usually consider two issues:

m am/ qualified to do the job, and

m can I afford the professional (as well as the corollary: can I afford
not to call someone)?
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Figure 6
Checklist for a Research Program

1. The people responsible for coordinating research are:

2. A research library has been set up which includes the following materials (check all that apply):
Current ratings service:
__ratings books (S year set) and reference supplement
_ any custom research (flow studies, AID runs) conducted by the service
__brochures that describe various services
__contracts

NAB materials
— NAB/BCFM Financial Report
— NAB Member Services Catalog

TvB materials:
__Index
_ Videotapes
__ Periodic reports

RAB materials:
__Radio Facts

— Sales and Marketing Management Survey of Buying Power Data Service
_ Broadcasting/Cablecasting Yearbook
_. TV/Cable Factbook

— Rep Firm Research and Directory of Services

_ Network Research
National Publications:
_ U.S. Government census materials
_ SRDS
_ Spot Television Rates & Data

_ Spot Radio Rates & Data

State Publications:
— Monthly retail sales reports (call the State Comptroller)
— Monthly employment reports (State Employment Agency)
_ Monthly auto and truck purchases

Local Publications:
__ Chamber of Commerce
Research Company Files
— Include brochures, list of clients; references from colleagues, sample reports

3. Computer databases (and person responsible for contact):
— NATPE*Net:
__ Wire Services:
_ Corporate:
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As we all know, broadcasting is not brain surgery. Still, there are several
reasons why broadcast research firms stay in business. Here are some questions
to ask yourself to see if you need to call a professional:

1. Do you have time to wait for the results?

Sometimes you have to make decisions immediately, and cannot wait for the
results of research. For example, a war breaks out and you need to decide
whether or not to continue with constant news coverage, or return to
programming (and advertising). There’s no time to conduct a study to see how
the audience would respond. If it’s a unique situation, it’s hard to know if an
audience would be able to answer the research questions anyway.

2. Do you know how to get the information you need yourself?

In broadcasting, there are a wide range of very talented people all around us.
Let’s say you’re trying to decide whether or not to buy a syndicated program that
is presently on the air around the country. Most people look at ratings
information from other similar markets, which is available from their rep. The
problem, however, is trickier with first run product. The syndicator will provide
research from tests the producer has done -- but how do you know if it will work
in your market? A research firm might conduct focus groups in your market.

3. Can you afford to hire a research company?

If you plan to do at least two research projects a year, it may be worth hiring
someone on staff to conduct the projects. However, start up costs are a serious
consideration, and it may be worth using an outside consultant.

4. Can you conduct objective and credible research?

If your station has locally produced programming with on-air talent, you likely
have someone who is a "squeaky wheel." Is this person worth the aggravation
because of audience popularity, or does the audience also think this person is
annoying? Can you afford to rely on feedback that you personally gather? If
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you personally ask people, you may unintentionally bias the answers by the way
you ask the questions. If you bring in others at the station, you may tip your
hand and word will get back to the anchor or DJ. If you conduct the research,
would the methodology be credible with advertisers or stand up in court?

5. Can you measure advertising effectiveness?

One of your account executives comes back from calling on a prospect that she
has been trying to get on the air for years. The advertiser agrees torun a
schedule, only if the station can prove that it worked using a pre-post advertising
awareness study. Remember the flashing warnings on this: DO NOT TRY
THIS IN YOUR OWN HOME! This request is unreasonable except for the
most important target accounts. Only if the potential billing is big enough
should an outside firm (which the advertiser agrees will be unbiased), be hired
to conduct the study. There are also numerous pitfalls in this request including
the time of year, the product, as well as the size and placement of the schedule.
Make sure the research firm you hire is familiar with this type of research.

6. Can we conduct motivation research?

Since we hear from the public daily, it often seems that we hear enough about
what they think (particularly if a daytime soap is dropped for a Congressional
hearing). However, we also know that callers are often not representative of
our total audience. We can ask people their reasons for doing things, but the
answers won’t be simple. Many researchers have developed psychological
models to describe audience motivation, as well as efficient ways of analyzing
"open ended" responses that come from asking "why" questions. Don’t bother
re-inventing the wheel.

