Date: Wed, 28 Aug 2002 11:20:27 -0700

Sender: AAPORnet American Association for Public Opinion Research
<AAPORNET@ASU.EDU>

From: Shapard Wolf <shap.wolf@ASU.EDU>

Subject: (A note about this month's archive)

This was the month AAPORNET was hit with the 'my pictures' virus. I took
it upon myself to delete all message attachments from this archive to
ensure we don't propogate it further. I kept a copy of the original
archive; let me know if you'd like the whole file.

Shap Wolf
shap.wolf@asu.edu

Date: Tue, 1 Jan 2002 12:23:23 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: AP Poll Suggests Growing Optimism (LasVegasSun)

www.lasvegassun.com/sunbin/stories/nat-gen/2001/dec/31/123104698.html
December 31, 2001 at 14:15:30 PST

Las Vegas SUN

AP Poll Suggests Growing Optimism

WASHINGTON (AP) - Seven in 10 Americans think another terrorist attack is
likely, an Associated Press poll says, although their worry is less
intense than it was a few months ago. Despite these concerns going into
2002, the public is optimistic about the struggling economy.

"I think terrorism is not done yet, we have to be a little leery," said
Ron Kaiser, a 33-year-old employee of a medical products company in
Buffalo, N.Y. "I think we're too sophisticated a country to miss a major
attack coming. It's more likely to be little things, like things in the
mail."

The number of people who believe a terrorist attack is "very likely" in
the near future has dropped by half - from 48 percent to 23 percent -
since October, according to the poll taken for the AP by ICR of Media,
Pa. Another 47 percent in the new poll thought another terrorist attack
was "somewhat likely" in the near future.

The poll of 1,013 people, taken Dec. 14-18, has an error margin of plus
or minus 3 percentage points.

The interviews were conducted before the arrest of a man on a
Paris-to-Miami flight who allegedly had bombs in his shoes. Several
people surveyed said that arrest hadn't changed their view about the
likelihood of future attacks.

While they remain worried about terrorism, Americans are increasingly



optimistic about the direction of the country. More than half - 56
percent - said they think the country is headed in the right path. A year
ago, slightly more people thought the country was on the wrong track than
felt it was headed in the correct direction.

"I feel the country is on the road to recovery, both from economic
troubles as well as the terrorist attacks. Things are looking up," said
Rick Sergeant, 40, a contractor in Grand Junction, Tenn. "My personal
outlook is that you must remember the past, but you can't dwell on it.
There's still going to be a concerted effort to execute terrorist
attacks."

The question about the country's direction drew differing responses
depending on gender, race and political affiliation.

Men were more likely than women - 60 percent compared with 50 percent -
to think the country is headed in the right direction, and whites were
three times as likely as blacks to think so. Three-fourths of Republicans
felt the country is headed in the right direction, while half of
Democrats and fewer than half of independents felt that way.

"We're absolutely on the wrong track," said Lois Kain, a Democratic
retiree from Santa Maria, Calif. "There are no peace talks going on
anywhere in the world. Now, Pakistan and India are squaring off. We had
better pay more attention to the poor people, or we're going to be in
deep trouble."

Retired policeman George Zigler, a Republican from Cape May, N.J., feels
good about the country's direction, despite concerns about terrorist
attacks.

"I think we're headed in the right direction,"™ he said. "Bush is a real
good guy, he knows what he's doing. This stuff's been building up, but
he'll get us out of it. But I don't think the terrorists are done,
something else will happen."

The number who considered themselves very confident in the government's
ability to protect citizens from terrorists attack was up slightly - from
30 percent in October to 37 percent.

"Everyone's confidence in our government is rising," said Shelly Conlin,
a 29-year-old Las Vegas restaurant worker. "We pretty much feel secure,
but we won't be going anywhere near the (Las Vegas) strip on New Year's
Eve."

More than half in the poll - 52 percent - felt their own family's
financial situation would improve in the coming year, up from about a
third who felt that way a year ago.

"From what I see, things look very positive," said Belinda Bishop, a
mother of three and a shipping clerk in Plymouth, Ohio. "At my workplace,

things are busy, people are working overtime."

But people were about evenly split on whether putting $1,000 in the stock
market was a good or bad idea - about the same split as a year ago.

For some, being optimistic is the best way to cope with the continuing



threat.
"At first, I was a little afraid, thinking the world was falling apart,"

said Bishop, recalling the days after the Sept. 11 attacks. "But I'm
going to have a positive attitude because we have to."

www.lasvegassun.com/sunbin/stories/nat-gen/2001/dec/31/123104698.html
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Date: Tue, 1 Jan 2002 22:28:37 -0500

From: "Albert Biderman" <abider@american.edu>

To: <aapornet@usc.edu>

References: <Pine.GS0.4.33.0201011221530.8622-100000@almaak.usc.edu>
Subject: Re: AP Poll Suggests Growing Optimism (LasVegasSun)

On the one hand, polls wish to assure people of the anonymity of poll
responses and of the interest of polls as residing solely in aggregated
responses; on the other hand, in reporting polls as in today's Washington
Post

coverage of this Post/ABC survey
http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html

about as much attention is given to direct quotes from named individuals,
identified by place of residence, age and occupation, as is given to poll
aggregates.

Does this also reflect and affect views of the worth of the two kinds of
information?

Albert Biderman
abider@american.edu

————— Original Message -----

From: "James Beniger" <beniger@rcf.usc.edu>

To: "AAPORNET" <aapornet@usc.edu>

Sent: Tuesday, January 01, 2002 3:23 PM

Subject: AP Poll Suggests Growing Optimism (LasVegasSun)
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www.lasvegassun.com/sunbin/stories/nat-gen/2001/dec/31/123104698.html

December 31, 2001 at 14:15:30 PST

Las Vegas SUN

AP Poll Suggests Growing Optimism

WASHINGTON (AP) - Seven in 10 Americans think another terrorist attack is

likely, an Associated Press poll says, although their worry is less
intense than it was a few months ago. Despite these concerns going into
2002, the public is optimistic about the struggling economy.

"I think terrorism is not done yet, we have to be a little leery," said
Ron Kaiser, a 33-year-old employee of a medical products company in
Buffalo, N.Y. "I think we're too sophisticated a country to miss a major
attack coming. It's more likely to be little things, like things in the
mail."

The number of people who believe a terrorist attack is "very likely" in
the near future has dropped by half - from 48 percent to 23 percent -
since October, according to the poll taken for the AP by ICR of Media,
Pa. Another 47 percent in the new poll thought another terrorist attack
was "somewhat likely" in the near future.

The poll of 1,013 people, taken Dec. 14-18, has an error margin of plus
or minus 3 percentage points.

The interviews were conducted before the arrest of a man on a
Paris-to-Miami flight who allegedly had bombs in his shoes. Several
people surveyed said that arrest hadn't changed their view about the
likelihood of future attacks.

While they remain worried about terrorism, Americans are increasingly
optimistic about the direction of the country. More than half - 56
percent - said they think the country is headed in the right path. A year

ago, slightly more people thought the country was on the wrong track than
felt it was headed in the correct direction.

"I feel the country is on the road to recovery, both from economic
troubles as well as the terrorist attacks. Things are looking up," said
Rick Sergeant, 40, a contractor in Grand Junction, Tenn. "My personal
outlook is that you must remember the past, but you can't dwell on it.
There's still going to be a concerted effort to execute terrorist
attacks."

The question about the country's direction drew differing responses
depending on gender, race and political affiliation.

Men were more likely than women - 60 percent compared with 50 percent -
to think the country is headed in the right direction, and whites were



\%

VVVVVVVVVVVVYVYVVVYVYVYVYV

VVVVYVVYVVVYVYVYVYV

vV V V

VVVYVYVVYVYVYVVYV

\

three times as likely as blacks to think so. Three-fourths of Republicans

felt the country is headed in the right direction, while half of
Democrats and fewer than half of independents felt that way.

"We're absolutely on the wrong track," said Lois Kain, a Democratic
retiree from Santa Maria, Calif. "There are no peace talks going on
anywhere in the world. Now, Pakistan and India are squaring off. We had
better pay more attention to the poor people, or we're going to be in
deep trouble."

Retired policeman George Zigler, a Republican from Cape May, N.J., feels
good about the country's direction, despite concerns about terrorist
attacks.

"I think we're headed in the right direction,"™ he said. "Bush is a real
good guy, he knows what he's doing. This stuff's been building up, but
he'll get us out of it. But I don't think the terrorists are done,
something else will happen."

The number who considered themselves very confident in the government's
ability to protect citizens from terrorists attack was up slightly - from

30 percent in October to 37 percent.

"Everyone's confidence in our government is rising," said Shelly Conlin,
a 29-year-old Las Vegas restaurant worker. "We pretty much feel secure,
but we won't be going anywhere near the (Las Vegas) strip on New Year's
Eve."

More than half in the poll - 52 percent - felt their own family's
financial situation would improve in the coming year, up from about a

third who felt that way a year ago.

"From what I see, things look very positive," said Belinda Bishop, a
mother of three and a shipping clerk in Plymouth, Ohio. "At my workplace,

things are busy, people are working overtime."
But people were about evenly split on whether putting $1,000 in the stock
market was a good or bad idea - about the same split as a year ago.

For some, being optimistic is the best way to cope with the continuing
threat.

"At first, I was a little afraid, thinking the world was falling apart,"

said Bishop, recalling the days after the Sept. 11 attacks. "But I'm
going to have a positive attitude because we have to."

www.lasvegassun.com/sunbin/stories/nat-gen/2001/dec/31/123104698.html
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Date: Wed, 02 Jan 2002 10:35:25 +0100

From: Thomas Petersen <tpetersen@ifd-allensbach.de>

To: aapornet@usc.edu

Subject: Re: Opinion leaders and the mass media <fwd>

References: <SIMEON.10112211029.B@gj9k20b.config.mail.virginia.edu>
<3C237C69.65524DEERrider.edu>

boundary="-----——-——-————- 13967C50C8C265BO5A3FEGEE"

This is a multi-part message in MIME format.
—————————————— 13967C50C8C265BOSA3FEGEE

Frank refers to the Allensbach personality strength scale. It was
published first at the 1985 ESOMAR Conference in Wiesbaden, Germany. The
Scale is described in Gabriel Weimann's book "The Influentials - People
Who Influence People" (New York 1994). There are also several follow-up
studies, for example Elisabeth Noelle-Neumanns paper at the 1999 WAPOR
conference in Paris, France. I think the WAPOR secretariat at the Gallup
Research Institute (University of Nebraska-Lincoln) has a copy of it.

Thomas Petersen

Frank Rusciano wrote:

>

> Elisabeth Noelle-Neumann did an interesting piece on opinion leaders in (I
believe) the

> mid-1980s. It used a content analysis to create indicators of who opinion
leaders were.

> Sorry, but I don't remember the exact reference, but it should be
available somewhere.

Frank Rusciano
tmglp@cms.mail.virginia.edu wrote:

Fellow 'netters:
An esteemed colleague of mine in Sociology has asked me the following
question, which I'm not able to answer very well. What should I tell
Murray Milner about this issue? What would be a good reference to
recommend? Wasn't it Berelson, Lazarsfeld, and McFee who posited the
"two-step process" of mass communication? My memories from grad school
are, alas, fading all too quickly.

If you don't wish to clutter the net with your answers, you can answer

VVVVVVYVYVVYVYVYVYV

>
>
>
>
>
>
>
>

> > directly to me and feel free to cc: to Murray Milner at
mm5Sk@virginia.edu.

> > I'll be checking e-mail again after Christmas.

> > Thanks and holiday greetings to
all,

> > Tom



> >

> > —--- Begin Forwarded Message —--

> > Date: Fri, 21 Dec 2001 00:09:51 -0500 (Eastern Standard Time)

> > From: "Murray Milner, Jr" <mm5k@cms.mail.virginia.edu>

> > Subject: Opinion leaders and the mass media

> > Sender: "Murray Milner, Jr" <mmbk@cms.mail.virginia.edu>

> > To: tmglp@virginia.edu

> >

> > Reply-To: "Murray Milner, Jr" <mmbk@cms.mail.virginia.edu>

> > Message-ID: <SIMEON.10112210051.A@mm5k98.config.mail.virginia.edu>
> >

> > Tom

> >

> > Have an intellectual question. In the early work on the

formation of public

> > opinion it was argued that particular individuals, opinion leaders, were
often the

> > crucial link in the spread of ideas and the adoption of particular
behaviors. If I

> > remember correctly this was a key story in many of the early studies of
voting, e.g.,

> > Lazarfeld's "The People's Choice," diffusion studies, e.g. Coleman,
Katz, and Menzel on

> > drugs adoption and the studies on hybrid corn adoption, Frank Staunton
and Gallup on

> > radio, etc.

> >

> > My question: is this still considered an important process? Or
do the mass

> > media influence people more directly, making interpersonal forms of
influence less

> > important. Is there a good textbook or review article discussion of the
development of

> these ideas that you could point me to (or better yet loan me)?

Murray

Murray Milner, Jr.

Department of Sociology
University of Virginia, Cabell 539
P.O. Box 400766

Charlottesville VA 22904-4766
(804) 924-6520 Fax 924-7028
mm5k@virginia.edu

--- End Forwarded Message —---

Thomas M. Guterbock Voice: (434) 243-5223
NOTE: NEW TELEPHONE AREA CODE CSR Main Number: (434) 243-5222
Center for Survey Research FAX: (434) 243-5233
University of Virginia EXPRESS DELIVERY: 2205 Fontaine Ave
P. O. Box 400767 Suite 303
Charlottesville, VA 22904-4767 e-mail: TomG@virginia.edu
—————————————— 13967C50C8C265BO5SA3FEGEE

name="tpetersen.vcft"
Content-Description: Card for Thomas Petersen
Content-Disposition: attachment;

filename="tpetersen.vct"
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begin:vcard
n:Petersen; Thomas

tel;
tel;

fax:+49 (0)7533 3048
work:+49 (0) 7533 8050

x-mozilla-html:FALSE

crrrrrr

version:2.1
email;internet:tpetersen@ifd-allensbach.de
x-mozilla-cpt:;1

fn:Thomas Petersen

end:vcard

—————————— 13967C50C8C265BOSA3FEGEE——

Date: Wed, 02 Jan 2002 07:18:43 -0600
From: smitht@norcmail.uchicago.edu

To:

<aapornet@usc.edu>, <smitht@norcmail.uchicago.edu>

Subject: No subject given

--simple boundary
Content-Description: "cc:Mail Note Part"

General Social Survey
Student Paper Competition

The National Opinion Research Center (NORC) at the University
of Chicago announces the latest annual General Social Survey (GSS)
Student Paper Competition. To be eligible papers must: 1) be based on
data from the 1972-2000 GSSs or from the GSS's cross-national
component, the International Social Survey Program (any year or
combination of years may be used), 2) represent original and
unpublished work, and 3) be written by a student or students at an
accredited college or university. Both undergraduates and graduate
students may enter and college graduates are eligible for one year
after receiving their degree. Recent college graduates who completed
an appropriate undergraduate or senior honors thesis are encouraged to
consider submitting such research. Professors are urged to inform
their students of this opportunity.

The papers will be judged on the basis of their: a) contribution
to expanding understanding of contemporary American society, b)
development and testing of social science models and theories, c)
statistical and methodological sophistication, and d) clarity of
writing and organization. Papers should be less than 40 pages in
length (including tables, references, appendices, etc.) and should be
double spaced.

Paper will be judged by the principal investigators of the GSS
(James A. Davis and Tom W. Smith) with assistance from a group of
leading scholars. Separate prizes will be awarded to the best
undergraduate and best graduate-level entries. Entrants should
indicate in which group they are competing. Winners will receive a
cash prize of $500, a commemorative plaque, and SPSS Base, the main
statistical analysis package of SPSS. SPSS Base is donated by SPSS,
Inc. of Chicago, Illinois. Honorable mentions may also be awarded by



the judges.
Two copies of each paper must be received by February 15, 2002.
The winner will be announced in late April, 2002. Send entries to:

Tom W. Smith
General Social Survey
National Opinion Research Center
1155 East 60th St.
Chicago, I1 60637

For further information:

Phone: 773-256-6288 Fax: 773-753-7886
Email: smitht@norcmail.uchicago.edu

Date: Wed, 2 Jan 2002 11:08:39 EST
From: JAnnSelzer@aol.com

Subject: (no subject)

To: aapornet@usc.edu

--partl 7a.20114a38.29648a87 boundary

The Iowa Poll includes a question at the end of the interview asking
respondents if they are willing to be contacted by a Des Moines Register
reporter for follow up questions and perhaps be quoted in the newspaper, or
if they'd prefer not. We call those "talkers" and provide their names,
phone

numbers, demographics, and answers to key questions to reporters for further

interviews. I can't think that this influences their responses. The
participants articulate the why behind their answer to the closed ended poll

answers and the reporters chose those "why" answers that illuminate the
story.

JAS

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

On the one hand, polls wish to assure people of the anonymity of poll
responses and of the interest of polls as residing solely in aggregated
responses; on the other hand, in reporting polls as in today's Washington
Post

coverage of this Post/ABC survey
http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html

about as much attention is given to direct quotes from named individuals,
identified by place of residence, age and occupation, as is given to poll



aggregates.

Does this also reflect and affect views of the worth of the two kinds of
information?

Albert Biderman
abider@american.edu

--partl 7a.20114a38.29648a87 boundary

<HTML><FONT FACE=arial,helvetica><BODY BGCOLOR="#ffffff"><FONT
style="BACKGROUND-COLOR: #ffffff" SIZE=2>The Iowa Poll includes a question
at the end of the interview asking respondents if they are willing to be
contacted by a Des Moines Register reporter for follow up questions and
perhaps be quoted in the newspaper, or if they'd prefer not.&nbsp; We call
those "talkers" and provide their names, phone numbers, demographics, and
answers to key questions to reporters for further interviews.&nbsp; I can't
think that this influences their responses.&nbsp; The participants
articulate the why behind their answer to the closed ended poll answers and
the reporters chose those "why" answers that illuminate the story.<BR>

<BR>

JAS<BR>

<BR>

J. Ann Selzer, Ph.D.<BR>

Selzer &amp; Company, Inc.<BR>

Des Moines<BR>

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com<BR>

Visit our website at www.SelzerCo.com<BR>

<BR>

On the one hand, polls wish to assure people of the anonymity of poll<BR>
responses and of the interest of polls as residing solely in aggregated<BR>
responses; &nbsp; on the other hand, in reporting polls as in today's
Washington<BR>

Post<BR>

coverage of this Post/ABC survey<BR>
http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html<BR>
about as much attention is given to direct quotes from named
individuals, <BR>

identified by place of residence, age and occupation, as is given to
POll1<BR>

aggregates.<BR>

<BR>

Does this also reflect and affect views of the worth of the two kinds of<BR>

information?<BR>

<BR>

Albert Biderman<BR>
abider@american.edu<BR>
<BR>

<BR>



<BR>

<BR>

</FONT></HTML>

--partl 7a.20114a38.29648a87 boundary--

Date: Wed, 2 Jan 2002 11:21:13 -0500 (EST)
From: Philip Meyer <pmeyer@email.unc.edu>
To: aapornet@usc.edu

Subject: Confidentiality

In-Reply-To: <7a.20114a38.29648a87@aol.com>

Newspapers have always done it that way. Confidentiality is a waivable
privilige. Even Institutional Review Boards agree on that.

Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

CB 3365 Carroll Hall Fax: 919 962-1549
University of North Carolina Cell: 919 906-3425
Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer

On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:

Date: Wed, 2 Jan 2002 11:08:39 EST
From: JAnnSelzer@aol.com

Reply-To: aapornet@usc.edu

To: aapornet@usc.edu

Subject: (no subject)

The Iowa Poll includes a question at the end of the interview asking
respondents if they are willing to be contacted by a Des Moines Register
reporter for follow up questions and perhaps be quoted in the newspaper,

VVVVYVYVYVYVYV

or
> if they'd prefer not. We call those "talkers" and provide their names,
phone

> numbers, demographics, and answers to key questions to reporters for
further

> interviews. I can't think that this influences their responses. The

> participants articulate the why behind their answer to the closed ended
poll

> answers and the reporters chose those "why" answers that illuminate the

story.
JAS

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

On the one hand, polls wish to assure people of the anonymity of poll
responses and of the interest of polls as residing solely in aggregated
responses; on the other hand, in reporting polls as in today's Washington

VVVVVVVVYVYVYVYVYVYV



Post

coverage of this Post/ABC survey
http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html

about as much attention is given to direct quotes from named individuals,
identified by place of residence, age and occupation, as is given to poll
aggregates.

Does this also reflect and affect views of the worth of the two kinds of
information?

Albert Biderman
abider@american.edu

VVVVVVVVVVVYVYVYVYVYVYV

Date: Wed, 2 Jan 2002 11:30:20 -0500

From: "James P. Murphy" <jpmurphy@jpmurphy.com>
To: <aapornet@usc.edu>

Subject: Re: (no subject)

The point is not that something asked at the end will have influenced
earlier responses. That's why certain things are not asked until the end,
obviously. The point is that, over time, people may begin to view a request

to participate in a poll as an opportunity to have your name in the
newspaper or on the evening news. Those who decline your request are fine.
But there will be some whose answers may be influenced by knowing that this
will be asked and it may happen. Lots of consumers show up at focus groups
thinking -- despite everything they've been told -- that it may secretly be
a screen test. And the televised "focus groups" around recent national
elections haven't helped, either.

James P. Murphy, Ph.D.

Voice (610) 408-8800

Fax (610) 408-8802

jpmurphy@jpmurphy.com

————— Original Message-----

From: JAnnSelzer@aol.com <JAnnSelzer@aol.com>
To: aapornet@usc.edu <aapornet@usc.edu>

Date: Wednesday, January 02, 2002 11:09 AM
Subject: (no subject)

>The Iowa Poll includes a question at the end of the interview asking
>respondents if they are willing to be contacted by a Des Moines Register
>reporter for follow up questions and perhaps be quoted in the newspaper, or

>if they'd prefer not. We call those "talkers" and provide their names,
phone

>numbers, demographics, and answers to key questions to reporters for
further



>interviews. I can't think that this influences their responses. The
>participants articulate the why behind their answer to the closed ended
poll

>answers and the reporters chose those "why" answers that illuminate the
>story.

>

>JAS

>

>J. Ann Selzer, Ph.D.

>Selzer & Company, Inc.

>Des Moines

>JAnnSelzer@aol.com, for purposes of this list; otherwise,
>JASelzer@SelzerCo.com

>Visit our website at www.SelzerCo.com

>

>On the one hand, polls wish to assure people of the anonymity of poll
>responses and of the interest of polls as residing solely in aggregated
>responses; on the other hand, in reporting polls as in today's Washington
>Post

>coverage of this Post/ABC survey
>http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
>about as much attention is given to direct quotes from named individuals,
>identified by place of residence, age and occupation, as is given to poll
>aggregates.

>

>Does this also reflect and affect views of the worth of the two kinds of
>information?

>

>Albert Biderman

>abider@american.edu

>

vV V V V

Date: Wed, 2 Jan 2002 14:58:09 -0600
From: Lydia Saad@gallup.com

To: aapornet@usc.edu

Subject: RE: Confidentiality

I don't think the initial posting on this subject (Bidmerman's) was
questionning the ethics of quoting respondents in poll stories, rather
wondering about the message that doing so may send to readers about the
implied value of quotes vs. quantitative data. Also (according to
Biderman), while respondents may have granted permission at the end of the
interview, the quotes may raise concerns in the minds of the casual reader
about the confidentiality of their own views the next time they do a poll.
I'm not particularly concerned about either issue, but these are the issues
he raised.

Lydia Saad



From: Philip Meyer [mailto:pmeyer@email.unc.edu]
Sent: Wednesday, January 02, 2002 11:21 AM

To: aapornet@usc.edu

Subject: Confidentiality

Newspapers have always done it that way. Confidentiality is a waivable
privilige. Even Institutional Review Boards agree on that.

Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

CB 3365 Carroll Hall Fax: 919 962-1549
University of North Carolina Cell: 919 906-3425
Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer

On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:

Date: Wed, 2 Jan 2002 11:08:39 EST
From: JAnnSelzer@aol.com

Reply-To: aapornet@usc.edu

To: aapornet@usc.edu

Subject: (no subject)

The Iowa Poll includes a question at the end of the interview asking
respondents if they are willing to be contacted by a Des Moines Register
reporter for follow up questions and perhaps be quoted in the newspaper,
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or
> if they'd prefer not. We call those "talkers" and provide their names,
phone

> numbers, demographics, and answers to key questions to reporters for
further

> interviews. I can't think that this influences their responses. The

> participants articulate the why behind their answer to the closed ended
poll

> answers and the reporters chose those "why" answers that illuminate the
> story.

>

> JAS

>

> J. Ann Selzer, Ph.D.

> Selzer & Company, Inc.

> Des Moines

> JAnnSelzer@aol.com, for purposes of this list; otherwise,

> JASelzer@SelzerCo.com

> Visit our website at www.SelzerCo.com

>

> On the one hand, polls wish to assure people of the anonymity of poll

> responses and of the interest of polls as residing solely in aggregated
> responses; on the other hand, in reporting polls as in today's Washington
> Post

> coverage of this Post/ABC survey

> http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
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about as much attention is given to direct quotes from named individuals,
identified by place of residence, age and occupation, as is given to poll
aggregates.

Does this also reflect and affect views of the worth of the two kinds of
information?

Albert Biderman
abider@american.edu

Date: Wed, 2 Jan 2002 16:18:03 -0500 (EST)

From: Alice Robbin <arobbin@indiana.edu>

Reply-To: Alice Robbin <arobbin@indiana.edu>

To: aapornet@usc.edu

Subject: RE: Confidentiality

In-Reply-To: <BFC17A2EB27CD411A9E30000D1ECEFE407E2B84E@Exchng7.gallup.com>

The use of quotes is a way to create a "human interest" story that draws
the reader in, which wouldn't be the case if the story reported only the
statistics about the responses to the poll's questions. It's stories about
people that sell newspapers and keeps people reading what many might
consider a "dry" text of "nothing but numbers." I encourage my students
to "write a good story" in their survey research and field observation
reports that includes direct quotes of their respondents/informants if the
quote 1is useful for elaborating a theoretical or methodological issue.

On Wed, 2 Jan 2002 Lydia Saad@gallup.com wrote:

>

vV V V V

I don't think the initial posting on this subject (Bidmerman's) was
questionning the ethics of quoting respondents in poll stories, rather
wondering about the message that doing so may send to readers about the
implied value of quotes vs. quantitative data. Also (according to
Biderman), while respondents may have granted permission at the end of the

> interview, the quotes may raise concerns in the minds of the casual reader
> about the confidentiality of their own views the next time they do a poll.
> I'm not particularly concerned about either issue, but these are the
issues

> he raised.

>

> Lydia Saad

>

>

> ————= Original Message—-----

vV V VYV VYV

From: Philip Meyer [mailto:pmeyer@email.unc.edu]
Sent: Wednesday, January 02, 2002 11:21 AM

To: aapornet@usc.edu

Subject: Confidentiality
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Newspapers have always done it that way. Confidentiality is a waivable
privilige. Even Institutional Review Boards agree on that.

Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

CB 3365 Carroll Hall Fax: 919 962-1549
University of North Carolina Cell: 919 906-3425
Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer

On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:

Date: Wed, 2 Jan 2002 11:08:39 EST
From: JAnnSelzer@aol.com

Reply-To: aapornet@usc.edu

To: aapornet@usc.edu

Subject: (no subject)

The Iowa Poll includes a question at the end of the interview asking
respondents if they are willing to be contacted by a Des Moines Register

> reporter for follow up questions and perhaps be quoted in the newspaper,
or

> if they'd prefer not. We call those "talkers" and provide their names,
phone

> numbers, demographics, and answers to key questions to reporters for
further

> interviews. I can't think that this influences their responses. The
> participants articulate the why behind their answer to the closed ended
poll

> answers and the reporters chose those "why" answers that illuminate the

> story.
>
> JAS
>
> J. Ann Selzer, Ph.D.
> Selzer & Company, Inc.
> Des Moines
> JAnnSelzer@aol.com, for purposes of this list; otherwise,
> JASelzer@SelzerCo.com
> Visit our website at www.SelzerCo.com
>
> On the one hand, polls wish to assure people of the anonymity of poll
> responses and of the interest of polls as residing solely in aggregated
> responses; on the other hand, in reporting polls as in today's
Washington
> > Post
> > coverage of this Post/ABC survey
> > http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
> > about as much attention is given to direct quotes from named
individuals,
> > identified by place of residence, age and occupation, as is given to
poll
> > aggregates.

>

>



Does this also reflect and affect views of the worth of the two kinds of

Vv
\

information?

Albert Biderman
abider@american.edu

VVVVYVYVYVVYV
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Alice Robbin, Associate Professor

SLIS, The Information Science School

Indiana University

021 Main Library

1320 East 10th Street

Bloomington, IN 47405-3907

Office: (812) 855-5389 Fax: (812) 855-6166
Email: arobbin@indiana.edu

Date: Wed, 02 Jan 2002 16:29:02 -0500
From: Will Lester <wlester@ap.org>
To: aapornet@usc.edu
Subject: Re: Confidentiality
References: <BFC17A2EB27CD411A9E30000D1ECEFE407E2B84E@Exchng7.gallup.com>
01/02/2002 04:40:53 PM,
Serialize by Router on CTCMaill/TheAP (Release 5.0.5 |September 22,
2000) at
01/02/2002 04:41:57 PM,
Serialize complete at 01/02/2002 04:41:57 PM,
Itemize by SMTP Server on APRelayl/TheAP (Release 5.0.6a |January 17,
2001) at
01/02/2002 04:22:19 PM,
Serialize by Router on APRelayl/TheAP (Release 5.0.6a |January 17,
2001) at
01/02/2002 04:22:29 PM,
Serialize complete at 01/02/2002 04:22:29 PM

folks:

wanted to strongly second the sentiment expressed by Alice Robbin about
the reason for using quotes from people surveyed in the poll. The
readability goes up sharply when the story has some personality, and
putting out a numbers story that gets buried way inside a paper is
somewhat self-defeating.

I do think it's important to use quotes that represent the points of



view that show up as significant in the poll - occasionally mixing in
quotes representing the minority view.

I

thought I should respond since the poll story that was posted on the

front end of this fascinating string was my ap story.

regards,

will lester

ap

Lydia Saad@gallup.com wrote:

>

> I don't think the initial posting on this subject (Bidmerman's) was

> questionning the ethics of quoting respondents in poll stories, rather

> wondering about the message that doing so may send to readers about the

> implied value of quotes vs. quantitative data. Also (according to

> Biderman), while respondents may have granted permission at the end of the
> interview, the quotes may raise concerns in the minds of the casual reader
> about the confidentiality of their own views the next time they do a poll.
> I'm not particularly concerned about either issue, but these are the
issues

> he raised.

>

> Lydia Saad

>

> ————= Original Message-----

VVVVVVVVVVVVVVVVVVYVVVYVYVYVYV
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From: Philip Meyer [mailto:pmeyer@email.unc.edul
Sent: Wednesday, January 02, 2002 11:21 AM

To: aapornet@usc.edu

Subject: Confidentiality

Newspapers have always done it that way. Confidentiality is a waivable
privilige. Even Institutional Review Boards agree on that.

Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

CB 3365 Carroll Hall Fax: 919 962-1549
University of North Carolina Cell: 919 906-3425
Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer

On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:

Date: Wed, 2 Jan 2002 11:08:39 EST
From: JAnnSelzer@aol.com

Reply-To: aapornet@usc.edu

To: aapornet@usc.edu

Subject: (no subject)

The Iowa Poll includes a question at the end of the interview asking
respondents if they are willing to be contacted by a Des Moines Register

reporter for follow up questions and perhaps be quoted in the newspaper,
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or
> if they'd prefer not. We call those "talkers" and provide their names,
phone

> numbers, demographics, and answers to key questions to reporters for
further

> interviews. I can't think that this influences their responses. The
> participants articulate the why behind their answer to the closed ended
poll

> answers and the reporters chose those "why" answers that illuminate the

> story.
>
> JAS
>
> J. Ann Selzer, Ph.D.
> Selzer & Company, Inc.
> Des Moines
> JAnnSelzer@aol.com, for purposes of this list; otherwise,
> JASelzer@SelzerCo.com
> Visit our website at www.SelzerCo.com
>
> On the one hand, polls wish to assure people of the anonymity of poll
> responses and of the interest of polls as residing solely in aggregated
> responses; on the other hand, in reporting polls as in today's
Washington
> > Post
> > coverage of this Post/ABC survey
> > http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
> > about as much attention is given to direct quotes from named
individuals,
> > identified by place of residence, age and occupation, as is given to
poll
> > aggregates.
> >
> > Does this also reflect and affect views of the worth of the two kinds of
> > information?
> >
> > Albert Biderman
> > abider@american.edu
> >
> >
> >
> >
> >

Date: Wed, 2 Jan 2002 13:37:00 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Leadership Shifts in the Land of Nielsen (B Lowry LATimes)

Copyright 2002 Los Angeles Times



www.latimes.com/entertainment/printedition/calendar/1a-000000261jan02.stry

January 2 2002

ON TV/BRIAN LOWRY
Leadership Shifts in the Land of Nielsen

By BRIAN LOWRY

High in a tower, a group of wizards spins mysterious spells, their
alchemy governing the fate of a kingdom and its minions.

But enough about Nielsen Media Research.

From a commercial and perhaps even cultural perspective, few enterprises
may be more influential, and less understood, than Nielsen, which
provides the television ratings that networks and media buyers rely upon
to negotiate advertising rates. Beyond governing more than $50 billion in
annual spending on TV ads, the information serves as a cultural
touchstone, a tool people use to gauge the prevailing public mood and
tastes. That dynamic alone would be reason to take note of a change
within the castle, as Susan D. Whiting became president and chief
executive of the ratings service effective Tuesday, succeeding John
Dimling, who is retiring.

Whiting, 45, has spent her entire career at Nielsen, having started in
the company's management development program in 1978 after graduating
from Denison University with a degree in economics. Still, she takes the
helm at a time when Nielsen (acquired by Dutch media giant VNU in 1999)
faces enormous challenges, as researchers grapple with how best to
estimate viewing patterns in a world populated by hundreds of channels,
viewed and distributed in an ever-changing variety of ways.

And, yes, by the way, the word is "estimate," which, despite the high
stakes, is all Nielsen or similar research firms can profess to do. In
this case, the service employs samples of several thousand to estimate TV
viewing in more than 105 million U.S. homes with television, both on a
national basis and in 210 individually rated cities across the U.S., from
New York to tiny Glendive, Mont.

On a national level, viewing is monitored by "people meters," introduced
in the 1980s, which offer detailed next-day information along various
demographic lines, recording viewing by every member in a household.

Intricate as the system is, it is not without shortcomings. The networks
themselves, at various times, have griped about the wvalidity of the
Nielsen sample (many people pass at the opportunity) and its failure to
count such things as out-of-home viewing in bars, offices and hotel
rooms, potentially punishing franchises ranging from "Monday Night
Football" to daytime soaps to CNN and the Weather Channel.



Despite such complaints, Nielsen, founded in 1923, has endured as TV's
primary ratings source for more than four decades, weathering challenges
from competitors to maintain a virtual monopoly. "The agencies, the
networks, the stations and the producers live and die by those figures,"
said Harold Simpson, vice president of research for the Television Bureau
of Advertising, or TVB, which, like Nielsen, is based in New York.

Whiting, situated more than 20 floors above Park Avenue, is undaunted by
the fact Nielsen is invariably perceived as a bad guy or a punch line, an
insidious force that can't possibly get it right. Fans of canceled series
fill Web sites insisting Nielsen doesn't approximate their tastes, just
as disgruntled producers are occasionally heard muttering, "Well,
everyone I know was watching the show. "

Perhaps more than anything, however, people are curious. Often, when she
meets people, Whiting said, "their first question is, 'How do you do
that?' You spend a lot of your time describing how we do what we do."

Nielsen's methodology runs the gamut from high-tech (wiring people's
homes) to low, which includes mailing out "diaries" that ask individuals
to report their own viewing habits. More recently, the company has joined
with Arbitron, which provides radio ratings, to test a "portable people
meter," a device about the size of pager that detects identification
codes embedded in TV or radio programs. Data are downloaded at the end of
each day.

Preliminary tests of the Arbitron system have revealed increased use
levels for TV and radio, with another round to begin in Philadelphia this
month. New cable set-top box technology, as well as such personal video
recorders as TiVo, also present opportunities to gather data directly
from consumers, though Whiting pointed out that such information's value
must be balanced against the fact that the relatively few people who own
such devices aren't representative of the population at large. In order
to be valid, the sample must be randomly chosen, with everyone having an
equal chance to be asked.

Nielsen's biggest problem, historically, has been getting people to
participate--either to fill out diaries or become "Nielsen families" for
anywhere from two years (at the national level) to up to five years for
local markets.

"The most important part of the process is getting the right homes,
getting people to cooperate," Whiting said.

Other limitations are financial. For example, Whiting noted, discussion
of methodology to measure viewing in college dorms and vacation homes
(the former, in particular, would be good news to shows such as "Late
Night With Conan O'Brien" or "The Daily Show With Jon Stewart") has
temporarily been deemed cost-prohibitive due to a downturn in the
advertising market.

Moreover, the entertainment and advertising industries have both
consolidated, so Nielsen finds itself dealing with fewer companies. The
push and pull among those massive media conglomerates will determine the
kind of information Nielsen collects.

"The data exist minute to minute," Whiting said. "Our clients have to



help to decide what it is they want us to report."

Whiting stresses that Nielsen data are "extremely reliable and very
accurate" and that the service must remain open to new alliances and
technology that will augment its data. As it is, listening to the way
Nielsen goes about measuring the viewing patterns of 270 million U.S.
residents brings to mind Winston Churchill's comment about
democracy--namely, that it is the worst system of government ever
invented, except for all the others.

Such disclaimers aside, Nielsen ratings are generally reported as gospel,
to the extent that adults actually find themselves quibbling over
hundredths of rating points--as evidenced by the amusing spectacle that
followed the November sweeps, when NBC and Fox split hairs over who
finished first among adults age 18 to 49, the most important category to
advertisers and networks.

Then again, if the system requires suspension of disbelief--a need to
have faith that the No. 23 show did, indeed, beat out the No. 24 show
when the situation might actually have been reversed--consider that part
of the magic denizens of Nielsen's kingdom have come to accept.

"Nobody pays attention to the small print," said Ave Butensky, a veteran
TV executive and former head of the TVB, conceding that ratings are not
an exact science. Still, he added, "if there were no Nielsen, I don't
know what kind of mayhem you'd have."

Brian Lowry can be reached at brian.lowry@latimes.com.

www.latimes.com/entertainment/printedition/calendar/1a-000000261jan02.stry
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Date: Wed, 02 Jan 2002 16:54:54 -0500

To: aapornet@usc.edu

From: Susan Losh <slosh@garnet.acns.fsu.edu>
Subject: Is it Confidentiality or Misperception?

I agree with Alice and Will that gquotes humanize the story and make it more
readable.

By the same token, we know that vivid information is remembered more easily

and is often taken as "the average." If quotes are not close to measures of
central tendency (e.g., the story tries to "balance" positive and negative
views, even if the true representation is 95% "for"), people will probably

misremember the main points in the stories the statistics tell.

I show the old Milgram documentary every chance I get, but I always point



out that three out of the four men shown stop before the 450 volt end, and
close to the reverse is true instead.

My suggestion is that quotes are shown in proportion to the percentages so
hopefully people will remember the main findings correctly--and for
heaven's sake don't highlight a particularly vivid, but atypical quote.

Susan

Susan Carol Losh, Ph.D.

(850) 644-8778 Voice Mail Available
(850) 644-8776 FAX

Department of Educational Research
Florida State University
Tallahassee, FL 32306-4453

(904) 249-1683

Visit the site:
http://garnet.acns.fsu.edu/~slosh//Index.htm

Date: Wed, 02 Jan 2002 16:23:24 -0500

From: Nick Panagakis <mail@marketsharescorp.com>
To: aapornet@usc.edu

Subject: Re: Confidentiality

References: <7a.20114a38.29648a87@aol.com>
boundary="-----—-——————- 1CE797DB7E7A60190E4CECCE"

—————————————— 1CE797DB7E7A60190E4CECCF

I agree with the other comments about "humanizing" the data in the
story.

The procedure JoAnn describes below is what we have been doing for
years. At the conclusion of the interview, the respondent is thanked for
participating in the [Sponsor] Poll and then asked if it would be all
right if a reporter calls to discuss some of the issues further. About
50% agree to do this, depending on the media organization and its
presence across the state. Key response and demographics of cooperating
respondents are then forwarded to the reporters.

JAnnSelzer@aol.com wrote:

The Iowa Poll includes a question at the end of the interview asking
respondents if they are willing to be contacted by a Des Moines
Register reporter for follow up questions and perhaps be quoted in the
newspaper, or if they'd prefer not. We call those "talkers" and
provide their names, phone numbers, demographics, and answers to key
questions to reporters for further interviews. I can't think that
this influences their responses. The participants articulate the why
behind their answer to the closed ended poll answers and the reporters

vV V VYV YVYVYVYV



chose those "why" answers that illuminate the story.
JAS

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

On the one hand, polls wish to assure people of the anonymity of poll
responses and of the interest of polls as residing solely in
aggregated

responses; on the other hand, in reporting polls as in today's
Washington

Post

coverage of this Post/ABC survey
http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
about as much attention is given to direct quotes from named
individuals,

identified by place of residence, age and occupation, as is given to
poll

aggregates.

Does this also reflect and affect views of the worth of the two kinds
of
information?

Albert Biderman
abider@american.edu

VVVVVVVVVVVVVVVVVVVVVVVVVVYVVVYVVYVYVYVYV

—————————————— 1CE797DB7E7A60190E4CECCF

<!doctype html public "-//w3c//dtd html 4.0 transitional//en">

<html>

<body bgcolor="#FFFFFEF">

I agree with the other comments about "humanizing" the data in the story.
<p>The procedure JoAnn describes below is what we have been doing for years.

At the conclusion of the interview, the respondent is thanked for
participating

in the [Sponsor] Poll and then asked if it would be all right if a reporter
calls to discuss some of the issues further. About 50% agree to do this,
depending on the media organization and its presence across the state.

Key response and demographics of cooperating respondents are then forwarded
to the reporters.

<br>&nbsp;

<p>JAnnSelzer@aol.com wrote:

<blockquote TYPE=CITE><font face="arial,helvetica"><font size=-1>The Iowa
Poll includes a question at the end of the interview asking respondents

if they are willing to be contacted by a Des Moines Register reporter for
follow up questions and perhaps be quoted in the newspaper, or if they'd



prefer not.é&nbsp; We call those "talkers" and provide their names, phone
numbers, demographics, and answers to key questions to reporters for further

interviews.&nbsp; I can't think that this influences their responses.&nbsp;
The participants articulate the why behind their answer to the closed ended
poll answers and the reporters chose those "why" answers that illuminate
the story.</font></font>

<p><font face="arial,helvetica"><font size=-1>JAS</font></font>

<p><font face="arial,helvetica"><font size=-1>J. Ann Selzer,
Ph.D.</font></font>

<br><font face="arial,helvetica"><font size=-1>Selzer &amp; Company,
Inc.</font></font>

<br><font face="arial,helvetica"><font size=-1>Des Moines</font></font>
<br><font face="arial,helvetica"><font size=-1>JAnnSelzer@aol.com, for
purposes of this list; otherwise, JASelzer@SelzerCo.com</font></font>
<br><font face="arial,helvetica"><font size=-1>Visit our website at
www.SelzerCo.com</font></font>

<p><font face="arial,helvetica"><font size=-1>0On the one hand, polls wish
to assure people of the anonymity of poll</font></font>

<br><font face="arial,helvetica"><font size=-1>responses and of the interest

of polls as residing solely in aggregated</font></font>

<br><font face="arial,helvetica"><font size=-1>responses;&nbsp; on the

other hand, in reporting polls as in today's Washington</font></font>
<br><font face="arial,helvetica"><font size=-1>Post</font></font>

<br><font face="arial,helvetica"><font size=-1>coverage of this Post/ABC
survey</font></font>

<br><font face="arial,helvetica"><font size=-1><A
HREF="http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html">h
ttp://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html</A></font
></font>

<br><font face="arial,helvetica"><font size=-1>about as much attention

is given to direct quotes from named individuals,</font></font>

<br><font face="arial,helvetica"><font size=-1>identified by place of
residence,

age and occupation, as is given to poll</font></font>

<br><font face="arial,helvetica"><font size=-1>aggregates.</font></font>
<p><font face="arial,helvetica"><font size=-1>Does this also reflect and
affect views of the worth of the two kinds of</font></font>

<br><font face="arial,helvetica"><font size=-1>information?</font></font>
<p><font face="arial,helvetica"><font size=-1>Albert Biderman</font></font>
<br><font face="arial,helvetica"><font
size=-1>abider@american.edu</font></font>

<br>&nbsp;

<br>&nbsp;

<br>&nbsp;

<br>&nbsp;</blockquote>

</body>
</html>

—————————————— 1CE797DB7E7A60190E4CECCF-—

Date: Wed, 02 Jan 2002 17:26:07 -0500
To: aapornet@usc.edu



From: Warren Mitofsky <mitofsky@mindspring.com>

Subject: Re: Confidentiality

In-Reply-To: <3C337BOE.CDDC7781l@ap.org>

References: <BFC17A2EB27CD411A9E30000D1ECEFE407E2B84E@Exchng7.gallup.com>
boundary=" - 15227629==_ .ALT"

- ~15227629==_ .ALT

I have no trouble agreeing with Will Lester's reason for using quotes. In
that type of story it makes sense from the news perspective. However, I
think Al Biderman had a point, which Lydia clarified. From the point of
view of researchers there may be some good reasons not to use quotes. Those
arguments are worth discussing, and have been. I won't repeat them here.

There is an alternative that may deal with Will's dilemma about not wanting
to write a number story and the potentially bad effects of using quotes.
That alternative is to have reporters write stories that draw conclusions
from the survey data. What they need to do is interpret the data. Make a
story out of it, instead of just citing numbers. When they cite numbers the
put the burden on the reader to draw the conclusions. The numbers are
boring. The conclusions based on those numbers are not. Rather than citing
either numbers or quotes from respondents the reporters can cite news
events that fit with the conclusions.

warren mitofsky

At 04:29 PM 1/2/2002 -0500, Will Lester wrote:

>folks:

>

>wanted to strongly second the sentiment expressed by Alice Robbin about
>the reason for using quotes from people surveyed in the poll. The
>readability goes up sharply when the story has some personality, and
>putting out a numbers story that gets buried way inside a paper is
>somewhat self-defeating.

>

>I do think it's important to use quotes that represent the points of
>view that show up as significant in the poll - occasionally mixing in
>quotes representing the minority view.

>

>T thought I should respond since the poll story that was posted on the
>front end of this fascinating string was my ap story.

>

>regards,

>

>will lester

>ap

>

>Lydia Saad@gallup.com wrote:

> >

> > I don't think the initial posting on this subject (Bidmerman's) was

> > gquestionning the ethics of quoting respondents in poll stories, rather
> > wondering about the message that doing so may send to readers about the
> > implied value of quotes vs. quantitative data. Also (according to

> > Biderman), while respondents may have granted permission at the end of
the

> > interview, the quotes may raise concerns in the minds of the casual
reader
> > about the confidentiality of their own views the next time they do a



poll.
> > I'm not particularly concerned about either issue, but these are the
issues

> > he raised.

> >

> > Lydia Saad

> >

> > ————- Original Message-----

> > From: Philip Meyer [mailto:pmeyer@email.unc.edu]

> > Sent: Wednesday, January 02, 2002 11:21 AM

> > To: aapornet@usc.edu

> > Subject: Confidentiality

> >

> > Newspapers have always done it that way. Confidentiality is a waivable
> > privilige. Even Institutional Review Boards agree on that.

> >

> > =====================
> > Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

> > CB 3365 Carroll Hall Fax: 919 962-1549

> > University of North Carolina Cell: 919 906-3425

> > Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer
> > =====================
> >

> > On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:

> >

> > > Date: Wed, 2 Jan 2002 11:08:39 EST

> > > From: JAnnSelzer@aol.com

> > > Reply-To: aapornet@usc.edu

> > > To: aapornet@usc.edu

> > > Subject: (no subject)

> > >

> > > The Iowa Poll includes a question at the end of the interview asking
> > > respondents if they are willing to be contacted by a Des Moines
Register

> > > reporter for follow up questions and perhaps be quoted in the
newspaper,

> > or

> > > if they'd prefer not. We call those "talkers" and provide their
names,

> > phone

> > > numbers, demographics, and answers to key questions to reporters for
> > further

> > > interviews. I can't think that this influences their responses. The
> > > participants articulate the why behind their answer to the closed
ended

> > poll

> > > answers and the reporters chose those "why" answers that illuminate
the

story.

JAS

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
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> > JASelzer@SelzerCo.com

> > Visit our website at www.SelzerCo.com

> >

> > On the one hand, polls wish to assure people of the anonymity of poll
> > responses and of the interest of polls as residing solely in

gregated

> > responses; on the other hand, in reporting polls as in today's
Washington

> > Post

> > coverage of this Post/ABC survey

> > http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
> > about as much attention is given to direct quotes from named
dividuals,

> > identified by place of residence, age and occupation, as is given to
11

> > aggregates.

>

\

Does this also reflect and affect views of the worth of the two kinds

\
\

information?

Albert Biderman
abider@american.edu

VVVYVVYVYVVYV
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tofsky International
East 53rd Street - 5th Floor

New York, NY 10022
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tml>

have no trouble agreeing with Will Lester's reason for using quotes. In
at type of story it makes sense from the news perspective. However, I
ink Al Biderman had a point, which Lydia clarified. From the point of
ew of researchers there may be some good reasons not to use quotes.
ose arguments are worth discussing, and have been. I won't repeat them
re.<br><br>

ere 1s an alternative that may deal with Will's dilemma about not
nting to write a number story and the potentially bad effects of using
otes. That alternative is to have reporters write stories that draw
nclusions from the survey data. What they need to do is interpret the
ta. Make a story out of it, instead of just citing numbers. When they
te numbers the put the burden on the reader to draw the conclusions.

e numbers are boring. The conclusions based on those numbers are not.
ther than citing either numbers or quotes from respondents the



reporters can cite news events that fit with the conclusions.<br>

warren mitofsky<br><br>

At 04:29 PM 1/2/2002 -0500, Will Lester wrote:<br>

<blockquote type=cite class=cite cite>folks:<br><br>

wanted to strongly second the sentiment expressed by Alice Robbin
about<br>

the reason for using quotes from people surveyed in the poll. The<br>
readability goes up sharply when the story has some personality,

and<br>

putting out a numbers story that gets buried way inside a paper is<br>
somewhat self-defeating.<br><br>

I do think it's important to use quotes that represent the points

of<br>

view that show up as significant in the poll - occasionally mixing
in<br>

quotes representing the minority view.<br><br>

I thought I should respond since the poll story that was posted on
the<br>

front end of this fascinating string was my ap story.<br><br>

regards, <br><br>

will lester<br>

ap<br><br>

Lydia Saad@gallup.com wrote:<br>

&gt; <br>

&gt; I don't think the initial posting on this subject (Bidmerman's)
was<br>

&gt; questionning the ethics of quoting respondents in poll stories,
rather<br>

&gt; wondering about the message that doing so may send to readers about
the<br>

&gt; implied value of quotes vs. quantitative data.é&nbsp; Also (according
to<br>

&gt; Biderman), while respondents may have granted permission at the end
of the<br>

&gt; interview, the quotes may raise concerns in the minds of the casual
reader<br>

&gt; about the confidentiality of their own views the next time they do a
poll.<br>

&gt; I'm not particularly concerned about either issue, but these are the
issues<br>

&gt; he raised.<br>

&gt; <br>

&gt; Lydia Saad<br>

&gt; <br>

&gt; ———-- Original Message----- <br>

&gt; From: Philip Meyer

[<a href="mailto:pmeyer@email.unc.edu"
eudora="autourl">mailto:pmeyer@email.unc.edu</a>]<br>

&gt; Sent: Wednesday, January 02, 2002 11:21 AM<br>

&gt; To: aapornet@usc.edu<br>

&gt; Subject: Confidentiality<br>

&gt; <br>

&gt; &nbsp; &nbsp; Newspapers have always done it that way. Confidentiality
is a waivable<br>

&gt; privilige. Even Institutional Review Boards agree on that.<br>
&gt; <br>

&gt;



&gt; Philip Meyer, Knight Chair in Journalismé&nbsp; Voice: 919

962-4085<br>

&gt; CB 3365 Carroll

Hallé&nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;
&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;

Fax: 919 962-1549<br>

&gt; University of North

Carolinaé&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n
bsp; &nbsp;

Cell: 919 906-3425<br>

&gt; Chapel Hill NC

27599-3365&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;
&nbsp; &nbsp; &nbsp; &nbsp; &nbsp;

<a href="http://www.unc.edu/~pmeyer"
eudora="autourl">http://www.unc.edu/~pmeyer</a><br>

&gt;
================<pr>
&gt; <br>
&gt; On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:<br>
&gt; <br>

&gt; &gt; Date: Wed, 2 Jan 2002 11:08:39 EST<br>

&gt; &gt; From: JAnnSelzer@aol.com<br>

&gt; &gt; Reply-To: aapornet@usc.edu<br>

&gt; &gt; To: aapornet@usc.edu<br>

&gt; &gt; Subject: (no subject)<br>

&gt; &gt;<br>

&gt; &gt; The Iowa Poll includes a question at the end of the interview
asking<br>

&gt; &gt; respondents if they are willing to be contacted by a Des Moines
Register<br>

&gt; &gt; reporter for follow up questions and perhaps be quoted in the
newspaper, <br>

&gt; or<br>

&gt; &gt; if they'd prefer not.&nbsp; We call those &quot;talkers&quot;
and provide their names, <br>

&gt; phone<br>

&gt; &gt; numbers, demographics, and answers to key questions to
reporters for<br>

&gt; further<br>

&gt; &gt; interviews.&nbsp; I can't think that this influences their
responses. &nbsp; The<br>

&gt; &gt; participants articulate the why behind their answer to the
closed ended<br>

&gt; poll<br>

&gt; &gt; answers and the reporters chose those &quot;why&quot; answers
that illuminate the<br>

&gt; &gt; story.<br>

&gt; &gt;<br>

&gt; &gt; JAS<br>

&gt; &gt;<br>

&gt; &gt; J. Ann Selzer, Ph.D.<br>

&gt; &gt; Selzer &amp; Company, Inc.<br>

&gt; &gt; Des Moines<br>

&gt; &gt; JAnnSelzer@aol.com, for purposes of this list; otherwise,<br>
&gt; &gt; JASelzer(@SelzerCo.com<br>



&gt; &gt; Visit our website at
<a href="http://www.selzerco.com/" eudora="autourl">www.SelzerCo.com</a><br>

&gt; &gt;<br>

&gt; &gt; On the one hand, polls wish to assure people of the anonymity

of poll<br>

&gt; &gt; responses and of the interest of polls as residing solely in
aggregated<br>

&gt; &gt; responses;&nbsp; on the other hand, in reporting polls as in
today's Washington<br>

&gt; &gt; Post<br>

&gt; &gt; coverage of this Post/ABC survey<br>

&gqt; &gt;

<a
href="http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html"
eudora="autourl">http://www.washingtonpost.com/wp-dyn/articles/A46692-2001De
c31.html</a><br>

&gt; &gt; about as much attention is given to direct quotes from named
individuals, <br>

&gt; &gt; identified by place of residence, age and occupation, as is
given to poll<br>

&gt; &gt; aggregates.<br>

&gt; &gt;<br>

&gt; &gt; Does this also reflect and affect views of the worth of the two
kinds of<br>

&gt; &gt; information?<br>

&gt; &gt;<br>

&gt; &gt; Albert Biderman<br>

&gt; &gt; abider@american.edu<br>

&gt; &gt;<br>

&gt; &gt;<br>

&gt; &gt;<br>

&gt; &gt;<br>

&gt; &gt; </blockquote><br>

<div align="center">

Mitofsky International<br>

1 East 53rd Street - 5th Floor<br>

New York, NY 10022<br>

<br>

212 980-3031 Phone<br>

212 980-3107 FAX&nbsp; &nbsp; <br>

mitofsky@mindspring.com <br>

<font color="#0000FF"><a href="http://www.mitofskyinternational.com/"
eudora="autourl">http://</a>www.MitofskyInternational<a
href="http://www.mitofskyinternational.com/" eudora="autourl">.com<br>

<br>
</a></font></div>
</html>
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Date: Wed, 2 Jan 2002 17:52:54 EST
From: JAnnSelzer@aol.com



Subject: Re: Confidentiality
To: aapornet@usc.edu

--partl 18f.15al14e6.2964e946 boundary

I agree wholeheartedly with Warren and in fact, I think this is good
practice

for pollsters who are writing strategic reports as well. The story told by
the data is what's important and really what clients pay for. Not easy to
do, but therefore more valuable. JAS

PS: For what it matters, my first name is not Jo; I'm just a rare
individual who has a first initial--like G. Gordon Liddy, H. Robert
Haldeman,

E. Howard Hunt and a host ot other Watergate co-conspirators.

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

In a message dated 1/2/02 4:26:36 PM Central Standard Time,
mitofsky@mindspring.com writes:

> There is an alternative that may deal with Will's dilemma about not
wanting

> to write a number story and the potentially bad effects of using quotes.