7. Can we track audience changes?

Advertisers always seem to find the demos in the ratings that "went down" from
last year. Proving trends is a negotiating tool familiar to most sales people.
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It is tempting to want to disprove a negative trend with other research -- but it’s
hard to win when you pit in-house research against the ratings services.
"Longitudinal studies" are best conducted by researchers who will be sure to
keep the methods and sample consistent.

8. Can we do our own ratings estimates?

Can you find advertisers who would be willing to post their buys on your
station’s own ratings estimates? If you didn’t laugh at this question, contact the
EMRC (Electronic Media Rating Council), which certifies audience
measurements, to learn more about industry ratings standards.

How to Choose a Research Firm

As with so much of our business, most managers find research firms
through personal referrals. A few calls to other GMs, as well as the research
managers at the networks and rep firms, give most people more than enough
names to contact.

There are over 100 firms listed in the Broadcasting Yearbook or the
TV/Cable Factbook. Abrieflist of firms active in broadcast research is
provided in this book.

Many universities have departments or schools teaching marketing and
RTF (radio, television and film) courses. Some faculty members in either RTF
or Advertising/Marketing departments welcome the opportunity to work with
stations, particularly if their students can become involved in a study. Many
studies, including those about personalities, are not usually conducted by
students due to the sensitive nature of the study.
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Selecting a research firm is as complicated as screening any other

professional. Here is one process that seems to work:

36

State the problems that you would like to solve, or your goals for the
research. For example, "Three of our top anchors’ contracts are up
for renewal in the next six months. We need to know how popular
they are in the market." Or, "No matter what news promotion we do,
our ratings stay the same. We want to know what our news image
is in the market compared to the other stations, and how we can
reinforce our strengths and get rid of our weaknesses."

Put together a list of firms that seem to do the type of research you
want to conduct.

Obtain written descriptions of the firm, references and client lists.
If possible, request copies of non-confidential reports.

Ask questions! Be sure to ask each firm about:

® market definition and sample size
m respondents and the interview
m factors that determine the cost

Insist an a written research proposal, including a statement of the
problem, or goals of the research (to make sure they understand
your needs), research objectives (specific ways to accomplish the
goals), sampling procedures, research methods, what you will
receive, cost quotations and time estimates.

Share the proposals with those managers who will be using the
results of the study so that they buy into the selection of the research
firm (and the firm’s results).




I1. Broadcast Research Concepts

Gerry Hartshorn
National Association of Broadcasters
Washington, D.C.

Quality broadcast research is no accident. Nor, does it necessarily mean
spending huge amounts of money to learn the answers to simple questions.
Worthwhile research, however, does mean investing in proven techniques to
address specific needs or questions. The value of research comes in producing
actionable information to guide you in your decision-making process. This
chapter will show you how to plan for and develop a high-quality research
project and introduce some of the concepts you will need to become familiar
with.

Whether you contract with a research firm, hire a consultant or go it
alone, the steps in planning a valuable and productive research project or
program are pretty much the same:

m First, develop a clearly defined goal (or objective) . . . this is your
starting point and end point. (Yes, you will use the goal to evaluate
the success of the research.)

m Next, refine the goal into specific questions.

m Then, develop a means of answering those questions.

m Then, analyze the results in terms of your business needs.

m Finally, evaluate the value of the research and begin planning the
next project.
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The balance of this chapter will describe for you the steps in deciding
what to research, how to develop the research questions, what to consider in
choosing your sample and what makes a good questionnaire. Feel free to return
to this section frequently. No matter what kind of research you decide to do, the
same concepts will ensure your success.

Value of Creating a Research Objective

The success of any research project or program is dependent upon clearly stated
goals or objectives. It is not enough to just say that you are going to research
something. Make yourself -- force yourself, if necessary -- to simply state, in no
more than a single paragraph (a single sentence is even better), what you plan
to learn from the proposed research project. Consider these examples of
research objectives:

The goal of the research project is to determine the station
preferences among our target listeners.

The objective of the research is to evaluate potential promotional
themes for the new early news program.

The purpose of the questionnaire is to assess advertiser
perceptions of Ourtown radio salespersons.

Establishing the goals of your research is important regardless of whether
you intend to hire an outside researcher or do the project in-house. In either
case, your objective statement will provide the framework of the research as you
develop the project. You will need to determine the scope of the research
before you can discuss your research needs with a vendor or prepare a budget.
On the back end, you will need your objectives statement in order to assess the
results when the project is complete and to evaluate its success.
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It may be difficult to get it right the first time. So take your time and, if
needed, consult with others in writing your objective statement. It takes
discipline, but this is a critical step in ensuring successful research. Just as your
business plan has a stated goal, your research plan should as well. Remember
to be specific and as detailed as possible (in the following steps, even greater
detail will be required). The clearer you can state your goal at this point, the
more focused and successful the research will be.

Furthermore, the goal should be stated in such a manner that it implies
some action. Presumably, the research will be used to support a decision of
some sort (e.g., developing a new promotional campaign, adjusting a playlist, or
hiring new personalities). It is critical that the results of your research are well
defined and actionable. If it isn’t, the research won’t be valuable to you.

Determining Research Questions

Once you are satisfied with the focus and the completeness of your objectives
statement, the next step is to determine the specific research questions you are
trying to answer. Again, you will need to force yourself to.be as specific as
possible because these are the questions that either your researcher, a member
of your staff, or you will use to create the question guide or questionnaire used
for your research.

Think of the research questions as further defining the objectives
statement and giving the objectives just a bit more detail. Each research
question should be a simple extension of the primary goal. Here too, you will
need to exercise discipline as you resist the temptation to broaden the focus of
the research to answer a few more questions. However, your research will be
more successful if fewer rather than more issues are investigated in each project.

Using the above objectives, Figure 1 provides several examples of

research questions and what you might include in the resulting focus group
question guide or questionnaire.

39




Figure 1
Examples of Research Questions

oY

Objective Statement

Research Questions

The goal of the research project is to determine the station preferences
among our target listeners.

For a 10-minute telephone questionnaire of target demo listeners:

1. What is the favorite station of the target demo?

2. What stations do listeners remember?

3. What station does the target demo listen to most?

4. What stations has the target demo listened to in the past 24
hours?

S. What promotions/slogan/tags do listeners remember?

The objective of the research is to evaluate potential promotional themes for
the new early news program.

For a 75 minute focus group of television news viewers, who are normally

home by 4:30 PM:

1 What are the clements in television newscast which early news

viewers feel are most important?

2. What are least important?

3. What kinds of stories are carly news viewers interested in?

4. What recent television news stories do they recall or remember
seeing?

S. What would they look for in an carlier news program?

The purpose of the questionnaire is to assess advertiser perceptions of
Ourtown radio salesperson.

For a self-completed, mail questionnaire:

1. What are the overall advertiser perceptions of the local radio
salespersons?

2. Are there perceived differences from one station to another?

3. What are the best qualities?

4. What improvements are needed?
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It often becomes a test of need versus budget in determining what is
actually researched. You have limited funds and many, often unrelated, issues
that you would like to have researched. Try to prioritize those issues which you
must research from those you would like to. It is better to not test a subject
than to either inadequately address it or to try to cover so many issues that none
are properly researched. If you have more needs than can be covered in one
research project, you might need more than one project to provide the direction
you are seeking. Two or even three smaller projects are a better investment
than one poor quality research project.

Determining the Best Research Approach

Each commonly used research technique (focus groups, telephone
questionnaire, mail questionnaire, etc.) has its associated strengths and
limitations. For example, focus groups can provide many insights but have
limited projectability; by contrast, questionnaires provide quantified results, but,
are limited to the topics included on your questionnaire. Your decision is
determined by the nature and the scope of the material covered in your research
project and dictated to some degree by the ability of the technique to handle
your needs.

The nature and scope of broadcast research can be divided into two
primary types of research: qualitative and quantitative.{ Basically, qualitative
research assess how the audience feels about something while quantitative
research answers the basic question: "How many?" ) Once you have determined
which approach covers your research questions, you can make the decision as
to what technique will provide you the information.

Focus groups, one-on-ones (or in-depth interviews), and case studies are
the primary methods of collecting qualitative research. Each provides an
opportunity to learn much about your research questions and provides the
opportunity of the additional benefit of discovering and exploring additional
questions you had previously considered. However, each qualitative approach
lacks the ability to quantify how the entire audience feels or behaves. On the
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surface, running a focus group appears to be a simple task that you can
successfully tackle; but, in fact, it requires substantial skill to provide useful data
(Chapter III includes a complete discussion of Focus Groups, see page 61).