> That alternative is to have reporters write stories that draw conclusions
> from the survey data. What they need to do is interpret the data. Make a

> story out of it, instead of just citing numbers. When they cite numbers
the

> put the burden on the reader to draw the conclusions. The numbers are

> boring. The conclusions based on those numbers are not. Rather than citing

either numbers or quotes from respondents the reporters can cite news
events that fit with the conclusions.
warren mitofsky

vV V V V

--partl 18f.15al14e6.2964e946 boundary

<HTML><FONT FACE=arial,helvetica><BODY BGCOLOR="#ffffff"><FONT
style="BACKGROUND-COLOR: #ffffff" SIZE=2>I agree wholeheartedly with Warren
and in fact, I think this is good practice for pollsters who are writing
strategic reports as well.&nbsp; The story told by the data is what's



important and really what clients pay for.&nbsp; Not easy to do, but
therefore more valuable. &nbsp; JAS<BR>

<BR>

PS:&nbsp; For what it matters, my first name is not Jo;&nbsp; I'm just a
rare individual who has a first initial--like G. Gordon Liddy, H. Robert
Haldeman, E. Howard Hunt and a host ot other Watergate
co-conspirators.&nbsp; <BR>

<BR>

J. Ann Selzer, Ph.D.<BR>

Selzer &amp; Company, Inc.<BR>

Des Moines<BR>

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com<BR>

Visit our website at www.SelzerCo.com<BR>

<BR>

<BR>

<BR>

In a message dated 1/2/02 4:26:36 PM Central Standard Time,
mitofsky@mindspring.com writes:<BR>

<BR>

<BR>

<BLOCKQUOTE TYPE=CITE style="BORDER-LEFT: #0000ff 2px solid; MARGIN-LEFT:
5px; MARGIN-RIGHT: Opx; PADDING-LEFT: 5px">There is an alternative that may
deal with Will's dilemma about not wanting to write a number story and the
potentially bad effects of using quotes. That alternative is to have
reporters write stories that draw conclusions from the survey data. What
they need to do is interpret the data. Make a story out of it, instead of
just citing numbers. When they cite numbers the put the burden on the reader
to draw the conclusions. The numbers are boring. The conclusions based on
those numbers are not. Rather than citing either numbers or quotes from
respondents the reporters can cite news events that fit with the
conclusions.<BR>

warren mitofsky<BR>

</BLOCKQUOTE><BR>

<BR>

<BR>

</FONT></HTML>

--partl 18f.15al14e6.2964e946 boundary--

Date: Wed, 02 Jan 2002 17:06:17 -0500

From: Nick Panagakis <mail@marketsharescorp.com>
To: aapornet@usc.edu

Subject: Re: Confidentiality

References: <18f.15al4e6.2964e946@aol.com>
boundary="--———-—-———--- 075282F9A805BCB513BB50F2"

—————————————— 075282F9A805BCB513BB50F2
Sorry J.

I agree also that a good poll story shold include conclusions; i.e.,
what the data mean, not just what the data say.



But the issue of using quotes is another issue.
N.
JAnnSelzer@aol.com wrote:

> I agree wholeheartedly with Warren and in fact, I think this is good
practice for pollsters who are writing strategic reports as well. The
story told by the data is what's important and really what clients pay
for. Not easy to do, but therefore more valuable. JAS

PS: For what it matters, my first name is not Jo; I'm just a rare
individual who has a first initial--like G. Gordon Liddy, H. Robert
Haldeman, E. Howard Hunt and a host ot other Watergate
co-conspirators.

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

In a message dated 1/2/02 4:26:36 PM Central Standard Time,
mitofsky@mindspring.com writes:

VVVVVVVVVVVVVVVVVYVYVYVYVYVYV

>> There is an alternative that may deal with Will's dilemma about not
>> wanting to write a number story and the potentially bad effects of
>> using quotes. That alternative is to have reporters write stories
>> that draw conclusions from the survey data. What they need to do is
>> interpret the data. Make a story out of it, instead of just citing
>> numbers. When they cite numbers the put the burden on the reader to
>> draw the conclusions. The numbers are boring. The conclusions based
>> on those numbers are not. Rather than citing either numbers or

>> quotes from respondents the reporters can cite news events that fit
>> with the conclusions.

>> warren mitofsky

—————————————— 075282F9A805BCB513BB50F2

<!doctype html public "-//w3c//dtd html 4.0 transitional//en">

<html>

<body bgcolor="#FFFFFEF">

Sorry J.

<p>I agree also that a good poll story shold include conclusions; i.e.,
what the data mean, not just what the data say.

<p>But the issue of using quotes is another issue.

<p>N.



<p>JAnnSelzer@aol.com wrote:

<blockquote TYPE=CITE><font face="arial,helvetica"><font size=-1>I agree
wholeheartedly with Warren and in fact, I think this is good practice for
pollsters who are writing strategic reports as well.é&nbsp; The story told
by the data is what's important and really what clients pay for.&nbsp;

Not easy to do, but therefore more valuable.é&nbsp; JAS</font></font>
<p><font face="arial,helvetica"><font size=-1>PS:&nbsp; For what it matters,

my first name is not Jo;é&nbsp; I'm just a rare individual who has a first
initial--like G. Gordon Liddy, H. Robert Haldeman, E. Howard Hunt and a
host ot other Watergate co-conspirators.</font></font>

<p><font face="arial,helvetica"><font size=-1>J. Ann Selzer,
Ph.D.</font></font>

<br><font face="arial,helvetica"><font size=-1>Selzer &amp; Company,
Inc.</font></font>

<br><font face="arial,helvetica"><font size=-1>Des Moines</font></font>
<br><font face="arial,helvetica"><font size=-1>JAnnSelzer@aol.com, for
purposes of this list; otherwise, JASelzer@SelzerCo.com</font></font>
<br><font face="arial,helvetica"><font size=-1>Visit our website at
www.SelzerCo.com</font></font>

<br>&nbsp;

<br>&nbsp;

<p><font face="arial,helvetica"><font size=-1>In a message dated 1/2/02
4:26:36 PM Central Standard Time, mitofsky@mindspring.com
writes:</font></font>

<br>&nbsp;

<br>&nbsp;

<blockquote TYPE=CITE style="BORDER-LEFT: #0000ff 2px solid; MARGIN-LEFT:
5px; MARGIN-RIGHT: Opx; PADDING-LEFT: 5px"><font
face="arial,helvetica"><font size=-1>There

is an alternative that may deal with Will's dilemma about not wanting to
write a number story and the potentially bad effects of using quotes. That
alternative is to have reporters write stories that draw conclusions from
the survey data. What they need to do is interpret the data. Make a story
out of it, instead of just citing numbers. When they cite numbers the put
the burden on the reader to draw the conclusions. The numbers are boring.
The conclusions based on those numbers are not. Rather than citing either
numbers or quotes from respondents the reporters can cite news events that
fit with the conclusions.</font></font>

<br><font face="arial,helvetica"><font size=-1>warren
mitofsky</font></font></blockquote>

<br>&nbsp;
<br>&nbsp;</blockquote>

</body>
</html>

—————————————— 075282F9A805BCB513BB50F2 -~

Date: Wed, 2 Jan 2002 19:41:34 -0500 (EST)

From: Philip Meyer <pmeyer(@email.unc.edu>

To: Susan Losh <slosh@garnet.acns.fsu.edu>

cc: aapornetlusc.edu

Subject: Re: Is it Confidentiality or Misperception?



In-Reply-To: <3.0.32.20020102165437.008234e0@garnet.acns.fsu.edu>

Stanley Milgram's film, "Obedience," is an excellent illustration of the
problem. But he focused on the few who disobeyed for the same reason that
we journalists are drawn to deviance. The news is in the outliers! Social
scientists and journalists alike want to celebrate the variance. I say,
hooray for both of us.

Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

CB 3365 Carroll Hall Fax: 919 962-1549
University of North Carolina Cell: 919 906-3425
Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer

On Wed, 2 Jan 2002, Susan Losh wrote:

> Date: Wed, 02 Jan 2002 16:54:54 -0500

> From: Susan Losh <slosh@garnet.acns.fsu.edu>

> Reply-To: aapornet@usc.edu

> To: aapornet@usc.edu

> Subject: Is it Confidentiality or Misperception?
>
>

I agree with Alice and Will that quotes humanize the story and make it
more
> readable.

>

> By the same token, we know that vivid information is remembered more
easily

> and is often taken as "the average." If quotes are not close to measures
of

> central tendency (e.g., the story tries to "balance" positive and negative

\

views, even if the true representation is 95% "for"), people will probably
misremember the main points in the stories the statistics tell.

I show the old Milgram documentary every chance I get, but I always point
out that three out of the four men shown stop before the 450 volt end, and

vV V V V

close to the reverse is true instead.

vV V V

My suggestion is that quotes are shown in proportion to the percentages so

hopefully people will remember the main findings correctly--and for
heaven's sake don't highlight a particularly vivid, but atypical quote.

Susan

Susan Carol Losh, Ph.D.

(850) 644-8778 Voice Mail Available
(850) 644-8776 FAX

Department of Educational Research
Florida State University

VVVYVYVVYVVYVYVYV



Tallahassee, FL 32306-4453
(904) 249-1683

Visit the site:
http://garnet.acns.fsu.edu/~slosh//Index.htm

vV V VYV YVYVYV

Date: Wed, 2 Jan 2002 16:44:27 -0800 (PST)

Received: from 24.200.5.172 ([24.200.5.172]) by
VL-MS-MR003.scl.videotron.ca (Netscape Messaging Server 4.15
MRO0O3 Jul 24 2001 16:23:26) with SMTP id GPC7DA02.YYI for
<aapornet@usc.edu>; Wed, 2 Jan 2002 19:43:58 -0500

Subject: Re: Is it Confidentiality or Misperception?

From: circum <gauthier@circum.com>

To: Philip Meyer <pmeyer@email.unc.edu>

Precedence: bulk

Veuillez prendre note que je serai absent jusqu'au 7 janvier 2002.
Merci.

Please note that I will be out of the office until January 7, 2002.
Thank you.

Benoit Gauthier, pdg/president

Réseau Circum inc. / Circum Network Inc.
(mailto:gauthier@circum.com http://circum.com)

74, rue du Val-Perché, Hull, Québec (Canada) J8Z 2A6
+1 819.770.2423 télec. fax: +1 819.770.5196

Date: Thu, 03 Jan 2002 09:56:04 -0500
To: aapornet@usc.edu

From: Quin Monson <monson.6@osu.edu>
Subject: Re: Confidentiality

Paul Lavrakas, Steve Mockabee, and I presented a paper at AAPOR in 1998
that addresses our take on the theory behind calling survey respondents
back ("Adding Texture to Data: Using Respondent Profiles to Enhance Media
Reporting of Survey Data"). 1In addition to providing a more interesting
news account that is more accessible to an average reader, calling
respondents back can also serve as a useful technique to collect additional
data from respondents who are unusual or who give answers that are
counterintuitive. For example, in our paper, we detail how after
interacting with a reporter we used discriminant analysis to isolate poll
respondents that our model predicted should have been supporting Bob Dole,
but instead said they intended to vote for Bill Clinton. This led to a
story rich in detail about what voters saw as problems with Dole and



Clinton's strengths.

We also address the specific procedures followed by the Columbus Dispatch
and the Buckeye State Poll at the time. I want to address the
confidentiality issue at length. In our view, the Columbus Dispatch
reporter to whom the respondent profile was eventually given was considered
an integral part of the team conducting the survey with the same rights for
access to the data that we had. This also gave them the same obligation to
preserve the anonymity and confidentiality of respondents as interviewers,
supervisors, and other survey personnel. However, during some
presentations of our paper, we were alerted to the possibility that our
question to respondents may not have disclosed enough information about how
we were planning to use their responses. Consequently, we tested our
version of the consent question against two other versions in a three-way
randomized experiment.

In version one (our original version) respondents were asked: "Finally, a
reporter from the Columbus Dispatch or Channel 10 (WBNS TV) in Columbus may
want to call some people back and ask further questions. Would that be OK?"

In version 2 respondents in version two were asked the same question as
version one. Then, those who responded "yes" were asked the following
question: "Some of the information from your interview may be given to the
reporter to help them know what to ask about if they call, but the reporter
would not reveal any information that you have given without your
permission. Would that be OK? "

Finally, in version three, the first two versions were combined into a

single question: "Finally, a reporter from the Columbus Dispatch or
Channel 10 WBNS TV) in Columbus may want to call some people back and ask
further questions. Some of the information from your interview may be

given to the reporter to help them know what to ask about if they call, but
the reporter would not reveal any information that you have given without
your permission. Would that be OK?"

The percentage of respondents giving their permission for a reporter to
call back was virtually identical across the three versions. In version
one 70 percent gave permission for a reporter to call back. In version
two, 73 percent gave permission to the first question and 97 percent
consented to the second question. Overall, 71 percent consented to a
callback in version two. In version three, which combines the two
questions from version two, 71 percent consented to have a reporter call
back. We believe that the disclosure in version one was adequate, however
the increased clarity in versions two and three allow one to err on the
side of caution without decreasing the response to the question. For these
reasons, in subsequent uses of this technique, version three was adopted.

In reading newspaper accounts of polling data, it is obvious that many
organizations use techniques similar to those used by 0OSU and the Columbus
Dispatch. I've noticed evidence of this in the New York Times, USA Today,
Gallup and elsewhere. I would be interested in knowing the specific
questions used to gain consent for a re-contact as well as the proportion
of respondents willing to be contacted and details about who contacts the
respondents, and any instructions that are given to reporters to ensure
that confidentiality is protected.



Quin Monson
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Quin Monson

Department of Political Science
Ohio State University

2140 Derby Hall, 154 N. Oval Mall
Columbus, OH 43210

(614) 292-2880 (dept. phone)

(443) 431-1439 (efax)

(740) 397-7719 (home phone)
Email: monson.6@osu.edu

Date: Thu, 03 Jan 2002 09:17:06 -0600

To: aapornet@usc.edu

From: Don Ferree <gferree@ssc.wisc.edu>

Subject: RE: Confidentiality

In-Reply-To: <Pine.GS0.3.96.1020102160634.18168B-100000@ariel.ucs.indian
a.edu>

References: <BFC17A2EB27CD411A9E30000D1ECEFE407E2B84E@Exchng7.gallup.com>

There is another wrinkle here that I have not seen directly addressed. I
am personally not distressed at the ethics of calling people back if they
have given their permission, and I do understand that real people may make
for a better story than dry numbers. I am a LITTLE concerned that -- if
those polled know they may have a chance to be interviewed personally some
might have an incentive to "promote" their opinions in an effort to be
chosen (but this is more of a paranoid fear than anything for which I can
adduce hard data). Similarly, I worry about potential spillover on
respondents who really want confidentiality who may fear that seeing quotes
indicate their views might be reported and don't realize they must give
explicit permission.

My real fear, however, is that -- especially granted the tendency of some
news organizations and reporters to always try to have representatives of
different views, regardless of the preponderance of one side over the other
(e.g., always trying to find at least one "pro" and one "con" quote), that
the real findings -- which views are more prevalent, and how do views of
one sort relate to those of another -- can be lost in a general sense of
"there are different opinions".

BTW, the desiderata of "fleshing out a story" and invoking "real people"
could be met by including quotes from persons NOT interviewed for the
survey. Admittedly this looses some efficiency, since one would not have
the advantage of knowing in advance how they would answer the questions on
the survey, but I merely point out that including real people does not
necessarily pose even the hypothetical difficulties concerning
confidentiality noted already in this thread.

Don

ps they might have an incentive to M, btnewsstroy polehonousing aeiAt 04:18
PM 01/02/2002 -0500, you wrote:

>The use of quotes is a way to create a "human interest" story that draws
>the reader in, which wouldn't be the case if the story reported only the



>statistics about the responses to the poll's questions. It's stories about
>people that sell newspapers and keeps people reading what many might
>consider a "dry" text of "nothing but numbers." I encourage my students
>to "write a good story" in their survey research and field observation
>reports that includes direct quotes of their respondents/informants if the
>quote 1s useful for elaborating a theoretical or methodological issue.

>

>0n Wed, 2 Jan 2002 Lydia Saad@gallup.com wrote:

>

>> T don't think the initial posting on this subject (Bidmerman's) was

>> questionning the ethics of quoting respondents in poll stories, rather
>> wondering about the message that doing so may send to readers about the
>> implied value of quotes vs. quantitative data. Also (according to

>> Biderman), while respondents may have granted permission at the end of
the

>> interview, the quotes may raise concerns in the minds of the casual
reader

>> about the confidentiality of their own views the next time they do a
poll.

>> I'm not particularly concerned about either issue, but these are the
issues

>> he raised.

>>

>> Lydia Saad

>>

>>

>> ————- Original Message—-----

>> From: Philip Meyer [mailto:pmeyer@email.unc.edu]

>> Sent: Wednesday, January 02, 2002 11:21 AM

>> To: aapornet@usc.edu

>> Subject: Confidentiality

>>

>>

>> Newspapers have always done it that way. Confidentiality is a waivable
>> privilige. Even Institutional Review Boards agree on that.

>>

>> ====================
>> Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

>> CB 3365 Carroll Hall Fax: 919 962-1549

>> University of North Carolina Cell: 919 906-3425

>> Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer
>> ====================
>>

>>

>> On Wed, 2 Jan 2002 JAnnSelzer@aol.com wrote:

>>

>> > Date: Wed, 2 Jan 2002 11:08:39 EST

>> > From: JAnnSelzer@aol.com

>> > Reply-To: aapornet@usc.edu

>> > To: aapornet@usc.edu

>> > Subject: (no subject)

>> >

>> > The Iowa Poll includes a question at the end of the interview asking
>> > respondents if they are willing to be contacted by a Des Moines

Register
>> > reporter for follow up questions and perhaps be gquoted in the
newspaper,



>> or
>> > if they'd prefer not. We call those "talkers" and provide their names,

>> phone

>> > numbers, demographics, and answers to key questions to reporters for

>> further

>> > interviews. I can't think that this influences their responses. The
>> > participants articulate the why behind their answer to the closed ended

>> poll
>> > answers and the reporters chose those "why" answers that illuminate the

>> > story.

>> >

>> > JAS

>> >

>> > J. Ann Selzer, Ph.D.

>> > Selzer & Company, Inc.

>> > Des Moines

>> > JAnnSelzer@aol.com, for purposes of this list; otherwise,

>> > JASelzer@SelzerCo.com

>> > Visit our website at www.SelzerCo.com

>> >

>> > On the one hand, polls wish to assure people of the anonymity of poll
>> > responses and of the interest of polls as residing solely in aggregated
>> > responses; on the other hand, in reporting polls as in today's
Washington

>> > Post

>> > coverage of this Post/ABC survey

>> > http://www.washingtonpost.com/wp-dyn/articles/A46692-2001Dec31.html
>> > about as much attention is given to direct quotes from named
individuals,

>> > identified by place of residence, age and occupation, as is given to
poll

>> > aggregates.

>> >

>> > Does this also reflect and affect views of the worth of the two kinds
of
>>
>>
>>
>>
>>
>>
>>
>>
>>
>>
>>
>>

>
SEIXA A A I A A A A A A A Ak hhhhhhdrrdkhkhkhkhhhddhrr bk hkhkhhhhhrrrhhkhhkhhhhrrrrhhkhhhhhrrxrxhxkk

information?

Albert Biderman
abider@american.edu

VVVYVVYVYVVYV

* *
>Alice Robbin, Associate Professor

>SLIS, The Information Science School
>Indiana University



>021 Main Library

>1320 East 10th Street

>Bloomington, IN 47405-3907

>0ffice: (812) 855-5389 Fax: (812) 855-6166
>Email: arobbin@indiana.edu

>

>

G. Donald Ferree, Jr.

Associate Director for Public Opinion Research
University of Wisconsin Survey Center

1800 University Avenue

Madison WI 53705

608-263-3744/262-1688 (V) 608-262-8432 (F)
gferree@@ssc.wisc.edu

Date: Thu, 03 Jan 2002 11:45:04 -0500

To: aapornet@usc.edu

From: Susan Losh <slosh@garnet.acns.fsu.edu>

Subject: RE: Confidentiality

Thanks, Don! You said it with more elegance than I did!

Susan

Don Ferree said:
>My real fear, however, is that -- especially granted the tendency of some
>news organizations and reporters to always try to have representatives of

>different views, regardless of the preponderance of one side over the other

>(e.g., always trying to find at least one "pro" and one "con" quote), that

>the real findings -- which views are more prevalent, and how do views of
>one sort relate to those of another -- can be lost in a general sense of
>"there are different opinions".

>

Susan Carol Losh, Ph.D.

(850) 644-8778 Voice Mail Available
(850) 644-8776 FAX

Department of Educational Research
Florida State University
Tallahassee, FL 32306-4453

(904) 249-1683

Visit the site:
http://garnet.acns.fsu.edu/~slosh//Index.htm

Date: Thu, 3 Jan 2002 14:15:07 -0500

From: MMokrzycki@ap.org

Subject: drawing conclusions (was Re: Confidentiality)
To: aapornet@usc.edu

Warren Mitofsky wrote:



>>There is an alternative that may deal with Will's dilemma about not
wanting to write a number story and the potentially bad effects of using
quotes. That alternative is to have reporters write stories that draw
conclusions from the survey data. What they need to do is interpret the
data. Make a story out of it, instead of just citing numbers. When they
cite numbers the put the burden on the reader to draw the conclusions. The
numbers are boring. The conclusions based on those numbers are not. Rather
than citing either numbers or quotes from respondents the reporters can
cite news events that fit with the conclusions.<<

Journalists accustomed to "objective" reporting might see the notion of
drawing conclusions as getting uncomfortably close to expressing opinions,
which journalism-school profs and graybeard editors taught us NOT to do in
news stories. I encounter this issue in teaching AP reporters how to cover
state exit polls. I start addressing it by noting how quality surveys
differ from most other news -- here reporters have scientific raw material
to work with, rather than having to cite "authorities" who may have
motivations that color their own conclusions about a subject (and thus need
to be "balanced" with opposing views). As I see it, poll reporters' main
tasks are 1) knowing how sampling works so they can interpret the data
properly, including understanding the limits to a survey's precision, and
2) providing necessary context -- trend data, news events, etc -- that give
the numbers meaning.

Borrowing from social science, I also suggest to poll reporters that they
start with a hypothesis -- yup, the "preconceived notion" that the j-school
profs warned against -- and see if the data support it or not. The surprise
of a knocked-down hypothesis can wind up being the big news. Example for
the ages: Clinton job approval despite Lewinsky.

I must say that these days I see fairly few news stories about polls -- or
press releases from pollsters, for that matter -- that simply cite numbers
without providing at least some context, if not full-blown analysis.

Quotes complement the analysis by amplifying key results, which helps
reporters & readers draw conclusions. But journalists need to avoid giving
undue weight to a good quote if it doesn't reflect a prevalent view in the
poll. In other words, you wouldn't do the he said/she said balancing act in
a poll story if the data don't merit it. I'd also say it should be
disclosed in the story that quotes come from poll respondents who consented
to being interviewed or from people who were not in the poll sample, as the
case may be.

Mike Mokrzycki, AP

Date: Thu, 3 Jan 2002 16:08:16 -0500
From: "Scott McBride" <hcmresch@erols.com>
Subject: Re: Callbacks

Is there any type of industry standard regarding callbacks on RDD and/or

listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn up
anything. I remember reading an article about how the productivity of call
attempts drops off significantly after 3 callbacks, but I was looking for a



supporting study or article. Also any comments on how the number of
callbacks influences project costs. Since few firms leave return numbers on

answering machines, are answering machines in effect treated as a respondent

not available and thus count as one callback. Thanks in advance for your
help.

Scott McBride

Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax

Date: Thu, 3 Jan 2002 17:04:17 -0500

From: "Phillip Downs" <pd@kerr-downs.com>
To: "AAPORNET" <aapornet@usc.edu>

Subject: Personality test

Can someone recommend a short (<10 items) personality inventory that can be
used to categorize adults. The inventory will be used in conjunction with
items regarding college activities and success/happiness in college.

Phillip E. Downs, PhD
Kerr & Downs Research
2992 Habersham Drive
Tallahassee, FL 32309
Phone: 850.906.3111
Fax: 850.906.3112

www . kerr-downs.com

Date: Thu, 03 Jan 2002 18:06:33 -0500

To: aapornet@usc.edu

From: Warren Mitofsky <mitofsky@mindspring.com>

Subject: Re: drawing conclusions (was Re: Confidentiality)

In-Reply-To: <OFDAOB9007.018BBCOD-ON85256B36.00682DDA@ap.org>
boundary=" === 17454355==_ .ALT"

-— ~ 17454355==_.ALT

Mike,

Drawing conclusions from survey data is not the same thing as expressing
opinions. Reporters synthesize facts in almost every story. They gather
information, they synthesize it, and then they tell a story. That is what I
think they should be doing with results from polls. They should not just be
reporting numbers or quotes from respondents. Context for the survey
results is a good start, but that is not enough.

For example, to report on the President's extremely high approval rating as
just high numbers is not adequate reporting. It should be compared to other
presidents during times of crisis. The story should indicate whether this



has carried over to other areas of Bush's performance. It should indicate
the advantages or disadvantages it might have for his legislative agenda.
There are many other areas that could be commented upon so the public
understands the meaning of his exceptional performance during this time of
crisis. Reporters and pollsters have caught on to the ephemeral nature of
high approval ratings as a result of his father's ratings during the Gulf
War. Without that I doubt that reporters would be wise to those effects.