Most qualitative research involves a questionnaire as the basic data
collection tool. The questionnaire can be administered in a telephone call,
mailed to a recipient, or delivered in-person. While each delivery method has
its own cost and reliability issues to weigh in deciding which to pursue, each will
produce data that is projectable to the complete audience. The value of
qualitative research is that by scientifically sampling the audience, you can
produce actionable management information that reflects the true feelings and
behavior of the complete audience.

In many cases, you will want to combine qualitative research techniques
with a questionnaire. Perhaps combine a few focus groups with a telephone
questionnaire to quantify the ideas raised in the focus groups. Or, assuming you
have the budget to undertake a multi-step research program, you might want to
begin with a series of focus groups to determine the scope of a questionnaire,
follow up the focus group with a pre-test of an in-home questionnaire using a
convenience sample’, field the questionnaire, and follow up with more focus
groups of survey participants. However, many projects will utilize just focus
groups or a questionnaire as determined by your research questions and budget.

1" A convenience sample is a non-probability sample used in pretests to determine the
accuracy of the wording of the question only. The researcher is only interested in testing the
survey instrument and is not concerned with the data collected.
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Sampling Is Critical to Quality Research

The quality of the sample used for your research project may have more effect
on the value of the research than any other single step in the process. Any
research can be no more useful than the representativeness of persons
interviewed. The goal of any research project should be to accurately represent
the total population from which it is drawn; in broadcast research, this generally
means the total number of listeners or viewers in your market.

If you are interested in the number of persons who consider your station
to be their favorite, you could theoretically ask every person in your market.
However, no matter how hard you try, you’ll never be able to contact everyone--
not even the Census Bureau can. A much better (and affordable) alternative
is to select a representative sample of the entire population to interview and
project the entire market’s preference based on the sample results. This is
exactly what Arbitron, Birch, Nielsen, and other syndicated research firms do
and it will work for you, too.

The process is known as drawing a probability sample. By selecting
persons to participate in a survey through scientific procedures, the degree of
representativeness of the sample can be determined. This allows us to take the
findings of a relatively small number of interviews and project those findings to
the entire population with a known amount of confidence. No, the projections
are not perfect, but the amount of variation from the "truth” can be computed
(remember the ratings services tell us they are just "estimates").

The type of sample you use (or contract for) is normally determined by
four factors: 1) purpose of the study, 2) cost vs. value, 3) resources available,
and 4) time constraints. Ideally, you need to buy the best available (the lowest
amount of error); however, budget, resources, and time will often dictate your
options. Figure 2 compares the advantages and disadvantages of the commonly
available sampling procedures.

43



144

Figure 2

Advantages and Disadvantages of Sampling Procedures

Sample Type

Advantages

Disadvantages

Uses

Random Digit Dialing

Random four-digit numbers added
to known prefixes

1. Easy to implement.

2. Captures all telephone homes.
3. Very high quality sample
produced from high degree of
randomness of selected numbers.
4. Limited selection bias.

1. Moderately high cost for
telephone samples.

2. High number of unusable
numbers: unassigned, disconnects,
business numbers.

3. Does not assure representative
sample.

Telephone Questionnaires
Recruiting Focus Groups

Screening for Mail Questionnaires

Systematic Selection

A randomly selected interval is
determined to select from lists
(generally the local telephone book)
of the entire population.

1. Moderately easy to implement.

2. Captures all listed tclephone
homes.

3. Moderately high quality sample
produced from randomly sclected
numbers.

4. Lowest cost of telephone samples.

1. Fails to measure unlisted and
newly assigned telephone numbers.
2.Selection procedure may introduce
bias.

Telephone Questionnaires
Recruiting Focus Groups

Screening for Mail Questionnaires

Stratified Sampling

A particular sample characteristic is
under consideration (e.g., women
18-24, morning zoo listeners, carly
news viewers, elc.)

1. Captures known characteristics.
2. Ensures representativeness of
relevant variables.

3. Produces high quality sample with
known sampling error level.

1. Requires a knowledge of the
population.
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