But Mike, the point is that reporters should be doing that with almost all
poll results, and not just those where there is a recent example. Reporting
is more than reciting numbers and illustrating them with quotes. Reporting
is synthesizing facts and putting the facts in context. Most reporters, in
my opinion, are too lazy to do that. It's too easy to just cite numbers
instead of telling me a story.

warren

At 02:15 PM 1/3/2002 -0500, you wrote:

>Warren Mitofsky wrote:

>

> >>There is an alternative that may deal with Will's dilemma about not
>wanting to write a number story and the potentially bad effects of using
>quotes. That alternative is to have reporters write stories that draw
>conclusions from the survey data. What they need to do is interpret the
>data. Make a story out of it, instead of just citing numbers. When they
>cite numbers the put the burden on the reader to draw the conclusions. The
>numbers are boring. The conclusions based on those numbers are not. Rather
>than citing either numbers or quotes from respondents the reporters can
>cite news events that fit with the conclusions.<<

>

>Journalists accustomed to "objective" reporting might see the notion of
>drawing conclusions as getting uncomfortably close to expressing opinions,
>which journalism-school profs and graybeard editors taught us NOT to do in
>news stories. I encounter this issue in teaching AP reporters how to cover
>state exit polls. I start addressing it by noting how quality surveys
>differ from most other news -- here reporters have scientific raw material
>to work with, rather than having to cite "authorities" who may have
>motivations that color their own conclusions about a subject (and thus need

>to be "balanced" with opposing views). As I see it, poll reporters' main
>tasks are 1) knowing how sampling works so they can interpret the data
>properly, including understanding the limits to a survey's precision, and
>2) providing necessary context -- trend data, news events, etc -- that give

>the numbers meaning.

>

>Borrowing from social science, I also suggest to poll reporters that they
>start with a hypothesis -- yup, the "preconceived notion" that the j-school
>profs warned against -- and see if the data support it or not. The surprise

>of a knocked-down hypothesis can wind up being the big news. Example for
>the ages: Clinton job approval despite Lewinsky.

>
>T must say that these days I see fairly few news stories about polls -- or
>press releases from pollsters, for that matter -- that simply cite numbers

>without providing at least some context, if not full-blown analysis.
>
>Quotes complement the analysis by amplifying key results, which helps



>reporters & readers draw conclusions. But journalists need to avoid giving
>undue weight to a good quote if it doesn't reflect a prevalent view in the
>poll. In other words, you wouldn't do the he said/she said balancing act in

>a poll story if the data don't merit it. I'd also say it should be
>disclosed in the story that quotes come from poll respondents who consented

>to being interviewed or from people who were not in the poll sample, as the

>case may be.
>
>Mike Mokrzycki, AP

Mitofsky International
1 East 53rd Street - 5th Floor
New York, NY 10022

212 980-3031 Phone

212 980-3107 FAX
mitofsky@mindspring.com
http://www.MitofskyInternational.com

-- 17454355==_.ALT

<html>

Mike, <br>

Drawing conclusions from survey data is not the same thing as expressing
opinions. Reporters synthesize facts in almost every story. They gather
information, they synthesize it, and then they tell a story. That is what
I think they should be doing with results from polls. They should not
just be reporting numbers or quotes from respondents. Context for the
survey results is a good start, but that is not enough. <br><br>

For example, to report on the President's extremely high approval rating
as just high numbers is not adequate reporting. It should be compared to
other presidents during times of crisis. The story should indicate
whether this has carried over to other areas of Bush's performance. It
should indicate the advantages or disadvantages it might have for his
legislative agenda. There are many other areas that could be commented
upon so the public understands the meaning of his exceptional performance
during this time of crisis. Reporters and pollsters have caught on to the
ephemeral nature of high approval ratings as a result of his father's
ratings during the Gulf War. Without that I doubt that reporters would be
wise to those effects. <br><br>

But Mike, the point is that reporters should be doing that with almost
all poll results, and not just those where there is a recent example.
Reporting<br>

is more than reciting numbers and illustrating them with quotes.
Reporting is synthesizing facts and putting the facts in context. Most
reporters, in my opinion, are too lazy to do that. It's too easy to just
cite numbers instead of telling me a story.<br>

warren<br>

At 02:15 PM 1/3/2002 -0500, you wrote:<br>

<blockquote type=cite class=cite cite>Warren Mitofsky wrote:<br><br>

&gt; &gt;There is an alternative that may deal with Will's dilemma about
not<br>



wanting to write a number story and the potentially bad effects of
using<br>

quotes. That alternative is to have reporters write stories that
draw<br>

conclusions from the survey data. What they need to do is interpret
the<br>

data. Make a story out of it, instead of just citing numbers. When
they<br>

cite numbers the put the burden on the reader to draw the conclusions.
The<br>

numbers are boring. The conclusions based on those numbers are not.
Rather<br>

than citing either numbers or quotes from respondents the reporters
can<br>

cite news events that fit with the conclusions.&lt;&lt;<br><br>
Journalists accustomed to &quot;objective&quot; reporting might see the
notion of<br>

drawing conclusions as getting uncomfortably close to expressing
opinions, <br>

which journalism-school profs and graybeard editors taught us NOT to do
in<br>

news stories. I encounter this issue in teaching AP reporters how to
cover<br>

state exit polls. I start addressing it by noting how quality
surveys<br>

differ from most other news -- here reporters have scientific raw
material<br>

to work with, rather than having to cite &quot;authorities&quot; who may
have<br>

motivations that color their own conclusions about a subject (and thus
need<br>

to be &quot;balanced&quot; with opposing views). As I see it, poll
reporters' main<br>

tasks are 1) knowing how sampling works so they can interpret the
data<br>

properly, including understanding the limits to a survey's precision,
and<br>

2) providing necessary context -- trend data, news events, etc -- that
give<br>

the numbers meaning.<br><br>

Borrowing from social science, I also suggest to poll reporters that

they<br>

start with a hypothesis -- yup, the &quot;preconceived notioné&quot; that
the j-school<br>

profs warned against -- and see if the data support it or not. The
surprise<br>

of a knocked-down hypothesis can wind up being the big news. Example
for<br>

the ages: Clinton job approval despite Lewinsky.<br><br>

I must say that these days I see fairly few news stories about polls --
or<br>

press releases from pollsters, for that matter -- that simply cite
numbers<br>

without providing at least some context, if not full-blown
analysis.<br><br>

Quotes complement the analysis by amplifying key results, which
helps<br>



reporters &amp; readers draw conclusions. But journalists need to avoid
giving<br>

undue weight to a good quote if it doesn't reflect a prevalent view in
the<br>

poll. In other words, you wouldn't do the he said/she said balancing act
in<br>

a poll story if the data don't merit it. I'd also say it should be<br>
disclosed in the story that quotes come from poll respondents who
consented<br>

to being interviewed or from people who were not in the poll sample, as
the<br>

case may be.<br><br>

Mike Mokrzycki, AP</blockquote><br>

<div align="center">

Mitofsky International<br>

1 East 53rd Street - 5th Floor<br>

New York, NY 10022<br>

<br>

212 980-3031 Phone<br>

212 980-3107 FAX&nbsp; &nbsp; <br>

mitofsky@mindspring.com <br>

<font color="#0000FF"><a href="http://www.mitofskyinternational.com/"
eudora="autourl">http://</a>www.MitofskyInternational<a
href="http://www.mitofskyinternational.com/" eudora="autourl">.com<br>

<br>
</a></font></div>
</html>

-- 17454355==_ .ALT--

Date: Thu, 3 Jan 2002 18:09:59 EST
From: JAnnSelzer@aol.com

Subject: Opinions about research
To: aapornet@usc.edu

--partl cc.45dfbfc.29663ec’7 boundary

I'm moving forward with a demonstration project on how data collection
methods affect response rates--and more importantly, the quality of the
data.

More on all that another time.

I thought I'd pose this to the list. We'll have time/space in these surveys

to ask about attitudes toward surveys, how frequently the respondent
cooperates/opts out, whether their attitudes toward cooperating with surveys

would differ if there were no such thing as telemarketing . . . and so on.
At this stage, I'm collecting suggestions for questions gauging respondents'

attitudes toward data collection. I'd welcome your input. JAS



J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

--partl cc.45dfbfc.29663ec’7 boundary

<HTML><FONT FACE=arial,helvetica><BODY BGCOLOR="#ffffff"><FONT
style="BACKGROUND-COLOR: #ffffff" SIZE=2>I'm moving forward with a
demonstration project on how data collection methods affect response
rates--and more importantly, the quality of the data.&nbsp; More on all that
another time.é&nbsp; <BR>

<BR>

I thought I'd pose this to the list.é&nbsp; We'll have time/space in these
surveys to ask about attitudes toward surveys, how frequently the respondent
cooperates/opts out, whether their attitudes toward cooperating with surveys
would differ if there were no such thing as telemarketing . . . and so
on.&nbsp; At this stage, I'm collecting suggestions for questions gauging
respondents' attitudes toward data collection.é&nbsp; I'd welcome your
input.&nbsp; JAS<BR>

<BR>

J. Ann Selzer, Ph.D.<BR>

Selzer &amp; Company, Inc.<BR>

Des Moines<BR>

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com<BR>

Visit our website at www.SelzerCo.com</FONT></HTML>

--partl cc.45dfbfc.29663ec7 boundary--

Date: Thu, 03 Jan 2002 16:11:04 -0800
From: "Ellen Gordon" <gordon.e@ghc.org>
To: <aapornet@usc.edu>

Subject: email w/ virus
Content-Disposition: inline

I just received an email from Margarita Rodriguez with the subject line
"China's Leader Urges Access..."

Our virus detection software alerted me that the email had a virus that
could not be cleaned and the email was successfully "quarantined", meaning I
did not receive the body of the email.

Ellen

Date: Thu, 3 Jan 2002 19:12:26 -0500

From: "Mark David Richards" <mark@bisconti.com>
To: <aapornet@usc.edu>

Subject: RE: email w/ virus

In-Reply-To: <sc3482a5.086@R0OC403.ghc.org>

I received a virus from the same person that was also quarantined, however,
the subject line was different (it appears to be similar to something I



posted to aapornet last year). Mark Richards

————— Original Message-----

From: owner-aapornet@usc.edu [mailto:owner-aapornet@usc.edu]On Behalf Of
Ellen Gordon

Sent: Thursday, January 03, 2002 7:11 PM

To: aapornet@usc.edu

Subject: email w/ virus

I just received an email from Margarita Rodriguez with the subject line
"China's Leader Urges Access..."

Our virus detection software alerted me that the email had a virus that
could not be cleaned and the email was successfully "quarantined", meaning I

did not receive the body of the email.

Ellen

Date: Thu, 03 Jan 2002 19:36:05 -0500
From: Jan Werner <jwerner@jwdp.com>
Reply-To: jwerner@jwdp.com

To: aapornet@usc.edu

Subject: Re: email w/ virus

References: <sc3482a5.086@ROC403.ghc.org>

I also just received an email containing a script virus from the same
sender with a different subject header "Re: US Representative cities"
which, if I am not mistaken, refers to an actual recent AAPORNET
message.

Some of these virus writers seem to be getting pretty good at trying to
fool people into launching their vicious wares.

Once again, if you use any variant of Outlook as your email client, it
is imperative to have a virus checker on your email and to update its
virus information files frequently.

Jan Werner
jwerner@jwdp.com

Ellen Gordon wrote:

>

> I just received an email from Margarita Rodriguez with the subject line
"China's Leader Urges Access..."

> Our virus detection software alerted me that the email had a virus that
could not be cleaned and the email was successfully "quarantined", meaning I
did not receive the body of the email.

>
> Ellen

Date: Thu, 3 Jan 2002 16:56:53 -0800
From: "Voigt, Lynda" <lvoigt@fhcrc.org>



To: "'AAPORNET'" <aapornet@usc.edu>
Subject: CAPI coding of occupation and industry

We have coded occupation and industry by hand in the past. We will be
fielding a study using BLAISE software for CAPI (in-person interviews) that
will include occupation and industry. The Blaise look-up system will be a
little slow for this coding in the field. What systems are others using
that incorporate the latest NAICS and SOC codes?

thanks!

Lynda F. Voigt, Ph.D.

Senior Staff Scientist,

Fred Hutchinson Cancer Research Center
Seattle, WA

lvoigt@fhcrc.org

Date: Thu, 3 Jan 2002 17:33:10 -0800 (PST)
From: James Beniger <beniger@rcf.usc.edu>
To: <aapornet@usc.edu>

Subject: Re: email w/ virus

In-Reply-To: <sc3482a5.086Q@ROC403.ghc.org>

I received precisely the same email that Ellen describes here, and only
seven
minutes after Ellen posted her message.

Jim
* Xk Kk Kk Kk kK

On Thu, 3 Jan 2002, Ellen Gordon wrote:

> I just received an email from Margarita Rodriguez with the subject line
"China's Leader Urges Access..."

> Our virus detection software alerted me that the email had a virus that
could not be cleaned and the email was successfully "quarantined", meaning I
did not receive the body of the email.

>
> Ellen
>
>

Date: Thu, 3 Jan 2002 17:32:48 -0800

From: Leora Lawton <llawton@informative.com>
To: "'aapornet@usc.edu'" <aapornet@usc.edu>
Subject: RE: email w/ virus

The one I got was sent from calsurvey.com, and I wrote to their webmaster to

alert them of it.



leora

Leora Lawton, Ph.D.

Director of Research

t | 650.534.1080

f | 650.534.1020
llawton@informative.com

————— Original Message-----

From: James Beniger [mailto:beniger@rcf.usc.edul
Sent: Thursday, January 03, 2002 5:33 PM

To: aapornet@usc.edu

Subject: Re: email w/ virus

I received precisely the same email that Ellen describes here, and only
seven minutes after Ellen posted her message.

Jim
* Xk Kk Kk Kk kK

On Thu, 3 Jan 2002, Ellen Gordon wrote:

> I just received an email from Margarita Rodriguez with the subject line
"China's Leader Urges Access..."

> Our virus detection software alerted me that the email had a virus that
could not be cleaned and the email was successfully "quarantined", meaning I

did not receive the body of the email.
>

> Ellen

>

>

Date: Thu, 3 Jan 2002 22:54:08 -0500

From: "Albert Biderman" <abider@american.edu>

To: "AAPORNET" <aapornet@usc.edu>

Subject: Contradictions (was Re: ABC Poll..., Confidentiality, etc.
boundary="----= NextPart 000 003F 01C194A9.8D592CAQ"

This is a multi-part message in MIME format.
—————— = NextPart 000 003F 01C194A9.8D592CA0Q

I appreciate the responsiveness of many of the posts to the pragmatic =



professional issues despite the change of thread subject to =
"Confidentiality."

The theoretical concerns of my original post remain even when no =
identifiable individual is associated with the direct quotes from =
respondents used in a report and when no one had broken any promises =
made to gain respondents' co-operation, including promises akin to the =
"no salesman will call" pitch of the telemarketer. In a way, the ethical
concerns with rights of human subjects divert attention from the fact =
that respondent privacy and confidentiality are as much or more rights =
or privileges of the pollster and the reporter as of the respondent. =
They are essential for preventing censoring (in the statistical sense)
of respondents or responses or the intrusion of any relevance of =
sensoriousness into the atmosphere of the interview. As Don cogently =
sensed, do we want willingness to waive confidentiality to affect the
chances of representation of respondents or responses in a report?.=20

One might, however, see an ethical implication in the suggestion, to put
it most crudely, that pollsters may be befouling their own nest by =
reporting polls in a manner - -

that confuses the public regarding what polls are all about and what
one's role is if asked to be a respondent,=20

that suggests, to bosses, editors and one's own professional =
self-concept, that aggregated poll reporting is inherently dull and =
needs spicing up by individuation,

that requires a direct quote from Joe Albright, Age 65, an =
embalmer's assistant in Chillicothe Ohio, to convey the meaning of poll
questions better than do the text and context uniformly presented to =
respondents. (Perhaps my view is colored by having listened to Bob and =
Ray "interviews" once too often.)=20

An exception to sticking to the instrument in reporting can occur when =
one notes that there has been a failure in pretesting and one finds many =
respondents balking at being led down a garden path which the instrument =
has prepared for them. Quotes can illustrate difficulties some =
respondents may have had in fitting theit experiences or views to the =
instrument's mold.

The observation that reader interest falls off unless personalization is
added leaves Warren and me cold until we are assured that this is true =
even after the best efforts have been made to do studies constructed and
reported in ways that grab interest of audiences who have come to an =
educated acquired taste for that kind of copy. I included a cite to the =
Washington Post report of the same poll because it made more liberal use
of identified direct quotes than did the Will Lester AP story copied in =
Beniger's original message. If one can hold reader interest through =
seven graphs with poll material, only, as the Post did, can adding on =
the non-anonymous stuff beginning at the 8th graph be all that crucial? =
Lester waited only to the 7th graph to juice up his "dry numbers." =
(Don's phrase). But his numbers can be seen as potentially dripping with
meaning. imparted by the items and context of an artfully-designed =
questionnaire?

Albert Biderman



abider@american.edu
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<P>I appreciate the responsiveness of many of the posts to the pragmatic

professional issues despite the change of thread subject to=20
"Confidentiality."</P>

<P>The theoretical concerns of my original post remain even when no =
identifiable=20

individual is associated with the direct quotes from respondents used in =
a=20

report and when no one had broken any promises made to gain =
respondents&#8217;=20

co-operation, including promises akin to the "no salesman will call" =
pitch o0f=20

the telemarketer. In a way, the ethical concerns with rights of human =
subjects=20

divert attention from the fact that respondent privacy and =
confidentiality are=20

as much or more rights or privileges of the pollster and the reporter as =
of the=20

respondent. They are essential for preventing censoring (in the =
statistical=20

sense) of respondents or responses or the intrusion of any relevance of=20
sensoriousness into the atmosphere of the interview.&nbsp; As Don =
cogently=20

sensed, do we want willingness to waive confidentiality to affect the =
chances 0f=20

representation of respondents or responses in a report?. </P>

<P>One might, however, see an ethical implication in the suggestion, to =
put it=20

most crudely, that pollsters may be befouling their own nest by =
reporting polls=20

in a manner - -</P>

<P>&nbsp; &nbsp; &nbsp; that confuses the public regarding what polls are =
all=20

about and what one&#8217;s role is if asked to be a respondent, </P>
<P>&nbsp; &nbsp; &nbsp; that suggests, to bosses, editors and one&#8217;s =
own=20

professional self-concept, that aggregated poll reporting is inherently =
dull and=20

needs spicing up by individuation,</P>



<P>&nbsp; &nbsp; &nbsp; that requires a direct quote from Joe Albright,
Age 65, an=20

embalmer&#8217;s assistant in Chillicothe Ohio, to convey the meaning
of&nbsp; poll=20

questions better than do the&nbsp;text and context uniformly presented =
to=20

respondents. (Perhaps my view is colored by having listened to Bob and =
Ray=20

"interviews" once too often.) </P>

<P>An exception to sticking to the instrument in reporting can occur =
when one=20

notes that there has been a failure in pretesting and one finds many
respondents=20

balking at being led down a garden path which the instrument has =
prepared for=20

them. &nbsp; &nbsp; Quotes can illustrate difficulties some respondents =
may have=20

had in fitting theit experiences or views to the instrument's mold.</P>
<P>The observation that reader interest falls off unless personalization =
is=20

added leaves Warren and me cold until we are assured that this is true =
even=20

after the best efforts have been made to do studies constructed and =
reported in=20

ways that grab interest of audiences who have come to an educated =
acquired taste=20

for that kind of copy. I included a cite to the Washington Post report
of the=20

same poll because it made more liberal use of identified direct quotes =
than did=20

the Will Lester AP story copied in Beniger&#8217;s original message. If =
one can hold=20

reader interest through seven graphs with poll material, only, as the =
Post did,=20

can adding on the non-anonymous stuff beginning at the 8<SUP>th</SUP> =
graph be=20

all that crucial? Lester waited only to the 7<SUP>th</SUP> graph to
juice up his=20

"dry numbers." (Don&#8217;s phrase). But his numbers can be seen as
potentially=20

dripping with meaning. imparted by the items and context of an =
artfully-designed=20

questionnaire?</P>

<P>Albert Biderman</P>

<P><A href=3D"mailto:abider@american.edu">abider@american.edu</A></P>
<P>&nbsp; </P></FONT></DIV></BODY></HTML>
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Date: Fri, 04 Jan 2002 10:02:29 -0500
From: Will Lester <wlester@ap.org>
To: aapornet@usc.edu
Subject: Re: drawing conclusions (was Re: Confidentiality)
References: <5.1.0.14.2.20020103175216.02849440@mail.mindspring.com>
01/04/2002 10:12:36 AM,
Serialize by Router on CTCMaill/TheAP(Release 5.0.5 |September 22,



2000) at
01/04/2002 10:12:38 AM,
Serialize complete at 01/04/2002 10:12:38 AM,
Itemize by SMTP Server on APRelay2/TheAP (Release 5.0.6a |January 17,
2001) at
01/04/2002 09:51:47 AM,
Serialize by Router on APRelay2/TheAP (Release 5.0.6a |January 17,
2001) at
01/04/2002 09:51:50 AM,
Serialize complete at 01/04/2002 09:51:50 AM

warren:

we already try to synthesize the poll data in every poll story we do.
The quotes still give it a human context that make it far more readable
and marketable to newspaper editors.

I might have oversimplified my reasoning for the quotes in the earlier
post, but the caution on making sure the quotes accurately blend with
the findings of the poll are well taken, and I try to do that now.
because of this intriguing string I will be even more conscious of that
issue.

the concern raised by several that it should be clear that the people
agreed to be called back is a good one. The question about the callback
is always asked after the main poll questions, so it shouldn't influence
their answers. And we get a large pool of people willing to talk about
the poll, so it's not like we have to pick from a handful who want to
make a speech.

cheers

Warren Mitofsky wrote:

Mike,

Drawing conclusions from survey data is not the same thing as
expressing opinions. Reporters synthesize facts in almost every story.
They gather information, they synthesize it, and then they tell a
story. That is what I think they should be doing with results from
polls. They should not just be reporting numbers or quotes from
respondents. Context for the survey results is a good start, but that
is not enough.

For example, to report on the President's extremely high approval
rating as just high numbers is not adequate reporting. It should be
compared to other presidents during times of crisis. The story should
indicate whether this has carried over to other areas of Bush's
performance. It should indicate the advantages or disadvantages it
might have for his legislative agenda. There are many other areas that
could be commented upon so the public understands the meaning of his
exceptional performance during this time of crisis. Reporters and
pollsters have caught on to the ephemeral nature of high approval
ratings as a result of his father's ratings during the Gulf War.
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Without that I doubt that reporters would be wise to those effects.

But Mike, the point is that reporters should be doing that with almost
all poll results, and not just those where there is a recent example.
Reporting

is more than reciting numbers and illustrating them with quotes.
Reporting is synthesizing facts and putting the facts in context. Most
reporters, in my opinion, are too lazy to do that. It's too easy to
just cite numbers instead of telling me a story.

warren

At 02:15 PM 1/3/2002 -0500, you wrote:
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Warren Mitofsky wrote:

>>There is an alternative that may deal with Will's dilemma about
not

wanting to write a number story and the potentially bad effects of
using

quotes. That alternative is to have reporters write stories that
draw

conclusions from the survey data. What they need to do is interpret
the

data. Make a story out of it, instead of just citing numbers. When
they

cite numbers the put the burden on the reader to draw the
conclusions. The

numbers are boring. The conclusions based on those numbers are not.
Rather

than citing either numbers or quotes from respondents the reporters
can

cite news events that fit with the conclusions.<<

Journalists accustomed to "objective" reporting might see the notion
of

drawing conclusions as getting uncomfortably close to expressing
opinions,

which journalism-school profs and graybeard editors taught us NOT to
do in

news stories. I encounter this issue in teaching AP reporters how to
cover

state exit polls. I start addressing it by noting how quality
surveys

differ from most other news -- here reporters have scientific raw
material

to work with, rather than having to cite "authorities" who may have
motivations that color their own conclusions about a subject (and
thus need

to be "balanced" with opposing views). As I see it, poll reporters'
main

tasks are 1) knowing how sampling works so they can interpret the
data

properly, including understanding the limits to a survey's
precision, and

2) providing necessary context -- trend data, news events, etc --
that give

the numbers meaning.



Borrowing from social science, I also suggest to poll reporters that
they

start with a hypothesis -- yup, the "preconceived notion" that the
j-school

profs warned against -- and see if the data support it or not. The
surprise

of a knocked-down hypothesis can wind up being the big news. Example
for

the ages: Clinton job approval despite Lewinsky.

I must say that these days I see fairly few news stories about polls
-- or

press releases from pollsters, for that matter -- that simply cite
numbers

without providing at least some context, if not full-blown analysis.

Quotes complement the analysis by amplifying key results, which
helps

reporters & readers draw conclusions. But journalists need to avoid
giving

undue weight to a good quote if it doesn't reflect a prevalent view
in the

poll. In other words, you wouldn't do the he said/she said balancing
act in

a poll story if the data don't merit it. I'd also say it should be
disclosed in the story that quotes come from poll respondents who
consented

to being interviewed or from people who were not in the poll sample,
as the

case may be.

VVVVVVVVVVVVVVVVVVVVVVVYVYVVVYVYVYVYVYV

Mike Mokrzycki, AP

Mitofsky International
1 East 53rd Street - 5th Floor
New York, NY 10022

212 980-3031 Phone
212 980-3107 FAX
mitofsky@mindspring.com
http://www.MitofskyInternational.com
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Date: Fri, 4 Jan 2002 10:30:54 -0500

From: MMokrzycki@ap.org

Subject: Re: drawing conclusions (was Re: Confidentiality)
To: aapornet@usc.edu

Warren, I don't disagree with any of that (although I'll refrain from
commenting on whether most reporters are lazy). I'd simply define "context"

broadly to include the sorts of examples you cite.

Mike Mokrzycki, AP

Warren Mitofsky <mitofsky@mindspring.com>@usc.edu on 01/03/2002 06:06:33 PM

Please respond to aapornet@usc.edu



Sent by: owner-aapornet@usc.edu

To: aapornet@usc.edu
cc:

Subject: Re: drawing conclusions (was Re: Confidentiality)

Mike,

Drawing conclusions from survey data is not the same thing as expressing
opinions. Reporters synthesize facts in almost every story. They gather
information, they synthesize it, and then they tell a story. That is what I
think they should be doing with results from polls. They should not just be
reporting numbers or quotes from respondents. Context for the survey
results is a good start, but that is not enough.

For example, to report on the President's extremely high approval rating as
just high numbers is not adequate reporting. It should be compared to other
presidents during times of crisis. The story should indicate whether this
has carried over to other areas of Bush's performance. It should indicate
the advantages or disadvantages it might have for his legislative agenda.
There are many other areas that could be commented upon so the public
understands the meaning of his exceptional performance during this time of
crisis. Reporters and pollsters have caught on to the ephemeral nature of
high approval ratings as a result of his father's ratings during the Gulf
War. Without that I doubt that reporters would be wise to those effects.

But Mike, the point is that reporters should be doing that with almost all
poll results, and not just those where there is a recent example. Reporting
is more than reciting numbers and illustrating them with quotes. Reporting
is synthesizing facts and putting the facts in context. Most reporters, in
my opinion, are too lazy to do that. It's too easy to just cite numbers
instead of telling me a story.

warren

At 02:15 PM 1/3/2002 -0500, you wrote:

Warren Mitofsky wrote:

>>There is an alternative that may deal with Will's dilemma about not
wanting to write a number story and the potentially bad effects of using
quotes. That alternative is to have reporters write stories that draw
conclusions from the survey data. What they need to do is interpret the
data. Make a story out of it, instead of just citing numbers. When they
cite numbers the put the burden on the reader to draw the conclusions. The
numbers are boring. The conclusions based on those numbers are not. Rather
than citing either numbers or quotes from respondents the reporters can
cite news events that fit with the conclusions.<<

Journalists accustomed to "objective" reporting might see the notion of
drawing conclusions as getting uncomfortably close to expressing opinions,
which journalism-school profs and graybeard editors taught us NOT to do in
news stories. I encounter this issue in teaching AP reporters how to cover
state exit polls. I start addressing it by noting how quality surveys
differ from most other news -- here reporters have scientific raw material



to work with, rather than having to cite "authorities" who may have
motivations that color their own conclusions about a subject (and thus need
to be "balanced" with opposing views). As I see it, poll reporters' main
tasks are 1) knowing how sampling works so they can interpret the data
properly, including understanding the limits to a survey's precision, and
2) providing necessary context -- trend data, news events, etc -- that give
the numbers meaning.

Borrowing from social science, I also suggest to poll reporters that they
start with a hypothesis -- yup, the "preconceived notion" that the j-school
profs warned against -- and see if the data support it or not. The surprise
of a knocked-down hypothesis can wind up being the big news. Example for
the ages: Clinton job approval despite Lewinsky.

I must say that these days I see fairly few news stories about polls -- or
press releases from pollsters, for that matter -- that simply cite numbers
without providing at least some context, if not full-blown analysis.

Quotes complement the analysis by amplifying key results, which helps
reporters & readers draw conclusions. But journalists need to avoid giving
undue weight to a good quote if it doesn't reflect a prevalent view in the
poll. In other words, you wouldn't do the he said/she said balancing act in
a poll story if the data don't merit it. I'd also say it should be
disclosed in the story that quotes come from poll respondents who consented
to being interviewed or from people who were not in the poll sample, as the
case may be.

Mike Mokrzycki, AP
Mitofsky International
1 East 53rd Street - 5th Floor
New York, NY 10022

212 980-3031 Phone
212 980-3107 FAX
mitofsky@mindspring.com
http://www.MitofskyInternational.com

Date: Fri, 4 Jan 2002 11:07:03 -0700
From: Karl Feld <KFeld@humanvoice.com>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>
Subject: RE: Opinions about research
boundary="---- = NextPart 001 01C1954A.9D24D5CQ"

This message is in MIME format. Since your mail reader does not understand
this format, some or all of this message may not be legible.

—————— = NextPart 001 01C1954A.9D24D5CO
Ann,

You might want to duplicate or use some of the work done by CMOR on exactly



this subject. A comparison of results using similar questions would be
useful and you could use CMORs/Walker's trend data back through the years
for measurement purposes. I highly recommend you contact Jane Sheppard of
CMOR to discuss. Jane is at 330-244-8616.

Regards,

Karl G. Feld

Vice President, Research Development
humanvoice, inc.

2155 North Freedom Blvd.

Provo, Utah 84601

p: +1 801 344 5500

f: +1 801 370 1008

e: kfeld@humanvoice.com

Karl's next speaking engagement is ESOMAR Net Effects 5 in Berlin, Germany
on February 3-5. Learn more at

http://www.esomar.nl/seminar progs/NetEffects2002.htm
<http://www.esomar.nl/seminar progs/NetEffects2002.htm>

————— Original Message-----

From: JAnnSelzer@aol.com [mailto:JAnnSelzer@aol.com]
Sent: Thursday, January 03, 2002 4:10 PM

To: aapornet@usc.edu

ubject: Opinions about research

I'm moving forward with a demonstration project on how data collection
methods affect response rates--and more importantly, the quality of the
data. More on all that another time.

I thought I'd pose this to the list. We'll have time/space in these surveys

to ask about attitudes toward surveys, how frequently the respondent
cooperates/opts out, whether their attitudes toward cooperating with surveys

would differ if there were no such thing as telemarketing . . . and so on.
At this stage, I'm collecting suggestions for questions gauging respondents'

attitudes toward data collection. I'd welcome your input. JAS

J. Ann Selzer, Ph.D.

Selzer & Company, Inc.

Des Moines

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com

Visit our website at www.SelzerCo.com

—————— = NextPart 001 01C1954A.9D24D5CO
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Date: Fri, 4 Jan 2002 11:12:37 -0700

From: Karl Feld <KFeld@humanvoice.com>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>
Subject: RE: Callbacks

Scott, I recall an OSU presentation at AAPOR in the last couple of years
which addressed exactly these issues. If you comb back through the annual
conference programs or contact the research folks at 0SU, I'm sure they'll
be able to produce the paper for you.

Regards,

Karl G. Feld

Vice President, Research Development
humanvoice, inc.

2155 North Freedom Blvd.

Provo, Utah 84601

p: +1 801 344 5500

f: +1 801 370 1008

e: kfeld@humanvoice.com

Karl's next speaking engagement is ESOMAR Net Effects 5 in Berlin, Germany
on February 3-5. Learn more at
http://www.esomar.nl/seminar progs/NetEffects2002.htm

————— Original Message-----

From: Scott McBride [mailto:hcmresch@erols.com]
Sent: Thursday, January 03, 2002 2:08 PM

To: aapornet@usc.edu

Subject: Re: Callbacks



Is there any type of industry standard regarding callbacks on RDD and/or
listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn up
anything. I remember reading an article about how the productivity of call
attempts drops off significantly after 3 callbacks, but I was looking for a
supporting study or article. Also any comments on how the number of
callbacks influences project costs. Since few firms leave return numbers on

answering machines, are answering machines in effect treated as a respondent

not available and thus count as one callback. Thanks in advance for your
help.

Scott McBride

Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax

Date: Fri, 4 Jan 2002 13:14:39 -0500

From: "Allen Barton" <allenbarton@mindspring.com>

To: <aapornet@usc.edu>

Subject: Assumed effects of respondent quotes in poll stories

My God -- all this speculation about the possible negative or positive
effects of quotations from respondents in newspaper stories reporting
surveys. Aren't we researchers? Couldn't we run a dozen or so experimental
focus groups exposing some to news stories with quotes and some without, and

then see how interesting they thought the stories were, how they interpreted

the survey results (e.g. did giving pro and con quotes make them feel that
opinion was equally divided), whether they were worried about
confidentiality of survey interviews, "what they thought polls are all about

", how they see the respondent's role, etc etc?

On the University of Chicago Jury project we examined how experimental
jurors exposed to different versions of a taped reenactment of a case
responded to the presence or absence of a judge's instruction to ignore
certain testimony, how they responded to the McNaughten insanity rule vs.
the proposed new rule, and such by seeing how it affect their deliberations
and their verdicts. Of course we used real members of jury pools in real
courtrooms and transcribed the deliberations and it was all very expensive.
But testing response of newspaper readers to different was of presenting
poll data is a cheapy, and might well be combined with the kind of
readership research people do every day.

Allen Barton Retired researcher Chapel Hill, NC

Date: Fri, 04 Jan 2002 13:24:40 -0500
To: aapornet@usc.edu



From: "Robert D. Putnam" <robert putnam@harvard.edu>
Subject: RE: Callbacks
In-Reply-To: <C7D496BDFDBEE745BB21226605670F510B2F6F@nehor.office.humanv
oice.net>
boundary=" ~ 83731830==_.ALT"

-~ 83731830==_.ALT

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks. I did an exhaustive, unpublished
examination of the productivity of the later call-backs. Of the
interviews eventually completed, here are the cumulative percentages
completed at each call-back.

124%
240%
353%
462%
569%
674%
778%
882%
985%
1087%

Thus, there was no significant drop-off after 3 callbacks. Generally
speaking, respondents reached in the earlier call-backs were somewhat older
and more likely to be white than those reached in the later call-backs.

Bob Putnam

>————= Original Message-----

>From: Scott McBride [mailto:hcmresch@erols.com]

>Sent: Thursday, January 03, 2002 2:08 PM

>To: aapornet@usc.edu

>Subject: Re: Callbacks

>

>

>Is there any type of industry standard regarding callbacks on RDD and/or
>listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn up

>anything. I remember reading an article about how the productivity of call
>attempts drops off significantly after 3 callbacks, but I was looking for a

>supporting study or article. Also any comments on how the number of
>callbacks influences project costs. Since few firms leave return numbers
on

>answering machines, are answering machines in effect treated as a
respondent

>not available and thus count as one callback. Thanks in advance for your
>help.

>

>Scott McBride

>Hollander Cohen & McBride

>22 West Rd., Suite 301

>Towson, Maryland 21204



>410-337-2121
>410-337-2129 fax

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>

--  83731830==_.ALT

<html>

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks.é&nbsp; I did an exhaustive, unpublished
examination of the productivity of the later
call-backs.&nbsp; &nbsp; &nbsp; Of the interviews eventually completed,
here are the cumulative percentages completed at each
call-back.<br><br>

<table border=0>

<tr><td width=79><font face="Arial, Helvetica">1<td width=82>24%</td></tr>
<tr><td width=79>2<td width=82>40%</td></tr>

<tr><td width=79>3<td width=82>53%</td></tr>

<tr><td width=79>4<td width=82>62%</td></tr>

<tr><td width=79>5<td width=82>69%</td></tr>

<tr><td width=79>6<td width=82>74%</td></tr>

<tr><td width=79>7<td width=82>78%</td></tr>

<tr><td width=79>8<td width=82>82%</td></tr>

<tr><td width=79>9<td width=82>85%</td></tr>

<tr><td width=79>10<td width=82>87%</td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

</font></table>

<br>

Thus, there was no significant drop-off after 3 callbacks.é&nbsp;
Generally speaking, respondents reached in the earlier call-backs were
somewhat older and more likely to be white than those reached in the
later call-backs.<br><br>

Bob Putnam<br><br>

<blockquote type=cite class=cite cite>----- Original Message----- <br>
From: Scott McBride

[<a href="mailto:hcmresch@erols.com"
eudora="autourl">mailto:hcmresch@erols.com</a>]<br>

Sent: Thursday, January 03, 2002 2:08 PM<br>

To: aapornet@usc.edu<br>

Subject: Re: Callbacks<br><br>

<br>

Is there any type of industry standard regarding callbacks on RDD
and/or<br>

listed samples?&nbsp; I tried to search CMOR, MRA, and AAPOR, but didn't
turn up<br>

anything. &nbsp; I remember reading an article about how the productivity
of call<br>



attempts drops off significantly after 3 callbacks, but I was looking for
a<br>

supporting study or article.é&nbsp; Also any comments on how the number
of<br>

callbacks influences project costs.é&nbsp; Since few firms leave return
numbers on<br>

answering machines, are answering machines in effect treated as a
respondent<br>

not available and thus count as one callback.é&nbsp; Thanks in advance for
your<br>

help.<br><br>

Scott McBride<br>

Hollander Cohen &amp; McBride<br>

22 West Rd., Suite 301<br>

Towson, Maryland&nbsp; 21204<br>

410-337-2121<br>

410-337-2129 fax </blockquote><br>

<br>

<div>Robert D. Putnam</div>

<div>Malkin Professor of Public Policy</div>

<div>Kennedy School of Government</div>

<div>Harvard University</div>

<div>Cambridge, MA 02138</div>

&1lt;<a href="http://ksgwww.harvard.edu/saguaro/"
EUDORA=AUTOURL>http://ksgwww.harvard.edu/saguaro/</a>&gt;

</html>

- ~ 83731830==_.ALT--

Date: Fri, 04 Jan 2002 12:52:29 -0600
From: smitht@norcmail.uchicago.edu
To: <aapornet@usc.edu>

Subject: Re[2]: Callbacks

--simple boundary
Content-Description: "cc:Mail Note Part"

Bob, could you explain these numbers a little more? First, the last
number can't be 109%. Second, are these calls 1-9 and then 10+? Third,
the percentages accumulated at such a constant rate (about 10
percentage points at each step) that this looks suspicious.

Reply Separator

Subject: RE: Callbacks
Author: <aapornet@usc.edu> at INTERNET
Date: 1/4/02 1:24 PM

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks. I did an exhaustive, unpublished



examination of the productivity of the later call-backs. Of the
interviews eventually completed, here are the cumulative percentages
completed at each call-back.

124%
240%
353%
462%
569%
674%
778%
882%
985%
1087%

Thus, there was no significant drop-off after 3 callbacks. Generally
speaking, respondents reached in the earlier call-backs were somewhat older
and more likely to be white than those reached in the later call-backs.

Bob Putnam

>————= Original Message-----

>From: Scott McBride [mailto:hcmresch@erols.com]

>Sent: Thursday, January 03, 2002 2:08 PM

>To: aapornet@usc.edu

>Subject: Re: Callbacks

>

>

>Is there any type of industry standard regarding callbacks on RDD and/or
>listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn up

>anything. I remember reading an article about how the productivity of call
>attempts drops off significantly after 3 callbacks, but I was looking for a

>supporting study or article. Also any comments on how the number of
>callbacks influences project costs. Since few firms leave return numbers
on

>answering machines, are answering machines in effect treated as a
respondent

>not available and thus count as one callback. Thanks in advance for your
>help.

>

>Scott McBride

>Hollander Cohen & McBride

>22 West Rd., Suite 301

>Towson, Maryland 21204

>410-337-2121

>410-337-2129 fax

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government
Harvard University

Cambridge, MA 02138



<http://ksgwww.harvard.edu/saguaro/>

--simple boundary
Content-Description: "cc:Mail Note Part"

<html>

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks.é&nbsp; I did an exhaustive, unpublished
examination of the productivity of the later
call-backs.&nbsp; &nbsp; &nbsp; Of the interviews eventually completed,
here are the cumulative percentages completed at each

call-back.<br><br>

<table border=0>

<tr><td width=79><font face="Arial, Helvetica">1<td width=82>24%</td></tr>
<tr><td width=79>2<td width=82>40%</td></tr>

<tr><td width=79>3<td width=82>53%</td></tr>

<tr><td width=79>4<td width=82>62%</td></tr>

<tr><td width=79>5<td width=82>69%</td></tr>

<tr><td width=79>6<td width=82>74%</td></tr>

<tr><td width=79>7<td width=82>78%</td></tr>

<tr><td width=79>8<td width=82>82%</td></tr>

<tr><td width=79>9<td width=82>85%</td></tr>

<tr><td width=79>10<td width=82>87%</td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

<tr><td width=79><td width=82></td></tr>

</font></table>

<br>

Thus, there was no significant drop-off after 3 callbacks.é&nbsp;
Generally speaking, respondents reached in the earlier call-backs were
somewhat older and more likely to be white than those reached in the
later call-backs.<br><br>

Bob Putnam<br><br>

<blockquote type=cite class=cite cite>----- Original Message----- <br>
From: Scott McBride

[<a href="mailto:hcmresch@erols.com"
eudora="autourl">mailto:hcmresch@erols.com</a>]<br>

Sent: Thursday, January 03, 2002 2:08 PM<br>

To: aapornet@usc.edu<br>

Subject: Re: Callbacks<br><br>

<br>

Is there any type of industry standard regarding callbacks on RDD
and/or<br>

listed samples?&nbsp; I tried to search CMOR, MRA, and AAPOR, but didn't
turn up<br>

anything. &nbsp; I remember reading an article about how the productivity
of call<br>

attempts drops off significantly after 3 callbacks, but I was looking for
a<br>

supporting study or article.é&nbsp; Also any comments on how the number
of<br>

callbacks influences project costs.é&nbsp; Since few firms leave return
numbers on<br>



answering machines, are answering machines in effect treated as a
respondent<br>

not available and thus count as one callback.é&nbsp; Thanks in advance for
your<br>

help.<br><br>

Scott McBride<br>

Hollander Cohen &amp; McBride<br>

22 West Rd., Suite 301<br>

Towson, Maryland&nbsp; 21204<br>

410-337-2121<br>

410-337-2129 fax </blockquote><br>

<br>

<div>Robert D. Putnam</div>

<div>Malkin Professor of Public Policy</div>

<div>Kennedy School of Government</div>

<div>Harvard University</div>

<div>Cambridge, MA 02138</div>

&lt;<a href="http://ksgwww.harvard.edu/saguaro/"
EUDORA=AUTOURL>http://ksgwww.harvard.edu/saguaro/</a>&gt;

</html>

--simple boundary--

Date: Fri, 4 Jan 2002 14:29:41 -0500 (Eastern Standard Time)
From: tmglp@cms.mail.virginia.edu

To: AAPORnet List server <aapornet@usc.edu>

Subject: Re[2]: Callbacks

I think the tab key on Bob's computer doesn't transmit a signal that we can

interpret on our mailers. I figured out that the first digit is the call

number, and the next two digits are the cumulative percentage in whole

percents. So, the first entry is: «call 1, 24%. Last entry: call 10, 87%.
Tom

On Fri, 04 Jan 2002 12:52:29 -0600 smitht@norcmail.uchicago.edu wrote:

> Bob, could you explain these numbers a little more? First, the last
> number can't be 109%. Second, are these calls 1-9 and then 10+?
Third,

> the percentages accumulated at such a constant rate (about 10

> percentage points at each step) that this looks suspicious.

>

>

> Reply Separator

Subject: RE: Callbacks
Author: <aapornet@usc.edu> at INTERNET
Date: 1/4/02 1:24 PM

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks. I did an exhaustive, unpublished
examination of the productivity of the later call-backs. Of the
interviews eventually completed, here are the cumulative percentages
completed at each call-back.

VVVYVVVYVVYVYVYVYV

124%



240%
353%
462%
569%
674%
778%
882%
985%
1087%

Thus, there was no significant drop-off after 3 callbacks. Generally
speaking, respondents reached in the earlier call-backs were somewhat
older

VVVVVYVYVVYVYVYVYV

> and more likely to be white than those reached in the later call-backs.

>

> Bob Putnam

>

> >————= Original Message-----

> >From: Scott McBride [mailto:hcmresch@erols.com]

> >Sent: Thursday, January 03, 2002 2:08 PM

> >To: aapornet@usc.edu

> >Subject: Re: Callbacks

> >

> >

> >Is there any type of industry standard regarding callbacks on RDD and/or
> >listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn
up

> >anything. I remember reading an article about how the productivity of
call

> >attempts drops off significantly after 3 callbacks, but I was looking for
a
> >supporting study or article. Also any comments on how the number of

> >callbacks influences project costs. Since few firms leave return numbers
on

> >answering machines, are answering machines in effect treated as a
respondent

> >not available and thus count as one callback. Thanks in advance for your

>help.

>

>Scott McBride

>Hollander Cohen & McBride
>22 West Rd., Suite 301
>Towson, Maryland 21204
>410-337-2121
>410-337-2129 fax

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>

VVVVVVVVVYVVYVVYVYVYVYV

Thomas M. Guterbock Voice: (434) 243-5223



NOTE: NEW TELEPHONE AREA CODE CSR Main Number: (434) 243-5222

Center for Survey Research FAX: (434) 243-5233
University of Virginia EXPRESS DELIVERY: 2205 Fontaine Ave
P. O. Box 400767 Suite 303
Charlottesville, VA 22904-4767 e-mail: TomG@virginia.edu

Date: Fri, 4 Jan 2002 14:45:45 -0500

From: "Baker, Amy" <Amy.Baker@edelman.com>
To: "'aapornet@usc.edu'" <aapornet@usc.edu>
Cc: "Judis, Melissa" <Melissa.Judis@edelman.com>

Subject: Position Available: StrategyOne New York
StrategyOne-New York
Account Supervisor/Project Manager

StrategyOne, a corporate positioning, market research and strategic
communications agency, has a position opening for an Account Supervisor -
Project Manager in its New York City office. The ideal candidate for this
position will have at least four years' experience with all aspects of the
quantitative and qualitative research process, with emphasis on gqualitative
experience including original client contact and proposal writing;
developing discussion guides, questionnaires and other research instruments;

coordinating work with third-party data collection vendors and facilities;
moderating focus groups; and designing, developing and presenting finished
analytical reports. A Bachelor's degree and strong writing and
communication skills are required. A solid background in qualitative
research design and experience moderating focus groups is required. Master's

degree in statistics and/or social science research preferred. Previous
experience in communications, public opinion/marketing research, public
relations, advertising agency or academic social research center is highly
desirable.

The successful candidate for this position will be responsible for proposal
writing, project management, and working in collaboration with project
directors and clients. Must be highly organized, adept at managing
multiple projects simultaneously and meeting project deadlines. The ability

to synthesize information in a concise and effective manner is a must, as is

the ability to graphically present research findings using Microsoft
PowerPoint.

For more information about StrategyOne, please visit our website at
www.StrategyOne.net. Position offers excellent benefits/compensation and
the opportunity to work with an exceptional staff and world-class clients.
Forward cover letter and resume to:

Melissa Judis

Edelman Public Relations Worldwide-StrategyOne
202-326-1834 (Fax)

melissa.judis@edelman.com

Date: Fri, 4 Jan 2002 12:10:14 -0800 (PST)



From: James Beniger <beniger@rcf.usc.edu>
To: AAPORNET <aapornet@usc.edu>
Subject: Re[2]: Callbacks (fwd)

This seems to be the essence of it... -- Jim

linear diff

> 1 24% 24 8.7 + 15.3

> 2 40% l6 17.4 - 1.4

> 3 53% 13 26.1 - 13.1

> 4 62% 9 34.8 - 25.8

> 5 69% 7 43.5 - 36.5

> 6 74% 5 52.2 - 47.2

> 7 78% 4 60.9 - 56.9

> 8 82% 4 69.6 - 65.6

> 9 85% 3 78.3 - 75.3

>10 87% 2 87.0 - 85.0

>

* Xk Kk Kk Kk kK

> Thus, there was no significant drop-off after 3 callbacks. Generally

> speaking, respondents reached in the earlier call-backs were somewhat
older
and more likely to be white than those reached in the later call-backs.

Bob Putnam

>
>
>
>
> >————= Original Message-----

> >From: Scott McBride [mailto:hcmresch@erols.com]

> >Sent: Thursday, January 03, 2002 2:08 PM

> >To: aapornet@usc.edu

> >Subject: Re: Callbacks

> >

> >

> >Is there any type of industry standard regarding callbacks on RDD and/or
> >listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn
up

> >anything. I remember reading an article about how the productivity of
call

> >attempts drops off significantly after 3 callbacks, but I was looking for
a

> >supporting study or article. Also any comments on how the number of

> >callbacks influences project costs. Since few firms leave return numbers
on

> >answering machines, are answering machines in effect treated as a
respondent

> >not available and thus count as one callback. Thanks in advance for your

> >help.
> >



>Scott McBride

>Hollander Cohen & McBride
>22 West Rd., Suite 301
>Towson, Maryland 21204
>410-337-2121
>410-337-2129 fax

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>

VVVVVVYVVVYVYVYVYVYVYV

Thomas M. Guterbock Voice: (434) 243-5223
NOTE: NEW TELEPHONE AREA CODE CSR Main Number: (434) 243-5222
Center for Survey Research FAX: (434) 243-5233
University of Virginia EXPRESS DELIVERY: 2205 Fontaine Ave
P. O. Box 400767 Suite 303
Charlottesville, VA 22904-4767 e-mail: TomG@virginia.edu

Date: Fri, 04 Jan 2002 15:07:11 -0500

To: aapornet@usc.edu

From: "Robert D. Putnam" <robert putnam@harvard.edu>

Subject: Re[2]: Callbacks

In-Reply-To: <0201041010.AA1010170350@norcmail.uchicago.edu>
boundary="===================== - 90410423==_.ALT"

- 90410423==_.ALT

The formatting in the message as received at your end was off, Tom. The
first digit in each row should have been separated by a tab from the rest
of the row, like this 1<tab>24%.

Thus, for example, by call-back #9 (actually, the tenth call) we had
interviewed 87% of those whom we would ever reach, even by call-back

#25. I did not bother to show the cumulative returns all the way up to the
25th call-back, because each additional call-back in that range was
generating only 1-2 percent in additional respondents.

At 12:52 PM 1/4/2002 -0600, you wrote:

> Bob, could you explain these numbers a little more? First, the last
> number can't be 109%. Second, are these calls 1-9 and then 10+?
Third,

> the percentages accumulated at such a constant rate (about 10

> percentage points at each step) that this looks suspicious.

>

>

> Reply Separator

>

>Subject: RE: Callbacks
>Author: <aapornet@usc.edu> at INTERNET



>Date: 1/4/02 1:24 PM

>

>

>TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
>2000, with up to 25 callbacks. I did an exhaustive, unpublished
>examination of the productivity of the later call-backs. Of the
>interviews eventually completed, here are the cumulative percentages
>completed at each call-back.

>

>124%

>240%

>353%

>462%

>569%

>674%

>T778%

>882%

>985%

>1087%

>

>Thus, there was no significant drop-off after 3 callbacks. Generally
>speaking, respondents reached in the earlier call-backs were somewhat older

>and more likely to be white than those reached in the later call-backs.
>
>Bob Putnam

>

> >————= Original Message-----

> >From: Scott McBride [mailto:hcmresch@erols.com]

> >Sent: Thursday, January 03, 2002 2:08 PM

> >To: aapornet@usc.edu

> >Subject: Re: Callbacks

> >

> >

> >Is there any type of industry standard regarding callbacks on RDD and/or
> >listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn
up

> >anything. I remember reading an article about how the productivity of
call

> >attempts drops off significantly after 3 callbacks, but I was looking for
a
> >supporting study or article. Also any comments on how the number of

> >callbacks influences project costs. Since few firms leave return numbers
on

> >answering machines, are answering machines in effect treated as a
respondent

> >not available and thus count as one callback. Thanks in advance for your

>help.

>

>Scott McBride

>Hollander Cohen & McBride
>22 West Rd., Suite 301
>Towson, Maryland 21204
>410-337-2121
>410-337-2129 fax

VVVYVVYVYVVYV



>

>Robert D. Putnam

>Malkin Professor of Public Policy

>Kennedy School of Government

>Harvard University

>Cambridge, MA 02138

><http://ksgwww.harvard.edu/saguaro/>

>

>TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
>2000, with up to 25 callbacks. I did an exhaustive, unpublished
>examination of the productivity of the later call-backs. Of the
>interviews eventually completed, here are the cumulative percentages
>completed at each call-back.

>

>124%

>240%

>353%

>462%

>569%

>674%

>T778%

>882%

>985%

>1087%

>

>Thus, there was no significant drop-off after 3 callbacks. Generally
>speaking, respondents reached in the earlier call-backs were somewhat
>older and more likely to be white than those reached in the later
call-backs.

>

>Bob Putnam

>

>>————= Original Message—-----

>>From: Scott McBride [mailto:hcmresch@erols.com]

>>Sent: Thursday, January 03, 2002 2:08 PM

>>To: aapornet@usc.edu

>>Subject: Re: Callbacks

>>

>>

>>Is there any type of industry standard regarding callbacks on RDD and/or
>>listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn
up

>>anything. I remember reading an article about how the productivity of
call

>>attempts drops off significantly after 3 callbacks, but I was looking for
a

>>supporting study or article. Also any comments on how the number of
>>callbacks influences project costs. Since few firms leave return numbers
on

>>answering machines, are answering machines in effect treated as a
respondent

>>not available and thus count as one callback. Thanks in advance for your
>>help.

>>

>>Scott McBride

>>Hollander Cohen & McBride

>>22 West Rd., Suite 301



>>Towson, Maryland 21204
>>410-337-2121

>>410-337-2129 fax

>

>

>Robert D. Putnam

>Malkin Professor of Public Policy
>Kennedy School of Government
>Harvard University

>Cambridge, MA 02138
><http://ksgwww.harvard.edu/saguaro/>

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>

- - 90410423==_.ALT

<html>
The formatting in the message as received at your end was off, Tom.é&nbsp;
The first digit in each row should have been separated by a tab from the
rest of the row, like this 1l&lt;tabé&gt;24%.&nbsp; <br><br>
Thus, for example, by call-back #9 (actually, the tenth call) we had
interviewed 87% of those whom we would ever reach, even by call-back
#25.&nbsp; I did not bother to show the cumulative returns all the way up
to the 25th call-back, because each additional call-back in that range
was generating only 1-2 percent in additional respondents.<br><br>
At 12:52 PM 1/4/2002 -0600, you wrote:<br>
<blockquote type=cite class=cite cite>&nbsp;&nbsp; &nbsp; &nbsp; Bob, could
you explain these numbers a little more? First, the last <br>
&nbsp; &nbsp; &nbsp; &nbsp; number can't be 109%. Second, are these calls
1-9 and then 10+? Third, <br>
&nbsp; &nbsp; &nbsp; &nbsp; the percentages accumulated at such a constant
rate (about 10 <br>
&nbsp; &nbsp; &nbsp; &nbsp; percentage points at each step) that this looks
suspicious.<br><br>
<br>

Reply Separator

<br>

Subject: RE: Callbacks <br>

Author:&nbsp; &lt;aapornet@usc.edu&gt; at INTERNET<br>
Date:é&nbsp; &nbsp; &nbsp; 1/4/02 1:24 PM<br><br>

<br>

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
<br>

2000, with up to 25 callbacks.é&nbsp; I did an exhaustive, unpublished
<br>

examination of the productivity of the later
call-backs. &nbsp; &nbsp; &nbsp; Of the <br>

interviews eventually completed, here are the cumulative percentages
<br>

completed at each call-back.<br><br>

124%<br>



240%<br>

353%<br>

462%<br>

569%<br>

674%<br>

778%<br>

882%<br>

985%<br>

1087%<br><br>

Thus, there was no significant drop-off after 3 callbacks.é&nbsp;
Generally <br>

speaking, respondents reached in the earlier call-backs were somewhat
older <br>

and more likely to be white than those reached in the later
call-backs.<br><br>

Bob Putnam<br><br>

&gt;———--- Original Message----- <br>

&gt;From: Scott McBride

[<a href="mailto:hcmresch@erols.com"
eudora="autourl">mailto:hcmresch@erols.com</a>]<br>

&gt;Sent: Thursday, January 03, 2002 2:08 PM<br>

&gt;To: aapornet@usc.edu<br>

&gt;Subject: Re: Callbacks<br>

&gt;<br>

&gt;<br>

&gt;Is there any type of industry standard regarding callbacks on RDD
and/or<br>

&gt;listed samples?&nbsp; I tried to search CMOR, MRA, and AAPOR, but
didn't turn up<br>

&gt;anything. &nbsp; I remember reading an article about how the
productivity of call<br>

&gt;attempts drops off significantly after 3 callbacks, but I was looking
for a<br>

&gt;supporting study or article.é&nbsp; Also any comments on how the
number of<br>

&gt;callbacks influences project costs.&nbsp; Since few firms leave
return numbers on<br>

&gt;answering machines, are answering machines in effect treated as a
respondent<br>

&gt;not available and thus count as one callback.é&nbsp; Thanks in advance
for your<br>

&gt;help.<br>

&gt;<br>

&gt;Scott McBride<br>

&gt;Hollander Cohen &amp; McBride<br>

&gt;22 West Rd., Suite 301<br>

&gt; Towson, Marylandé&nbsp; 21204<br>

&gt;410-337-2121<br>

&gt;410-337-2129 fax<br><br>

<br>

Robert D. Putnam<br>

Malkin Professor of Public Policy<br>

Kennedy School of Government<br>

Harvard University<br>

Cambridge, MA 02138<br>

&1lt;<a href="http://ksgwww.harvard.edu/saguaro/"
eudora="autourl">http://ksgwww.harvard.edu/saguaro/</a>&gt;



<br><br>

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks.é&nbsp; I did an exhaustive, unpublished
examination of the productivity of the later
call-backs.&nbsp; &nbsp; &nbsp; Of the interviews eventually completed,
here are the cumulative percentages completed at each
call-back.<br><br>

<font face="Arial, Helvetica">124%<br>

240%<br>

353%<br>

462%<br>

569%<br>

674%<br>

778%<br>

882%<br>

985%<br>

1087%<br>

</font><br>

Thus, there was no significant drop-off after 3 callbacks.é&nbsp;
Generally speaking, respondents reached in the earlier call-backs were
somewhat older and more likely to be white than those reached in the
later call-backs.<br><br>

Bob Putnam<br><br>

<blockquote type=cite class=cite cite>----- Original Message----- <br>
From: Scott McBride

[<a href="mailto:hcmresch@erols.com"
eudora="autourl">mailto:hcmresch@erols.com</a>]<br>

Sent: Thursday, January 03, 2002 2:08 PM<br>

To: aapornet@usc.edu<br>

Subject: Re: Callbacks<br><br>

<br>

Is there any type of industry standard regarding callbacks on RDD
and/or<br>

listed samples?&nbsp; I tried to search CMOR, MRA, and AAPOR, but didn't
turn up<br>

anything. &nbsp; I remember reading an article about how the productivity
of call<br>

attempts drops off significantly after 3 callbacks, but I was looking for
a<br>

supporting study or article.&nbsp; Also any comments on how the number
of<br>

callbacks influences project costs.é&nbsp; Since few firms leave return
numbers on<br>

answering machines, are answering machines in effect treated as a
respondent<br>

not available and thus count as one callback.&nbsp; Thanks in advance for
your<br>

help.<br><br>

Scott McBride<br>

Hollander Cohen &amp; McBride<br>

22 West Rd., Suite 301<br>

Towson, Maryland&nbsp; 21204<br>

410-337-2121<br>

410-337-2129 fax </blockquote><br><br>

Robert D. Putnam<br>

Malkin Professor of Public Policy<br>

Kennedy School of Government<br>



Harvard University<br>

Cambridge, MA 02138<br>

&lt;<a href="http://ksgwww.harvard.edu/saguaro/"
eudora="autourl">http://ksgwww.harvard.edu/saguaro/</a>&gt;
</blockquote><br>

<br>

<div>Robert D. Putnam</div>

<div>Malkin Professor of Public Policy</div>
<div>Kennedy School of Government</div>

<div>Harvard University</div>

<div>Cambridge, MA 02138</div>

&1lt;<a href="http://ksgwww.harvard.edu/saguaro/"
EUDORA=AUTOURL>http://ksgwww.harvard.edu/saguaro/</a>&gt;
</html>
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Date: Fri, 4 Jan 2002 15:40:59 -0500

From: Lori Kaplan <LKaplan@npr.org>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>

Subject: 2 Positions Available: NPR Audience & Corporate Research

NPR's Audience and Corporate Research Department is seeking two senior
research analysts.

The Senior Research Analyst for Business Support will provide research
support

to the underwriting sales force and our online division. The candidate must
demonstrate knowledge of research for advertising sales and experience in
using

syndicated data sources.

The Senior Research Analyst for Programming will provide research support
and

analysis to the programming divisions. The candidate must show competency
with

advanced Excel and Access modules.

The ideal candidate for either position will have at least two years
experience in media research with knowledge and understanding of

syndicated research and its methodologies including Arbitron (Actl,
Maximi$er, PD Advantage), MRI, and Nielsen NetRatings. Must be a team
player that can handle multiple tasks simultaneously and have strong
interpersonal skills. Must also be able to provide comprehensive analysis of

research data and have an ability to interpret and explain data. Solid
computer
skills in Excel, Word and Powerpoint are required.

NPR produces and distributes award-winning news and cultural programming
via public radio stations nationwide and on the Internet. We offer a
business casual environment and excellent benefits, including three
weeks of annual leave. For more information about these positions and
NPR, please visit our Web site at www.npr.org. To apply send cover
letter, resume, and salary requirements, identifying position by number



and title to: NPR, Human Resources Department, 635 Massachusetts Ave.,
NW, Washington, DC 20001-3753; Fax 202.513.3047. Email-
employment@npr.org. Equal Opportunity Employer.

Lori A. Kaplan

NPR

Research Manager

Audience & Corporate Research
635 Massachusetts Ave., NW
Washington, DC 20001

ph. 202.513.2811

fx. 202.513.3041

Date: Fri, 04 Jan 2002 15:32:04 -0500

To: aapornet@usc.edu

From: "Robert D. Putnam" <robert putnam@harvard.edu>
Subject: RE: Callbacks

Several people have written privately to ask more about the study I
reported early today on call-back productivity.

Frankly, I was much more interested in the substantive results of the
project (which profiled social capital, civic engagement, and similar

issues). The call-back analysis was merely part of preliminary work I did
to see whether response rate issues might affect our substantive

findings. Bottom line was "probably not enough to worry

about." Ironically, I tried to publish a paper on that same topic several
years ago in POQ and was told that it was of insufficient general

interest. I may eventually return to that general topic, because I believe

that the modal view in the profession significantly over-estimates the
substantive impact of response rates and significantly under-estimates the
substantive impact of other error sources, like context effects. But for
now I'm afraid I don't have anything written that I can share, and other
writing is higher on my agenda.

For more information about the basic study, see
http://www.cfsv.org/communitysurvey/. In an effort to encourage widespread
research on social capital, civic engagement, and the like, we put the
entire data-set into the public domain within weeks of having it reasonably
clean. So if you are interested in these data and want to replicate my
call-back analysis, you can readily get the data at
http://www.ropercenter.uconn.edu/scc_bench.html. The relevant variable is
named CALL.

Bob

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government
Harvard University

Cambridge, MA 02138



<http://ksgwww.harvard.edu/saguaro/>

Date: Fri, 04 Jan 2002 14:56:21 -0600

From: "Jennifer Parsons" <jparsons@srl.uic.edu>

To: aapornet@usc.edu

Subject: Faculty position opening at UIC Survey Research Laboratory
Content-Disposition: inline

The Survey Research Laboratory at the University of Illinois at Chicago
intends to make a tenured or tenure track appointment of a survey
methodologist in its Chicago office beginning in August 2002. Depending on
the candidate's qualifications, an appointment will be made at the
Assistant, Associate or Full Professor level. The tenure or tenure track
line will be in the Graduate Program of Public Administration in the College
of Urban Planning and Public Affairs. Considerations will be given to
qualified candidates who have an earned doctorate from any relevant
discipline, including Business, Economics, Political Science, Psychology,
Public Administration, Public Health, Sociology, or Statistics.

We are looking for candidates who have outstanding records in survey
research methodology with a developed research program in one or more

sub-specialties. Examples include, but are not limited to: survey
measurement error; survey non-response processes; sample designs for rare
populations; and cross cultural survey equivalence. Candidates should also

demonstrate a superior publication record or potential for superior
contributions; a history of or potential for funding in peer reviewed grant
and/or research contract mechanisms; and experience in graduate teaching or
ability to teach at the graduate level.

The successful candidate is expected to contribute to the Survey Research
Laboratory's continued methodological advancement and serve as a resource to
junior survey staff and the campus community. They will also teach graduate
level courses in survey research and have the opportunity to direct doctoral
dissertations.

The Survey Research Laboratory was established in 1964 and currently has
offices on the Chicago and Urbana campuses of the University, where it
employs 27 full-time professionals. SRL conducts research for faculty
researchers and governmental and other not-for-profit agencies. 1In
addition, SRL also has a long and distinguished record of methodological
research and offers an excellent environment for the support of
methodological innovation. Additional information regarding SRL can be
found at: http://www.srl.uic.edu.

The University of Illinois at Chicago, with 25,000 students located just
west of Chicago's Loop, is the largest university in the Chicago area. It
ranks among the top universities in the nation in attracting external
support for research and public service. The College of Urban Planning and
Public Affairs was created in 1995 as part of UIC's Great Cities Initiative.
It houses two academic graduate programs, Public Administration and Urban
Planning, and several research centers and institutes, including the Survey
Research Laboratory.

Application Procedure. Submit a curriculum vitae, at least three references
(including phone numbers and e-mail addresses), two sample publications, and
a one-page statement of research interests to: Chair, SRL Recruiting



Committee, Survey Research Laboratory (M/C 336), 412 S. Peoria St.,
University of Illinois at Chicago, Chicago, IL. 60607. Applications received
by February 15, 2002, will receive fullest consideration. The University of
Illinois is an Affirmative Action/Equal Opportunity Employer.

Date: Fri, 04 Jan 2002 16:09:35 -0500

To: aapornet@usc.edu

From: Claire Durand <Claire.Durand@UMontreal.CA>

Subject: Re: drawing conclusions (was Re: Confidentiality)
In-Reply-To: <3C35C405.8B7E0BB2@ap.org>

References: <5.1.0.14.2.20020103175216.02849440@mail.mindspring.com>

Just to add some information from "elsewhere". To my knowledge, this
practice of adding quotes to survey reports is not used in Quebec nor in
France and very rarely in English Canada. Since people in these countries
are not supposed to be that different from US citizens, perhaps a research
on that topic could compare accross countries...

I was personally quite surprised the first time I ran into a poll report
with quotes; it seemed awkward since poll reports are not about individuals
but about "group" trends...

Best,
Claire Durand

At 10:02 2002-01-04 -0500, you wrote:

>warren:

>

>we already try to synthesize the poll data in every poll story we do.
>The quotes still give it a human context that make it far more readable
>and marketable to newspaper editors.

>

>I might have oversimplified my reasoning for the quotes in the earlier
>post, but the caution on making sure the quotes accurately blend with
>the findings of the poll are well taken, and I try to do that now.
>because of this intriguing string I will be even more conscious of that
>issue.

>

>the concern raised by several that it should be clear that the people
>agreed to be called back is a good one. The question about the callback
>is always asked after the main poll questions, so it shouldn't influence
>their answers. And we get a large pool of people willing to talk about
>the poll, so it's not like we have to pick from a handful who want to
>make a speech.

>

>cheers

>

>w-

>

>

>Warren Mitofsky wrote:

> >

> > Mike,
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Drawing conclusions from survey data is not the same thing as
expressing opinions. Reporters synthesize facts in almost every story.
They gather information, they synthesize it, and then they tell a
story. That is what I think they should be doing with results from
polls. They should not just be reporting numbers or quotes from
respondents. Context for the survey results is a good start, but that
is not enough.

For example, to report on the President's extremely high approval
rating as just high numbers is not adequate reporting. It should be
compared to other presidents during times of crisis. The story should
indicate whether this has carried over to other areas of Bush's
performance. It should indicate the advantages or disadvantages it
might have for his legislative agenda. There are many other areas that
could be commented upon so the public understands the meaning of his
exceptional performance during this time of crisis. Reporters and
pollsters have caught on to the ephemeral nature of high approval
ratings as a result of his father's ratings during the Gulf War.
Without that I doubt that reporters would be wise to those effects.

But Mike, the point is that reporters should be doing that with almost
all poll results, and not just those where there is a recent example.
Reporting

is more than reciting numbers and illustrating them with quotes.
Reporting is synthesizing facts and putting the facts in context. Most
reporters, in my opinion, are too lazy to do that. It's too easy to
just cite numbers instead of telling me a story.

warren

At 02:15 PM 1/3/2002 -0500, you wrote:

Warren Mitofsky wrote:

>>There is an alternative that may deal with Will's dilemma about
not

wanting to write a number story and the potentially bad effects of
using

quotes. That alternative is to have reporters write stories that
draw

conclusions from the survey data. What they need to do is interpret
the

data. Make a story out of it, instead of just citing numbers. When
they

cite numbers the put the burden on the reader to draw the
conclusions. The

numbers are boring. The conclusions based on those numbers are not.
Rather

than citing either numbers or quotes from respondents the reporters
can

cite news events that fit with the conclusions.<<

Journalists accustomed to "objective" reporting might see the notion
of

drawing conclusions as getting uncomfortably close to expressing
opinions,

which journalism-school profs and graybeard editors taught us NOT to
do in

news stories. I encounter this issue in teaching AP reporters how to
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cover
state exit polls. I start addressing it by noting how quality
surveys

differ from most other news -- here reporters have scientific raw
material

to work with, rather than having to cite "authorities" who may have
motivations that color their own conclusions about a subject (and
thus need

to be "balanced" with opposing views). As I see it, poll reporters'
main

tasks are 1) knowing how sampling works so they can interpret the
data

properly, including understanding the limits to a survey's
precision, and

2) providing necessary context -- trend data, news events, etc --
that give

the numbers meaning.

Borrowing from social science, I also suggest to poll reporters that

they

start with a hypothesis -- yup, the "preconceived notion" that the
j-school

profs warned against -- and see if the data support it or not. The
surprise

of a knocked-down hypothesis can wind up being the big news. Example
for
the ages: Clinton job approval despite Lewinsky.

I must say that these days I see fairly few news stories about polls
-— or

press releases from pollsters, for that matter -- that simply cite
numbers

without providing at least some context, if not full-blown analysis.

Quotes complement the analysis by amplifying key results, which
helps

reporters & readers draw conclusions. But journalists need to avoid
giving

undue weight to a good quote if it doesn't reflect a prevalent view
in the

poll. In other words, you wouldn't do the he said/she said balancing
act in

a poll story if the data don't merit it. I'd also say it should be
disclosed in the story that quotes come from poll respondents who
consented

to being interviewed or from people who were not in the poll sample,
as the

case may be.

Mike Mokrzycki, AP
Mitofsky International
1 East 53rd Street - 5th Floor
New York, NY 10022

212 980-3031 Phone
212 980-3107 FAX



> > mitofsky@mindspring.com
> > http://www.MitofskyInternational.com

Claire Durand

Claire.Durand@umontreal.ca
http://www.fas.umontreal.ca/socio/durandc/
Université de Montréal, dept. de sociologie,
C.P. 6128, succ. Centre-ville,

Montréal, Québec, Canada, H3C 3J7
Actuellement a Paris : 01-45-81-58-52

Date: Fri, 04 Jan 2002 16:01:03 -0500

From: Nick Panagakis <mail@marketsharescorp.com>

To: aapornet@usc.edu

Subject: Re: Callbacks

References: <SIMEON.10201041441.B@gj9k20b.config.mail.virginia.edu>

To Bob-
Your numbers looked OK on my computer.
tmglp@cms.mail.virginia.edu wrote:

> I think the tab key on Bob's computer doesn't transmit a signal that we
can

> interpret on our mailers. I figured out that the first digit is the call
> number, and the next two digits are the cumulative percentage in whole

> percents. So, the first entry is: call 1, 24%. Last entry: call 10,
87%.

Tom

On Fri, 04 Jan 2002 12:52:29 -0600 smitht@norcmail.uchicago.edu wrote:

vV V.V V V

> Bob, could you explain these numbers a little more? First, the last

\

> number can't be 109%. Second, are these calls 1-9 and then 10+?
Third,

\%
\%

the percentages accumulated at such a constant rate (about 10
percentage points at each step) that this looks suspicious.

vV V V V
vV V V V

Reply Separator

Subject: RE: Callbacks
Author: <aapornet@usc.edu> at INTERNET
Date: 1/4/02 1:24 PM

V V V V VYV

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall

2000, with up to 25 callbacks. I did an exhaustive, unpublished
examination of the productivity of the later call-backs. Of the
interviews eventually completed, here are the cumulative percentages

VVVOVYVYVYVYVYV

VvV V V



> > completed at each call-back.

> >

> > 124%

> > 240%

> > 353%

> > 462%

> > 569%

> > 674%

> > 778%

> > 882%

> > 985%

> > 1087%

> >

> > Thus, there was no significant drop-off after 3 callbacks. Generally
> > speaking, respondents reached in the earlier call-backs were somewhat
older

> > and more likely to be white than those reached in the later call-backs.
> >

> > Bob Putnam

> >

> > >o———— Original Message-----

> > >From: Scott McBride [mailto:hcmresch@erols.com]

> > >Sent: Thursday, January 03, 2002 2:08 PM

> > >To: aapornet@usc.edu

> > >Subject: Re: Callbacks

> > >

> > >

> > >Is there any type of industry standard regarding callbacks on RDD

and/or

> > >listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't
turn up

> > >anything. I remember reading an article about how the productivity of
call

> > >attempts drops off significantly after 3 callbacks, but I was looking
for a

> > >supporting study or article. Also any comments on how the number of
> > >callbacks influences project costs. Since few firms leave return
numbers on

> > >answering machines, are answering machines in effect treated as a
respondent

> > >not available and thus count as one callback. Thanks in advance for
your

> >help.

>

>Scott McBride

>Hollander Cohen & McBride

>22 West Rd., Suite 301

>Towson, Maryland 21204

>410-337-2121

>410-337-2129 fax

\

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government
Harvard University

Cambridge, MA 02138

VVVVVVVVYVYVYVYVYVYV
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> > <http://ksgwww.harvard.edu/saguaro/>

> >

>

> Thomas M. Guterbock Voice: (434) 243-5223
> NOTE: NEW TELEPHONE AREA CODE CSR Main Number: (434) 243-5222
> Center for Survey Research FAX: (434) 243-5233
> University of Virginia EXPRESS DELIVERY: 2205 Fontaine Ave
> P. O. Box 400767 Suite 303
> Charlottesville, VA 22904-4767 e-mail: TomG@virginia.edu

Date: Fri, 4 Jan 2002 17:58:28 -0500

From: "Scott McBride" <hcmresch@erols.com>

To: <aapornet@usc.edu>

References: <5.1.0.14.2.20020104131633.00ab4d38@pop.fas.harvard.edu>

Subject: Re: Callbacks
boundary="----= NextPart 000 0083 01C19549.6A075060"

This is a multi-part message in MIME format.
—————— = NextPart 000 0083 01C19549.6A075060

Thanks for the comments on callbacks. I was surprised by the steady =
instead of dramatic decline in productivity over various callbacks in =
Bob Putnam's study. However, if you take out the cummulative effect, it =
does appear less productive after three or four attempts (24%, 16%, 13%,
9%, 7% completed).

If T am interpreting this correctly, a study should have a greater than =
50% cooperation rate with one call and 3 or more callbacks. We tabbed =
results years ago by callback and found the same demographic =
difference---slightly younger and less affluent with additional =
callbacks. However, differences were not significant.

I also saw an interesting study summary in Marketing Research Essentials =
by McDaniel and Gates (1998). On page 161, they reference a study by =
Thomas Danbury, chairman of Survey Sampling. The study included 65,000 =
completed telephone interviews. They tabbed results from one call to =
seven callbacks and were surprised to find that there were no =
significant differences in results by demographic characteristics. It =
also says, "Despite the findings, Danbury still recommends three =
callback attempts."

In a study where I was referred by Tim Triplett (University of =
Maryland), his graphs show that it took 6 calls (5 callbacks) to reach a =
50% response rate in Fall of 95, but it took 20 call attempts to reach =
50% in the Spring of 2000. He says that each call attempt after the =
third call contributes less to the overall response rate. The decline
is linear until 15 attempts and than dramatic. He recommends 15 call =
attempts for studies where the budget can support it. He said =
demographic differences by call attempt vary from study to study.

We will set CATI to anywhere from 4 to 8 callbacks depending how much =
sample is available, budget, how much time is alotted until results are =
needed, whether there is a targeted response rate, subject matter, and =
the targeted audience. We work with a lot of field agencies and I don't
expect that our discussions on this issue are different with other firms



they deal with. I don't see a lot of solid evidence that going beyond 4 =
callbacks results in different results which is most important, so I =
question a blanket requirement. It does make you wonder though about =
these overnight polls discussed so frequently on aapornet. How many =
call backs are done in these?

Thanks again for your help. I would be interested in any comments.

Scott McBride
Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121
410-337-2129 fax
————— Original Message -----=20
From: Robert D. Putnam=20
To: aapornet@usc.edu=20
Sent: Friday, January 04, 2002 1:24 PM
Subject: RE: Callbacks

TNSI did a very large (N=3D30k) nationwide RDD survey for us in the =
fall of 2000, with up to 25 callbacks. I did an exhaustive, unpublished =
examination of the productivity of the later call-backs. Of the =
interviews eventually completed, here are the cumulative percentages =
completed at each call-back.

24%=20

40%=20

53%=20

62%=20

69%=20

74%=20

78%=20
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85%=20
10 87%=20

=20

=20

=20

=20

=20
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Thus, there was no significant drop-off after 3 callbacks. Generally =
speaking, respondents reached in the earlier call-backs were somewhat =
older and more likely to be white than those reached in the later =
call-backs.

Bob Putnam

————— Original Message-----

From: Scott McBride [mailto:hcmresch@erols.com]
Sent: Thursday, January 03, 2002 2:08 PM

To: aapornet@usc.edu



Subject: Re: Callbacks

Is there any type of industry standard regarding callbacks on RDD =
and/or

listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't
turn up

anything. I remember reading an article about how the productivity
of call

attempts drops off significantly after 3 callbacks, but I was =
looking for a

supporting study or article. Also any comments on how the number of

callbacks influences project costs. Since few firms leave return =
numbers on

answering machines, are answering machines in effect treated as a =
respondent

not available and thus count as one callback. Thanks in advance for =
your

help.

Scott McBride

Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax=20

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>=20

—————— = NextPart 000 0083 01C19549.6A075060
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<DIV><FONT size=3D2>Thanks for the comments on callbacks.&nbsp; I was =
surprised by=20

the steady instead of dramatic decline in productivity over various =

callbacks in=20

Bob Putnam's study.&nbsp; However, if you take out the cummulative =

effect, it=20

does appear less productive after three or four attempts (24%, 16%, 13%, =
%, 1%=20

completed) .</FONT></DIV>



<DIV><FONT size=3D2></FONT>&nbsp;</DIV>

<DIV><FONT size=3D2>If I am interpreting this correctly, a study should =
have a=20

greater than 50% cooperation rate with one call and 3 or more =
callbacks. &nbsp;=20

We tabbed results years ago by callback and found the same demographic=20
difference---slightly younger and less affluent with additional =
callbacks. &nbsp;=20

However, differences were not significant.</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=3D2>I also saw an interesting study summary in Marketing =
Research=20

Essentials by McDaniel and Gates (1998).&nbsp; On page 161, they =
reference a=20

study by Thomas Danbury, chairman of Survey Sampling.é&nbsp; The study
included=20

65,000 completed telephone interviews.é&nbsp; They tabbed results from =
one call=20

to seven callbacks and were surprised to find that there were no =
significant=20

differences in results by demographic characteristics.&nbsp; It also =
says, =20

"Despite the findings, Danbury still recommends three callback=20
attempts."</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=3D2>In a study where I was referred by Tim Triplett =
(University of=20

Maryland), his graphs show that it took 6 calls (5 callbacks) to reach a =
50%=20

response rate in Fall of 95, but it took 20 call attempts to reach 50% =
in the=20

Spring of 2000.&nbsp; He says that each call attempt after the third =
call=20

contributes less to the overall response rate.&nbsp; The decline is =
linear until=20

15 attempts and than dramatic.&nbsp; He recommends 15 call attempts for =
studies=20

where the budget can support it.&nbsp; He said demographic differences
by call=20

attempt vary from study to study.</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=3D2>We will set CATI to anywhere from 4 to 8 callbacks
depending=20

how much sample is available, budget, how much time is alotted until =
results are=20

needed, whether there is a targeted response rate, subject matter, and
the=20

targeted audience.&nbsp; We work with a lot of field agencies and I =
don't expect=20

that our discussions on this issue are different with other firms they
deal=20

with.&nbsp; I don't see a lot of solid evidence that going beyond 4 =
callbacks=20

results in different results which is most important, so I question a =
blanket=20

requirement. &nbsp; It does make you wonder though about these overnight =
polls=20



discussed so frequently on aapornet.é&nbsp; How many call backs are done =
in=20
these?</FONT></DIV>
<DIV>&nbsp;</DIV>
<DIV><FONT size=3D2>Thanks again for your help.é&nbsp; I would be =
interested in any=20
comments.</FONT></DIV>
<DIV>&nbsp;</DIV>
<DIV>Scott McBride<BR>Hollander Cohen &amp; McBride<BR>22 West Rd.,
Suite=20
301<BR>Towson, Marylandé&nbsp; 21204<BR>410-337-2121<BR>410-337-2129
fax</DIV>
<BLOCKQUOTE=20
style=3D"BORDER-LEFT: #000000 2px solid; MARGIN-LEFT: 5px; MARGIN-RIGHT: =
Opx; PADDING-LEFT: 5px; PADDING-RIGHT: Opx">
<DIV style=3D"FONT: 10pt arial">----- Original Message --—--- </DIV>
<DIV=20
style=3D"BACKGROUND: #e4deded; FONT: 10pt arial; font-color: =
black"><B>From:</B>=20
<A href=3D"mailto:robert putnam@harvard.edu"=20
title=3Drobert putnam@harvard.edu>Robert D. Putnam</A> </DIV>
<DIV style=3D"FONT: 10pt arial"><B>To:</B> <A =
href=3D"mailto:aapornet@usc.edu"=20
title=3Daapornet@usc.edu>aapornet@usc.edu</A> </DIV>
<DIV style=3D"FONT: 10pt arial"><B>Sent:</B> Friday, January 04, 2002 =
1:24=20
PM</DIV>
<DIV style=3D"FONT: 10pt arial"><B>Subject:</B> RE: Callbacks</DIV>
<DIV><BR></DIV>TNSI did a very large (N=3D30k) nationwide RDD survey =
for us in=20
the fall of 2000, with up to 25 callbacks.é&nbsp; I did an exhaustive,=20
unpublished examination of the productivity of the later=20
call-backs.&nbsp; &nbsp; &nbsp; Of the interviews eventually completed,
here are=20
the cumulative percentages completed at each call-back.<BR><BR>
<TABLE border=3D0>
<TBODY>
<TR>
<TD width=3D79><FONT face=3D"Arial, Helvetica">1</FONT>
<TD width=3D82>24%</TD></TR>
<TR>
<TD width=3D79>2
<TD width=3D82>40%</TD></TR>
<TR>
<TD width=3D79>3
<TD width=3D82>53%</TD></TR>
<TR>
<TD width=3D79>4
<TD width=3D82>62%</TD></TR>
<TR>
<TD width=3D79>5
<TD width=3D82>69%</TD></TR>
<TR>
<TD width=3D79>6
<TD width=3D82>74%</TD></TR>
<TR>
<TD width=3D79>7



<TD width=3D82>78%</TD></TR>
<TR>
<TD width=3D79>8
<TD width=3D82>82%</TD></TR>
<TR>
<TD width=3D79>9
<TD width=3D82>85%</TD></TR>
<TR>
<TD width=3D79>10
<TD width=3D82>87%</TD></TR>
<TR>
<TD width=3D79>
<TD width=3D82></TD></TR>
<TR>
<TD width=3D79>
<TD width=3D82></TD></TR>
<TR>
<TD width=3D79>
<TD width=3D82></TD></TR>
<TR>
<TD width=3D79>
<TD width=3D82></TD></TR>
<TR>
<TD width=3D79>
<TD width=3D82></TD></TR></FONT></TBODY></TABLE><BR>Thus, there =
was no=20
significant drop-off after 3 callbacks.é&nbsp; Generally speaking, =
respondents=20
reached in the earlier call-backs were somewhat older and more likely =
to be=20
white than those reached in the later call-backs.<BR><BR>Bob =
Putnam<BR><BR>
<BLOCKQUOTE class=3Dcite cite type=3D"cite">----- Original =
Message----- <BR>From:=20
Scott McBride [<A href=3D"mailto:hcmresch@erols.com"=20
eudora=3D"autourl">mailto:hcmresch@erols.com</A>]<BR>Sent: Thursday, =
January=20
03, 2002 2:08 PM<BR>To: aapornet@usc.edu<BR>Subject: Re:=20
Callbacks<BR><BR><BR>Is there any type of industry standard =
regarding=20
callbacks on RDD and/or<BR>listed samples?&nbsp; I tried to search =
CMOR, =20
MRA, and AAPOR, but didn't turn up<BR>anything.&nbsp; I remember =
reading an=20
article about how the productivity of call<BR>attempts drops off=20
significantly after 3 callbacks, but I was looking for =
a<BR>supporting study=20
or article.é&nbsp; Also any comments on how the number =
of<BR>callbacks=20
influences project costs.é&nbsp; Since few firms leave return numbers =

on<BR>answering machines, are answering machines in effect treated =
as a=20

respondent<BR>not available and thus count as one callback.&nbsp;
Thanks in=20

advance for your<BR>help.<BR><BR>Scott McBride<BR>Hollander Cohen
&amp; =20



McBride<BR>22 West Rd., Suite 301<BR>Towson, Marylandé&nbsp;=20
21204<BR>410-337-2121<BR>410-337-2129 fax </BLOCKQUOTE><BR><BR>
<DIV>Robert D. Putnam</DIV>
<DIV>Malkin Professor of Public Policy</DIV>
<DIV>Kennedy School of Government</DIV>
<DIV>Harvard University</DIV>
<DIV>Cambridge, MA 02138</DIV>&lt;<A =
href=3D"http://ksgwww.harvard.edu/saguaro/"=20
EUDORA=3D"AUTOURL">http://ksgwww.harvard.edu/saguaro/</A>&gt;=20
</BLOCKQUOTE></BODY></HTML>

—————— = NextPart 000 0083 01C19549.6A075060--

Date: Fri, 4 Jan 2002 19:08:01 EST

From: HOneill536Raol.com

Subject: Re: drawing conclusions (was Re: Confidentiality)
To: aapornet@usc.edu

The comment that journalists accustomed to "objective" reporting might be
uncomfortable expressing an opinion is hilarious - just tune into ABC, NBC,

CBS or read The New York Times any day of the week.

Harry O'Neill

Date: Fri, 4 Jan 2002 19:13:48 EST
From: HOneill536Raol.com

Subject: Re: Opinions about research
To: aapornet@usc.edu

Ann - contact Jane Sheppard at CMOR. She has a study that contains much of
what you are looking for. Her e-mail is: Jsheppard@cmor.org

Harry O'Neill

Date: Fri, 4 Jan 2002 17:23:55 -0800

From: Richard <rmaullin@fmma.org>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>

Subject: Position available: Fairbank, Maslin, Maullin & Associates

Fairbank, Maslin, Maullin & Associates, (FMM&A) a public policy-oriented
opinion research and consulting company, has a position open for a Senior
Research Associate in its Santa Monica, California office. The ideal
candidate for this position will have at least three years of experience
with all aspects of the quantitative and qualitative opinion research
process, particularly proposal writing, client contact and interaction,
writing questionnaires and focus group discussion guides, analyzing and
interpreting quantitative and qualitative opinion data and designing,
developing and presenting reports in written narrative, graph and verbal
presentations. An interest in electoral politics for election clients, as
well as an interest in policy issues of interest to a broad range of
government and corporate clients, is essential. FMM&A works exclusively for



Democratic candidates in partisan elections. Strong writing and other
communication skills are also a requisite, as is academic training in
quantitative opinion data analysis. The ability to meet deadlines, organize

materials, maintain files, utilize e-mail and the Internet, synthesize
information rapidly and concisely, handle multiple projects and tasks and
work well with others in a team environment are also desirable and necessary

traits. Although not a requisite, the ideal candidate will have had
experience in qualitative research as a focus group moderator and
interpreter of qualitative opinion data. There is also an advantage to
having a working knowledge of Spanish.

The position offers competitive compensation and benefits, stimulating
professional colleagues, interesting clients and a pleasant working
environment.

Please forward a cover letter and resume to:

Richard Maullin

Fairbank, Maslin, Maullin & Associates
MGM Plaza

2425 Colorado Ave, Suite 180

Santa Monica, CA

90404

Richard@fmma.com

Santa Monica,

Date: Sat, 5 Jan 2002 01:40:41 -0500

From: "Albert Biderman" <abider@american.edu>

To: <aapornet@usc.edu>

References: <002101c1954b$b114c9e0$3c9bf7a5@default>

Subject: Re: Assumed effects of respondent quotes in poll stories
boundary="----= NextPart 000 006B 01C19589.FC2C3BAQ"

This is a multi-part message in MIME format.
—————— = NextPart 000 006B 01C19589.FC2C3BA0
On 01/04, Allen Barton wrote, in part:=20

> My God -- all this speculation about the possible negative or positive
> effects of quotations from respondents in newspaper stories reporting
> surveys. Aren't we researchers?=20

Oh, dear Allen's God - if we didn't think we'd have some influence on =
what and how research gets done, particularly methodological research =
and studies of the profession, why [in Heaven?] would we be beating our
gums to this 1list?

Nonetheless, although Allen's proposed program can be highly =
illuminating, it does not have the systemic perspective of the question
posed in my original post:

Does this (extensive use of quotes from individuals) also reflect and



affect views of the worth of the two kinds of information.

To be responsive to a systemic formulation, Allen's proposed =
[semi-quasi-] experimental program would have to be modified. The =
concepts and practices of those who conduct and who report polls, as =
well as the concepts and actions of members of the public as readers and =
potentially in-sample cases, would have to be looked at as both =
dependent and independent variables. So one would want to have one third
of the polls in each treatment conducted and reported by, say, =
Mitofskyites, one third by Panagakistas and one third by Bidermaniacs. =
Decisions could be deferred on whether further treatments seem indicated
in order to investigate order of exposure differences. The experiments, =
however, must be conducted over a sufficient span of time for the =
influential and educative functions I am concerned about to take effect =
-- 10 years, perhaps. Since it will not be possible, however, to =
insulate everyone involved from potential concept contamination by =
exposure to a lot of other poll reporting, or by other solicitations of =
their time by phone, on-line, or by someone with a clipboard at the =
plant, I guess I'll just remain, like Allen. a retired researcher. I do =
hope, however, to continue as long as able a career as full-time =
carping critic and BS artist.=20

Albert Biderman

abider@american.edu

————— Original Message -----=20

From: "Allen Barton" <allenbarton@mindspring.com>

To: <aapornet@usc.edu>

Sent: Friday, January 04, 2002 1:14 PM

Subject: Assumed effects of respondent quotes in poll stories

> My God -- all this speculation about the possible negative or positive
> effects of quotations from respondents in newspaper stories reporting

> surveys. Aren't we researchers? Couldn't we run a dozen or so =
experimental

> focus groups exposing some to news stories with quotes and some =
without, and

> then see how interesting they thought the stories were, how they =
interpreted

> the survey results (e.g. did giving pro and con quotes make them feel =
that

> opinion was equally divided), whether they were worried about

> confidentiality of survey interviews, "what they thought polls are all =
about

> ", how they see the respondent's role, etc etc?

>=20

> On the University of Chicago Jury project we examined how experimental
> jurors exposed to different versions of a taped reenactment of a case

> responded to the presence or absence of a judge's instruction to =
ignore

> certain testimony, how they responded to the McNaughten insanity rule =
vs.



> the proposed new rule, and such by seeing how it affect their =
deliberations

> and their verdicts. Of course we used real members of jury pools in =
real

> courtrooms and transcribed the deliberations and it was all very =
expensive.

> But testing response of newspaper readers to different was of =
presenting

> poll data is a cheapy, and might well be combined with the kind of
> readership research people do every day.

>=20

> Allen Barton Retired researcher Chapel Hill, NC

>=20

—————— = NextPart 000 006B 01C19589.FC2C3BA0

<!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 4.0 Transitional//EN">
<HTML><HEAD>

<META http-equiv=3DContent-Type content=3D"text/html;
charset=3Diso-8859-1">

<META content=3D"MSHTML 5.50.4912.300" name=3DGENERATOR>
<STYLE></STYLE>

</HEAD>

<BODY>

<DIV><FONT face=3D"Times New Roman" size=3D4>On 01/04, Allen Barton =
wrote, in part:=20

</FONT></DIV>
<DIV><FONT face=3D"Times New Roman" size=3D4></FONT>&nbsp;</DIV>
<DIV><FONT face=3D"Times New Roman" size=3D4>&gt; My God -- all this =

speculation=20
about the possible negative or positive<BR>&gt; effects of quotations =
from=20
respondents in newspaper stories reporting<BR>&gt; surveys. Aren't we=20
researchers? </FONT></DIV>
<DIV><FONT face=3D"Times New Roman" size=3D4>
<P>0Oh, &nbsp;dear Allen's God&nbsp; &#8211; if we didn&#8217;t think =
we&#8217;d have some influence=20
on what and how research gets done, particularly methodological research
and=20
studies of the profession, why [in Heaven?] would we be beating our gums
to this=20
list?</P>
<P>Nonetheless, &nbsp; although Allen's proposed program can be highly=20
illuminating, it does not have the systemic perspective of the question =
posed in=20
my original post:</P>
<P></P>
<BLOCKQUOTE dir=3Dltr style=3D"MARGIN-RIGHT: Opx">

<P>Does this (extensive use of quotes from individuals) also reflect =
and=20

affect views of the worth of the two kinds of =
information.</P></BLOCKQUOTE>
<P>To be responsive to a systemic formulation, Allen&#8217;s proposed =
[semi-quasi-]=20
experimental program would have to be modified. The concepts and =
practices o0f=20
those who conduct and who report polls, as well as the concepts and =



actions of=20

members of the public as readers and potentially in-sample cases, would =
have to=20

be looked at as both dependent and independent variables. So one would =
want to=20

have one third of the polls in each treatment conducted and reported by, =
say,=20

Mitofskyites, one third by Panagakistas and one third by Bidermaniacs. =
Decisions=20

could be deferred on whether further treatments seem indicated in order =
to=20

investigate order of exposure differences. The experiments, however,
must be=20

conducted over a sufficient span of time for the influential and =
educative=20

functions I am concerned about to take effect -- 10 years, =
perhaps. &nbsp; Since=20

it will not be possible, however, to insulate everyone involved from
potential=20

concept contamination by exposure to a lot of other poll reporting, or =
by other=20

solicitations of their time by phone, on-line, or by someone with a =
clipboard at=20

the plant, I guess I&#8217;11 just remain, like Allen. a retired=20
researcher. &nbsp; &nbsp; I do hope, however, &nbsp;to&nbsp;continue as =
long as=20

able&nbsp;a career as full-time carping critic and BS artist. </P>
<P>Albert Biderman</P>

<P><A =
href=3D"mailto:abider@american.edu">abider@american.edu</A></P></FONT></D=
Iv>

<DIV><FONT face=3D"Times New Roman" size=3D4><BR>----- Original Message =

</FONT></DIV>

<DIV><FONT face=3D"Times New Roman" size=3D4>From: "Allen Barton" =
&1t;</FONT><A=20

href=3D"mailto:allenbarton@mindspring.com"><FONT face=3D"Times New =
Roman"=20

size=3D4>allenbarton@mindspring.com</FONT></A><FONT face=3D"Times New =
Roman"=20

size=3D4>&gt; </FONT></DIV>

<DIV><FONT face=3D"Times New Roman" size=3D4>To: &lt;</FONT><A=20
href=3D"mailto:aapornet@Qusc.edu"><FONT face=3D"Times New Roman"=20
size=3D4>aapornet@usc.edu</FONT></A><FONT face=3D"Times New Roman"=20
size=3D4>&gt; </FONT></DIV>

<DIV><FONT face=3D"Times New Roman" size=3D4>Sent: Friday, January 04, =
2002 1:14=20

PM</FONT></DIV>

<DIV><FONT face=3D"Times New Roman" size=3D4>Subject: Assumed effects of =
respondent=20

quotes in poll stories</FONT></DIV>

<DIV><FONT face=3D"Times New Roman"><BR><FONT =
s1ze=3D4></FONT></FONT></DIV><FONT=20

face=3D"Times New Roman" size=3D4>&gt; My God -- all this speculation =
about the=20

possible negative or positive<BR>&gt; effects of quotations from =
respondents in=20



newspaper stories reporting<BR>&gt; surveys. Aren't we researchers? =
Couldn't we=20

run a dozen or so experimental<BR>&gt; focus groups exposing some to =
news=20

stories with quotes and some without, and<BR>&gt; then see how =
interesting they=20

thought the stories were, how they interpreted<BR>&gt; the survey =
results (e.g.=20

did giving pro and con quotes make them feel that<BR>&gt; opinion was =
equally=20

divided), whether they were worried about<BR>&gt; confidentiality of =
survey=20

interviews, "what they thought polls are all about<BR>&gt; ", how they =
see the=20

respondent's role, etc etc?<BR>&gt; <BR>&gt; On the University of =
Chicago Jury=20

project we examined how experimental<BR>&gt; jurors exposed to different =

versions of a taped reenactment of a case<BR>&gt; responded to the =
presence or=20

absence of a judge's instruction to ignore<BR>&gt; certain testimony,
how they=20

responded to the McNaughten insanity rule vs.<BR>&gt; the proposed new =
rule, and=20

such by seeing how it affect their deliberations<BR>&gt; and their =
verdicts. 0f=20

course we used real members of jury pools in real<BR>&gt; courtrooms and

transcribed the deliberations and it was all very expensive.<BR>&gt; But =
testing=20

response of newspaper readers to different was of presenting<BR>&gt; =
poll data=20

is a cheapy, and might well be combined with the kind of<BR>&gt; =
readership=20

research people do every day.<BR>&gt; <BR>&gt; Allen=20

Bartoné&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; Retired=20
researcher&nbsp; &nbsp; &nbsp; &énbsp; Chapel Hill, NC<BR>&gt; =
</FONT></BODY></HTML>

—————— = NextPart 000 006B 01C19589.FC2C3BA0--

Date: Sat, 5 Jan 2002 10:10:33 -0500

From: "Ratledge, Edward" <ratledge@UDel.Edu>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>

Subject: RE: Callbacks
boundary="---- = NextPart 001 01C195FB.1F932944"

This message is in MIME format. Since your mail reader does not understand
this format, some or all of this message may not be legible.

—————— = NextPart 001 01C195FB.1F932944

These numbers are quite similar to the same statewide RDD survey of
(2750,3500) we completed during 2000 and 2001.

Pooled 2000 2001



1 26.7 26.4 27.0
2 43.9 43.9 43.9
3 56.0 57.5 54.9
4 64.2 65.3 63.4
5 70.4 71.7 69.5
6 76.1 78.1 74.5
7 80.5 82.0 79.3
8 84.4 85.5 83.5
9 87.6 89.1 86.4
10 90.1 91.5 89.1

15 99.0 99.2 98.8

20 99.95 99.93 99.97

————— Original Message-----

From: Robert D. Putnam [mailto:robert putnam@harvard.edu]
Sent: Friday, January 04, 2002 1:25 PM

To: aapornet@usc.edu

Subject: RE: Callbacks

TNSI did a very large (N=30k) nationwide RDD survey for us in the fall of
2000, with up to 25 callbacks. I did an exhaustive, unpublished examination

of the productivity of the later call-backs. Of the interviews eventually

completed, here are the cumulative percentages completed at each call-back.

24%
40%
53%
62%
69%
74%
78%
82%
85%
0 87%

= O o Jo Ul WN R

Thus, there was no significant drop-off after 3 callbacks. Generally
speaking, respondents reached in the earlier call-backs were somewhat older
and more likely to be white than those reached in the later call-backs.

Bob Putnam

————— Original Message-----
From: Scott McBride [ mailto:hcmresch@erols.com <mailto:hcmresch@erols.com>



]

Sent: Thursday, January 03, 2002 2:08 PM
To: aapornet@usc.edu

Subject: Re: Callbacks

Is there any type of industry standard regarding callbacks on RDD and/or
listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn up
anything. I remember reading an article about how the productivity of call
attempts drops off significantly after 3 callbacks, but I was looking for a
supporting study or article. Also any comments on how the number of
callbacks influences project costs. Since few firms leave return numbers on

answering machines, are answering machines in effect treated as a respondent

not available and thus count as one callback. Thanks in advance for your
help.

Scott McBride

Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax

Robert D. Putnam

Malkin Professor of Public Policy

Kennedy School of Government

Harvard University

Cambridge, MA 02138

< http://ksgwww.harvard.edu/saguaro/ <http://ksgwww.harvard.edu/saguaro/> >

—————— = NextPart 001 01C195FB.1F932944

<!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 4.0 Transitional//EN">
<HTML><HEAD>

<META HTTP-EQUIV=3D"Content-Type" CONTENT=3D"text/html;
charset=3Diso-8859-1">

<META content=3D"MSHTML 5.50.4807.2300" name=3DGENERATOR></HEAD>
<BODY>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000ff size=3D2>These=20

numbers are quite similar to the same&nbsp;statewide RDD survey of =
(2750, 3500)=20

we completed during 2000 and 2001.</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2></FONT></SPAN>&nbsp; </DIV>



<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &nb=
sp;=20

Pooled&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;2000&nbsp; &nbsp; &n=
bsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20

2001&nbsp; </FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>1&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

26.7&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
26.4&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
27.0</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>2&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

43.9&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; 43=
.9&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
43.9</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>3&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

56.0&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
57.5&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20

54 .9</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>4&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

64.2&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
65.3&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
63.4</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>5&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

70.4&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
71.7&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
69.5</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>6&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

76.1&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
78.1l&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20

74 .5</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20

size=3D2>7&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20

80.5&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
82.0&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
79.3</FONT></SPAN></DIV>

<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =



color=3D#0000££=20
size=3D2>8&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp;=20
84 .4&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
85.5&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
83.5</FONT></SPAN></DIV>
<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20
size=3D2>9&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &n=
bsp; &nbsp; 87.6&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbs=
p;=20
89.1l&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
86.4</FONT></SPAN></DIV>
<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20
size=3D2>10&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
90.1l&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
91.5&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
89.1</FONT></SPAN></DIV>
<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20
size=3D2>15&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
99.0&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
99.2&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
98.8</FONT></SPAN></DIV>
<DIV><SPAN class=3D425145414-05012002><FONT face=3DArial =
color=3D#0000££=20
size=3D2>20&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp;=20
99.95&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =20
99.93&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &énbsp; &nbsp; &nbsp; =
99.97</FONT></SPAN></DIV>
<BLOCKQUOTE>
<DIV class=3DOutlookMessageHeader dir=3Dltr align=3D1left><FONT =
face=3DTahoma=20
size=3D2>---—- Original Message—----- <BR><B>From:</B> Robert D. Putnam=20
[mailto:robert putnam@harvard.edu]<BR><B>Sent:</B> Friday, January =
04, 2002=20
1:25 PM<BR><B>To0:</B> aapornet@usc.edu<BR><B>Subject:</B> RE:=20
Callbacks<BR><BR></FONT></DIV>TNSI did a very large (N=3D30k) =
nationwide RDD=20
survey for us in the fall of 2000, with up to 25 callbacks.é&nbsp; I =
did an=20
exhaustive, unpublished examination of the productivity of the later=20
call-backs.&nbsp; &nbsp; &nbsp; Of the interviews eventually completed, =
here are=20
the cumulative percentages completed at each call-back.<BR><BR>
<TABLE border=3D0>
<TBODY>
<TR>
<TD width=3D79><FONT face=3D"Arial, Helvetica">1</FONT>
<TD width=3D82>24%</TD></TR>
<TR>
<TD width=3D79>2
<TD width=3D82>40%</TD></TR>
<TR>
<TD width=3D79>3
<TD width=3D82>53%</TD></TR>



<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
<TR>
<TD
<TD
was no=20

significant drop-off after 3 callbacks.&nbsp;

width=3D79>4
width=3D82>62%</TD></TR>

width=3D79>5
width=3D82>69%</TD></TR>

width=3D79>6
width=3D82>74%</TD></TR>

width=3D79>7
width=3D82>78%</TD></TR>

width=3D79>8
width=3D82>82%</TD></TR>

width=3D79>9
width=3D82>85%</TD></TR>

width=3D79>10
width=3D82>87%</TD></TR>

width=3D79>
width=3D82></TD></TR>

width=3D79>
width=3D82></TD></TR>

width=3D79>
width=3D82></TD></TR>

width=3D79>
width=3D82></TD></TR>

width=3D79>

width=3D82></TD></TR></FONT></TBODY></TABLE><BR>Thus,

respondents=20
reached in the earlier call-backs were somewhat older and more

to be=20

white than those reached in the later call-backs.<BR><BR>Bob

Putnam<BR><BR>

<BLOCKQUOTE class=3Dcite cite type=3D"cite">

Message—-—--
Scott McBride [<A href=3D"mailto:hcmresch@erols.com"=20

eudora=3D"autourl">mailto:hcmreschlerols.com</A>]<BR>Sent:

Thursday,

03, 2002 2:08 PM<BR>To:

CMOR, =20
MRA,

-—<BR>From:=20

January=20

20

and AAPOR, but didn't turn up<BR>anything.é&nbsp;

reading an=20
article about how the productivity of call<BR>attempts drops off=20

significantly after 3 callbacks,

aapornet@usc.edu<BR>Subject: Re:=20
Callbacks<BR><BR><BR>Is there any type of industry standard
regarding=
callbacks on RDD and/or<BR>listed samples?&nbsp;

but I was looking for

there =

Generally speaking, =

likely

I tried to search

I remember =



a<BR>supporting study=20
or article.é&nbsp; Also any comments on how the number =
of<BR>callbacks=20
influences project costs.é&nbsp; Since few firms leave return =
numbers=20
on<BR>answering machines, are answering machines in effect treated =
as a=20
respondent<BR>not available and thus count as one callback.&nbsp;
Thanks in=20
advance for your<BR>help.<BR><BR>Scott McBride<BR>Hollander Cohen =
&amp; =20
McBride<BR>22 West Rd., Suite 301<BR>Towson, Marylandé&nbsp;=20
21204<BR>410-337-2121<BR>410-337-2129 fax </BLOCKQUOTE><BR><BR>
<DIV>Robert D. Putnam</DIV>
<DIV>Malkin Professor of Public Policy</DIV>
<DIV>Kennedy School of Government</DIV>
<DIV>Harvard University</DIV>
<DIV>Cambridge, MA 02138</DIV>&lt;<A =
href=3D"http://ksgwww.harvard.edu/saguaro/"=20
EUDORA=3D"AUTOURL">http://ksgwww.harvard.edu/saguaro/</A>&gt;=20
</BLOCKQUOTE></BODY></HTML>

—————— = NextPart 001 01C195FB.1F932944--

Date: Sat, 5 Jan 2002 11:25:23 -0500

From: "David Smith" <dwsmith2@nycap.rr.com>

To: <aapornet@usc.edu>

References: <b9.197da3a0.29679f3c@aol.com>

Subject: Surveys on effects of WIC and Pentagon attacks

Greetings:
I want to compile a list of studies and resources, predominantly surveys, on

the impact of the WTC and Pentagon attacks and the recent anthrax assaults
on the public. I mention this to distinguish studies of the population from

studies of victims or others involved in these events, such as public safety
officers, per se.

Several of these have been mentioned in this list, but I have not kept
systematic track of them. Moreover, aapornet members may be aware of other
similar activities that have not been mentioned. I would appreciate
information about any and all such studies, sent to my address below. If
there is sufficient interest, I will post a summary listing the items I

receive.

Cordially,
David Smith

David W. Smith, Ph.D., M.P.H.

45 The Crosway
Delmar, NY 12054

dwsmith2@nycap.rr.com



Date: Sat, 5 Jan 2002 09:40:53 -0800 (PST)
From: James Beniger <beniger@rcf.usc.edu>

CccC:

<aapornet@usc.edu>
<HOneill536@aol.com>

Subject: Re: drawing conclusions (was Re: Confidentiality)
In-Reply-To: <£f6.147975ae.29679del@aol.com>

I wish to note, in response to Harry O'Neill's posting, that the young
Marx and Engels delighted in the notion that even young idealist
intellectuals would be willing to shut off their capacities for
political and social analysis in the service of reporting "news" for the
new objective journalism--now a "profession," no less.

It was one thing to find that uneducated young men (not to mention women
and children), who did nothing more than tend machines for twelve-hour
shifts, would necessarily have to be alienated from their own labor--it
was an obvious objective demand of the economic and productive systems.
It was quite a different thing, however, to see well-educated
professionals happily surrendering large parts of their cognitive
capacities for a venerable production system used to do nothing more
than to publish newspapers--which had usually *not* been at all
objective, for much of their history to that time (mid-19th century).

Scientists must do much the same thing, of course, but were not often
viewed as dealing with issues where social or political analysis would
be at all relevant, through most of the 19th century. Journalists who
bothered to publish books were not alienated in the Marxian sense, nor
were academics, or at least not as long as they remained relatively
quiet on events current.

Having myself Clark-Kented it for several daily metropolitan newspapers,
during summer months, I find the notion of "objective" reporting worthy
of laughing out loud. The obvious antidote: bylines! Each of us has
to learn for ourselves which reporters are relatively objective and
which are not, and also what their various biases might be. I do see
our popular culture shifting in this direction, and I think it is a
good thing, Karl and Fred be damned. Harry O'Neill's short list of
obviously "non-objective" reporting shows that he must agree with my
own finding, even if he doesn't agree that it is an encouraging
development--I hope he will tell us his own subjective views on this.

My own view is that anyone who can report much of today's news purely
objectively must surely be dead--or at least brain dead, or very weak
of human heart. I'd much rather read two or three different slants on
a story, written by someone who appears to be at least alive and human,
than one written to read like an automatic, machine-generated report
from some weather station. To write that way is indeed to alienate
oneself from one's own labor--that I think Fred and Karl did get right.



-— Jim

P.S. What is it about Harry O'Neill that always makes me think of
Marx and Engels?

*kk kK kK

On Fri, 4 Jan 2002 HOneillb536@aol.com wrote:

> The comment that journalists accustomed to "objective" reporting might be

> uncomfortable expressing an opinion is hilarious - Jjust tune into ABC,
NBC,

> CBS or read The New York Times any day of the week.

>

> Harry O'Neill

>

Date: Sat, 5 Jan 2002 12:52:57 -0500

From: "James P. Murphy" <jpmurphy@jpmurphy.com>
To: <aapornet@usc.edu>

Subject: Re: Callbacks

My reading of the original comment by Putnam says nothing about response

rate. He states "of the interviews eventually completed." The report in
the link states that the response rate was 29% and the cooperation rate was
42%. The incremental contribution (expressed as a proportion) of repeated

callbacks, while related, is a separate issue from the ending response and
cooperation rates.

Perhaps Prof. Putnam could tell us if his conclusion that concerns about
response rates are exaggerated is based on an internal analysis of the
referenced survey, or other studies. If the former only, it's difficult to
accept that a study not exceeding 42% would contain the information needed
to support such a conclusion. Some work has been done on this by Prof.
Gendall in New Zealand who concluded (correct me if I am wrong) that
non-trivial differences in results do not appear to vanish until the
response rate goes above 50%.

James P. Murphy, Ph.D.

Voice (610) 408-8800

Fax (610) 408-8802

jpmurphy@jpmurphy.com

————— Original Message-----

From: Scott McBride <hcmresch@erols.com>
To: aapornet@usc.edu <aapornet@usc.edu>
Date: Saturday, January 05, 2002 3:15 AM
Subject: Re: Callbacks

Thanks for the comments on callbacks. I was surprised by the steady instead

of dramatic decline in productivity over various callbacks in Bob Putnam's
study. However, if you take out the cummulative effect, it does appear less



productive after three or

If I am interpreting this
cooperation rate with one
years ago by callback and
younger and less affluent
were not significant.

I also saw an interesting
McDaniel and Gates (1998).
Danbury, chairman of Surve
telephone interviews. The

Q

o

Q

o7

Q

o7

four attempts (24 16 13 9%, 7% completed).
correctly, a study should have a greater than 50%
call and 3 or more callbacks. We tabbed results
found the same demographic difference---slightly

with additional callbacks. However, differences

study summary in Marketing Research Essentials by
On page 161, they reference a study by Thomas

y Sampling. The study included 65,000 completed

y tabbed results from one call to seven callbacks

and were surprised to find that there were no significant differences in

results by demographic cha
findings, Danbury still re

In a study where I was ref
his graphs show that it to
rate in Fall of 95, but it
of 2000. He says that eac
less to the overall respon
and than dramatic. He rec
budget can support it. He

from study to study.
We will set CATI to anywhe

is available, budget,
whether there is a targete
audience. We work with a
discussions on this issue
don't see a lot of solid e
different results which is
requirement. It does make
discussed so frequently on

Thanks again for your help.

Scott McBride

Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax

Original Message
From: Robert D. Putnam
To: aapornet@usc.edu
Sent: Friday, January 04
Subject: RE: Callbacks

TNSI did a very large (N
2000, with up to 25 callba

=30k)

racteristics. It also says, "Despite the
commends three callback attempts."

erred by Tim Triplett (University of Maryland),

ok 6 calls (5 callbacks) to reach a 50% response
took 20 call attempts to reach 50% in the Spring

h call attempt after the third call contributes

se rate. The decline is linear until 15 attempts
ommends 15 call attempts for studies where the
said demographic differences by call attempt vary

re from 4 to 8 callbacks depending how much sample

how much time is alotted until results are needed,

d response rate, subject matter, and the targeted
lot of field agencies and I don't expect that our
are different with other firms they deal with. I
vidence that going beyond 4 callbacks results in
most important, so I question a blanket
you wonder though about these overnight polls
aapornet. How many call backs are done in these?

I would be interested in any comments.

2002 1:24 PM

4

nationwide RDD survey for us in the fall of

cks. I did an exhaustive, unpublished examination



of the productivity of the later call-backs. Of the interviews eventually
completed, here are the cumulative percentages completed at each call-back.

24%
40%
53%
62%
69%
74%
78%
82%
85%
0 87%

O o Jo Ul WN R

Thus, there was no significant drop-off after 3 callbacks. Generally
speaking, respondents reached in the earlier call-backs were somewhat older
and more likely to be white than those reached in the later call-backs.

Bob Putnam

————— Original Message-----

From: Scott McBride [mailto:hcmresch@erols.com]
Sent: Thursday, January 03, 2002 2:08 PM

To: aapornet@usc.edu

Subject: Re: Callbacks

Is there any type of industry standard regarding callbacks on RDD and/or

listed samples? I tried to search CMOR, MRA, and AAPOR, but didn't turn

up

anything. I remember reading an article about how the productivity of
call

attempts drops off significantly after 3 callbacks, but I was looking
for a

supporting study or article. Also any comments on how the number of

callbacks influences project costs. Since few firms leave return
numbers on

answering machines, are answering machines in effect treated as a
respondent

not available and thus count as one callback. Thanks in advance for
your

help.

Scott McBride



Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>

Date: Sat, 05 Jan 2002 11:55:20 -0500

To: aapornet@usc.edu

From: "Robert D. Putnam" <robert putnam@harvard.edu>

Subject: Re: Callbacks

In-Reply-To: <008601c19573$53639£f60$0700a8c0@SCOTT>

References: <5.1.0.14.2.20020104131633.00ab4d38@pop.fas.harvard.edu>
boundary=" === 168329885==_.ALT"

-~ 168329885==_.ALT

At the risk of overstaying my welcome at the e-podium, I need to say that
Scott McBride's comment last evening (quoted below) reflected a
misunderstanding of the call-back data I posted yesterday. As I said in my
posting, the data referred to the percentage of "all interviews ever
completed" that were completed by a given number of call-backs. The final
cooperation rate on this study (after all callbacks) was 42%, so if (for
example) we had stopped at 3 calls we would have had a cooperation rate of
42% x  53% = 22%, not 53%.

We also would have had a sample that was significantly older and "whiter"
(and therefore more "established") than the final sample. Respondents
reached within 3 call attempts were 75% non-Hispanic white with a mean age
of 46.5; respondents reached only after 4 or more calls were 69%
non-Hispanic white with a mean age of 42.7. Respondents reached only after
20 attempts or more were only 59% non-Hispanic white with a mean age of
40.1; they comprised only 2.4% of the final sample, but in this large study
that amounted to 699 respondents. For some purposes this modest bias--it's
somewhat easier to reach older whites than younger minority members--may be
substantively relevant, but for other purposes it would not be. In our
case, for example, 49% of respondents reached within 3 call attempts
trusted their neighbors "a lot," as compared to 41% of those reached only
after 20 calls or more.

For what it's worth, we also examined the effects of "conversion calls," in
which initial refusals were subsequently persuaded to do the

interview. This group of "reluctants" is quite different from the
high-call-backs group. (People reached only after many call-backs may not
be home much during normal hours, but quite willing to be interviewed once



you do reach them.) The converted reluctants (that is, people who
initially refused, but then were persuaded by a more experienced
interviewer to do the interview) were older than average <not younger, as
was true of the high-call-back respondents>, less racially tolerant, and
more socially isolated. This finding was reminiscent of the Pew finding a
few years ago that pushing for higher response rates does not affect most
variables, but does uncover a somewhat more racist stratum of the
population.

Bob Putnam

At 05:58 PM 1/4/2002 -0500, Scott McBride wrote:
>If I am interpreting this [Putnam's data] correctly, a study should have a
>greater than 50% cooperation rate with one call and 3 or more callbacks.

Robert D. Putnam

Malkin Professor of Public Policy
Kennedy School of Government

Harvard University

Cambridge, MA 02138
<http://ksgwww.harvard.edu/saguaro/>

- - 168329885==_.ALT

<html>

At the risk of overstaying my welcome at the e-podium, I need to say that
Scott McBride's comment last evening (quoted below) reflected a
misunderstanding of the call-back data I posted yesterday.é&nbsp; As I
said in my posting, the data referred to the percentage of &quot;all
interviews ever completedé&quot; that were completed by a given number of
call-backs.&nbsp; The final cooperation rate on this study (after all
callbacks) was 42%, so if (for example) we had stopped at 3 calls we
would have had a cooperation rate of 42% x&nbsp; 53% = 22%, not
53%.<br><br>

We also would have had a sample that was significantly older and
&quot;whiter&quot; (and therefore more &quot;established&quot;) than the
final sample.&nbsp; Respondents reached within 3 call attempts were 75%
non-Hispanic white with a mean age of 46.5; respondents reached only
after 4 or more calls were 69% non-Hispanic white with a mean age of
42.7.&nbsp; Respondents reached only after 20 attempts or more were only
59% non-Hispanic white with a mean age of 40.1; they comprised only 2.4%
of the final sample, but in this large study that amounted to 699
respondents. &nbsp; For some purposes this modest bias--it's somewhat
easier to reach older whites than younger minority members--may be
substantively relevant, but for other purposes it would not be.é&nbsp; In
our case, for example, 49% of respondents reached within 3 call attempts
trusted their neighbors &quot;a lot, &quot; as compared to 41% of those
reached only after 20 calls or more.<br><br>

For what it's worth, we also examined the effects of &quot;conversion
calls, &quot; in which initial refusals were subsequently persuaded to do
the interview.&nbsp; This group of &quot;reluctants&quot; is quite
different from the high-call-backs group. (People reached only after many
call-backs may not be home much during normal hours, but quite willing to
be interviewed once you do reach them.) &nbsp; The converted reluctants
(that is, people who initially refused, but then were persuaded by a more
experienced interviewer to do the interview) were older than average



&1lt;not younger, as was true of the high-call-back respondentsé&gt;, less
racially tolerant, and more socially isolated.é&nbsp; This finding was
reminiscent of the Pew finding a few years ago that pushing for higher
response rates does not affect most variables, but does uncover a
somewhat more racist stratum of the population.<br><br>

Bob Putnam<br><br>

At 05:58 PM 1/4/2002 -0500, Scott McBride wrote:<br>

<blockquote type=cite class=cite cite><font size=2>If I am interpreting
this [Putnam's data] correctly, a study should have a greater than 50%
cooperation rate with one call and 3 or more
callbacks.</font></blockquote><br>

<br>

<div>Robert D. Putnam</div>

<div>Malkin Professor of Public Policy</div>

<div>Kennedy School of Government</div>

<div>Harvard University</div>

<div>Cambridge, MA 02138</div>

&lt;<a href="http://ksgwww.harvard.edu/saguaro/"
EUDORA=AUTOURL>http://ksgwww.harvard.edu/saguaro/</a>&gt;

</html>

-~ 168329885==_.ALT--

Date: Sat, 5 Jan 2002 10:24:18 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: Albert Biderman <abider@american.edu>

cc: <aapornet@usc.edu>

Subject: Re: Assumed effects of respondent quotes in poll stories
In-Reply-To: <006e01cl95b3$e56e9a00$d7ba0304@oemcomputer>

Before this particular thread unravels, fades into the sunset,
or otherwise disappears in whatever way threads do, I would like
to recall and acknowledge especially the contributions of both
Warren Mitofsky and Al Biderman, for making this--at least for me--
one of the more interesting, stimulating and memorable discussions
that I think we have had here on our humble list. I also wish
to thank again Lydia Saad, for her selfless efforts in representing
Al Biderman's ideas in the continuing discussions, in his absence.
My personal thanks also to all of you others who helped contribute
to making this a true "meeting place," in the spirit of our first
volume of published history.

-- Jim

*kk kK kK

On Sat, 5 Jan 2002, Albert Biderman wrote:

> On 01/04, Allen Barton wrote, in part:
>
> > My God -- all this speculation about the possible negative or positive



> > effects of quotations from respondents in newspaper stories reporting
> > surveys. Aren't we researchers?

Date: Sat, 05 Jan 2002 15:24:36 -0500

From: Jan Werner <jwerner@jwdp.com>

Reply-To: jwerner@jwdp.com

To: aapornet@usc.edu

Subject: Re: Callbacks

References: <5.1.0.14.2.20020104131633.00ab4d38@pop.fas.harvard.edu>
<008601c19573$53639f60$0700a8c0@SCOTT>

The information provided in this thread relating response rate
improvement to the number of callbacks is interesting but one critical
dimension seems to have been left out of all the comments I have seen,
that is the time patterns of the callbacks.

Telephone interviewing is not my primary interest, so I can't say that I
have been diligently looking into this, but the only serious
quantitative analysis that I recall on this aspect of the relationship
between callbacks and response rates came in a presentation by someone
from Abt Associates at a NEAAPOR mini-conference a few years back. Even
there, the analysis did not go much beyond finding which successive
weekdayt+timeslot pairings resulted in the highest completion rates.

Can anyone tell me if there have been other studies along these lines?

Jan Werner
jwerner@jwdp.com

Thanks for the comments on callbacks. I was surprised by the
steady instead of dramatic decline in productivity over various
callbacks in Bob Putnam's study. However, if you take out the
cummulative effect, it does appear less productive after three
or four attempts (24%, 16%, 13%, 9%, 7% completed).

If I am interpreting this correctly, a study should have a
greater than 50% cooperation rate with one call and 3 or more
callbacks. We tabbed results years ago by callback and found
the same demographic difference---slightly younger and less
affluent with additional callbacks. However, differences were
not significant.

I also saw an interesting study summary in Marketing Research
Essentials by McDaniel and Gates (1998). On page 161, they
reference a study by Thomas Danbury, chairman of Survey
Sampling. The study included 65,000 completed telephone
interviews. They tabbed results from one call to seven
callbacks and were surprised to find that there were no
significant differences in results by demographic
characteristics. It also says, "Despite the findings, Danbury
still recommends three callback attempts."

VVVVVVVVVVVVVVVVVVYVYVYVYVYV
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In a study where I was referred by Tim Triplett (University of
Maryland), his graphs show that it took 6 calls (5 callbacks) to
reach a 50% response rate in Fall of 95, but it took 20 call
attempts to reach 50% in the Spring of 2000. He says that each
call attempt after the third call contributes less to the
overall response rate. The decline is linear until 15 attempts
and than dramatic. He recommends 15 call attempts for studies
where the budget can support it. He said demographic
differences by call attempt vary from study to study.

We will set CATI to anywhere from 4 to 8 callbacks depending how
much sample is available, budget, how much time is alotted until
results are needed, whether there is a targeted response rate,
subject matter, and the targeted audience. We work with a lot
of field agencies and I don't expect that our discussions on
this issue are different with other firms they deal with. I
don't see a lot of solid evidence that going beyond 4 callbacks
results in different results which is most important, so I
question a blanket requirement. It does make you wonder though
about these overnight polls discussed so frequently on aapornet.
How many call backs are done in these?

Thanks again for your help. I would be interested in any comments.

Scott McBride

Hollander Cohen & McBride
22 West Rd., Suite 301
Towson, Maryland 21204
410-337-2121

410-337-2129 fax

————— Original Message -----

From: Robert D. Putnam

To: aapornet@usc.edu

Sent: Friday, January 04, 2002 1:24 PM
Subject: RE: Callbacks

TNSI did a very large (N=30k) nationwide RDD survey for us in
the fall of 2000, with up to 25 callbacks. I did an
exhaustive, unpublished examination of the productivity of
the later call-backs. Of the interviews eventually
completed, here are the cumulative percentages completed at
each call-back.

24%
40%
53%
62%
69%
74%
78%
82%
85%
0 87%

H O o Jo Ul b WN R

Thus, there was no significant drop-off after 3 callbacks.



>> Generally speaking, respondents reached in the earlier

>> call-backs were somewhat older and more likely to be white
>> than those reached in the later call-backs.

>>

>> Bob Putnam

Date: Sat, 5 Jan 2002 17:49:55 -0500

From: "Albert Biderman" <abider@american.edu>

To: "James Beniger" <beniger@rcf.usc.edu>, <Lydia Saad@gallup.com>
Cc: <aapornet@usc.edu>

References: <Pine.GS0.4.33.0201050948230.7228-100000@almaak.usc.edu>
Subject: Re: Assumed effects of respondent quotes in poll stories

A draft of my second post to this thread began with a paragraph that got
lost when I attempted to revise it to acknowledge some good on-point posts
that had been entered after Lydia's. Mr. Norton's unerase utility has
allowed me to recover the lost opener:

I appreciate Lydia Saad's post that got this
derailed train of thought back on track,
particularly since she did not have much
interest in the points to which I sought to
direct it.

vV V V V V

Al

Albert Biderman
abider@american.edu

Date: Sun, 6 Jan 2002 00:37:28 -0500

From: "Albert Biderman" <abider@american.edu>

To: "AAPORNET" <aapornet@usc.edu>

Subject: Re: Callbacks
boundary="----= NextPart 000 007A 01C1964A.51C07C0OQ"

This is a multi-part message in MIME format.
—————— = NextPart 000 007A 01C1964A.51C07C00

Given Putnam's interest in response rate issues only as they might
affect his substantive findings, I wonder whether he went beyond

the sequential productivity measure discussed in this thread.

(Forgive me if I get gratuitously didactic in explaining why I question
that criterion.)

"Productivity" is a crude criterion from some statistical =3D
standpoints. While the raw number of completions at successive =3D
callbacks may decline at an increasing rate, this does not necessarily =
=3D
mean that the reduction of non-completion bias is similarly non-linear. =
=3D



Even in sample studies, some are more equal than others. The statistical =
=3D
importance of an incremental completion will vary:

a. with sample weight where a design employing weights is employed

b. with moment where the variates added by incremental callbacks =
=3D
are of high moment in important analyses, particularly when modes of =3D
analyses are employed that are not robust with regard to extreme values

c. with power increment when the extra completions are essential to =
=3D
achieve sufficient sensitivity or discrimination to base some important =
=3D
statistical statement on the data.

Sometimes these contributions of a case to bias may be partially =3D
mutually offsetting, as in the case with young, black males. =3D
Over-sampling design features often reduce the sample weight of each =3D
such case; but they can leverage in major ways many important variables =
=3D
and they can have attributes that are uncommon but often important in =
=3D
studies, such as of morbidity.

=3D20
Clearly, to go after particular types of non-completions (by =3D
concentrating callbacks on certain geocodes, for instance) is biasing so =
=3D
that uniformly increasing the number of callbacks is indicated. There =
=3D
presumably are statistical quality control methods that would allow for =
=3D
a more selective approach but these are beyond me.

My own rule is to run for cover whenever I see an economistic word like =
=3D

"productivity" for fear of being sandbagged by a bunch of powerful =3D
hidden value assumptions. However, I do see a problem with =3D
"increments" also because of its unfortunate antonym.

Albert Biderman
abider@american.edu

————— Original Message -----=20

From: "Robert D. Putnam" <robert putnam@harvard.edu>
To: <aapornet@usc.edu>

Sent: Friday, January 04, 2002 3:32 PM

Subject: RE: Callbacks

> Several people have written privately to ask more about the study I=20
> reported early today on call-back productivity.
>=20



> Frankly, I was much more interested in the substantive results of the=20
> project (which profiled social capital, civic engagement, and similar=20

> issues). The call-back analysis was merely part of preliminary work I
did=20

> to see whether response rate issues might affect our substantive=20

> findings. Bottom line was "probably not enough to worry=20

> about." Ironically, I tried to publish a paper on that same topic =
several=20

> years ago in POQ and was told that it was of insufficient general=20

> interest. I may eventually return to that general topic, because I =
believe=20

> that the modal view in the profession significantly over-estimates the

> substantive impact of response rates and significantly under-estimates
the=20

> substantive impact of other error sources, like context effects. But
for=20

> now I'm afraid I don't have anything written that I can share, and =
other=20

> writing is higher on my agenda.

>=20
> For more information about the basic study, see=20
> http://www.cfsv.org/communitysurvey/. In an effort to encourage =

widespread=20
> research on social capital, civic engagement, and the like, we put the

> entire data-set into the public domain within weeks of having it =
reasonably=20

> clean. So if you are interested in these data and want to replicate =
my=20

> call-back analysis, you can readily get the data at=20

> http://www.ropercenter.uconn.edu/scc_bench.html. The relevant =
variable is=20

> named CALL.

>=20

> Bob

>=20

>=20

>=20

>=20

> Robert D. Putnam

> Malkin Professor of Public Policy

> Kennedy School of Government

> Harvard University

> Cambridge, MA 02138

> <http://ksgwww.harvard.edu/saguaro/>

—————— = NextPart 000 007A 01C1964A.51C07C00
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completions at successive =3D<BR>callbacks may decline at an increasing =
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does not necessarily =3D<BR>mean that the reduction of non-completion =
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similarly non-linear.é&nbsp; =3D<BR>Even in sample studies, some are more =
equal=20

than others. The statistical =3D<BR>importance of an incremental =
completion will=20
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design=20
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=3D<BR>presumably are statistical quality control methods that would =
allow for=20



=3D<BR>a more selective approach but these are beyond me.<BR><BR>My own =
rule is to=20

run for cover whenever I see an economistic word like =
=3D<BR>"productivity" for=20

fear of being sandbagged by a bunch of powerful =3D<BR>hidden value=20
assumptions.&nbsp; However, I do see a problem with =3D<BR>"increments" =
also=20

because of its unfortunate antonym.<BR><BR>Albert Biderman<BR></FONT><A=20
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more=20
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widespread=20
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<BR>&gt; <BR>&gt; Robert D. Putnam<BR>&gt; Malkin Professor of Public=20
Policy<BR>&gt; Kennedy School of Government<BR>&gt; Harvard =
University<BR>&gt;=20

Cambridge, MA 02138<BR>&gt; =
&lt;http://ksgwww.harvard.edu/saguaro/><BR>&gt;=20
</FONT></P></DIV></BODY></HTML>

—————— = NextPart 000 007A 01C1964A.51C07C00--

Date: Sun, 6 Jan 2002 09:11:33 -0500 (EST)

From: Alice Robbin <arobbin@indiana.edu>

To: aapornet@usc.edu

Subject: j article of potential interest: online surveys
In-Reply-To: <007£f01cl19674$484£f16c0$8fbb0304@oemcomputer>

Title: Navigational issues in the design of online self-administered

questionnaires

Author (s): Kent L. Norman; Zachary Friedman; Kirk Norman; Rod
Stevenson

Source: Behaviour and Information Technology
Volume: 20 Number:1 Page: 37 —-- 45

Abstract: Answering questions on surveys involves the access of internal
knowledge structures, the retrieval of records from external

databases and the navigation of items on the interface. In this study

a number of alternative designs for online questionnaire presentation
were investigated. A long heterogeneous survey was partitioned in

four ways: whole form, semantic sections, screen pages and single items.
Questionnaires were presented with or without an index, resulting in
eight versions. Neither initial completion times nor subjective
assessments differed among the eight versions due to the highly

linear navigation of the surveys. Respondents were asked to revisit 16
questions based on the topic of the question or on the question

number and to change their answers. Revision times reflected ease of
finding items in the structure of the survey and the use of an index to the
sections of the questionnaire.
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Alice Robbin, Associate Professor

SLIS, The Information Science School

Indiana University

021 Main Library

1320 East 10th Street

Bloomington, IN 47405-3907

Office: (812) 855-5389 Fax: (812) 855-6166
Email: arobbin@indiana.edu

Date: Sun, 6 Jan 2002 09:12:20 -0800 (PST)



From: James Beniger <beniger@rcf.usc.edu>
To: AAPORNET <aapornet@usc.edu>
Subject: Three War Stars Are Born (Wm Schneider LATimes)

Bill Schneider, CNN political analyst, begins and ends his
piece here with poll data--a December Time magazine poll at
the beginning, a December Gallup poll, at the end.

-- Jim

http://www.latimes.com/news/printedition/opinion/1a-000001283jan06.story

January 6 2002

POLITICS
Three War Stars Are Born

By WILLIAM SCHNEIDER

WASHINGTON -- "Star Wars" is fiction. But war stars is a fact. Wars
create popular heroces. And political stars. It goes all the way back to
the beginning of the republic--George Washington, Ulysses S. Grant,
Theodore Roosevelt, Dwight D. Eisenhower, Colin L. Powell.

And now, who? Well, to start with, Rudolph W. Giuliani.

Rarely has a politician seen his image transformed so quickly and so
dramatically. Remember last summer when the New York tabloids were filled
with stories about Mayor Giuliani's scandalous personal life? After Sept.
11, Giuliani appeared with his girlfriend all over New York--and
overseas--and nobody seemed to notice. Or care. Giuliani's pitch-perfect
response to the terrorist attacks made him a hero and an inspiration. The
percentage of Americans who say Giuliani has done a "very good'' job of
responding to the terrorist attacks: 61 (in a Time magazine mid-December

poll). Percentage of Americans who say President Bush has done a "very
good'' job of responding to the terrorist attacks: 53 in late October.
The old Giuliani was petty and vindictive. The new Giuliani is ... well,

petty and vindictive. At a farewell meeting in Brooklyn last month, the
mother of a policeman rose to ask the mayor why the city had not given
police officers a long overdue pay raise. "What you just did isn't
right,'' the mayor said sharply. "I can't negotiate a contract with you
now. You shouldn't have done this.'' And that is one reason why, despite
his Churchillian stature, Giuliani's political future is cloudy. He has
an outsized personality and a difficult temperament. He does not, as they
used to say in school, work and play well with others.



Sen. Giuliani? It's hard to see him going along or getting along with 99
colleagues. Vice President Giuliani? A vice president's job is to be
loyal and self-abasing. That's not him. Gov. Giuliani? That's the role
most people see him in. But he'll have to wait five years, since New
York's Republican Gov. George Pataki is running for a third term this
year. President Giuliani? He'd be a formidable contender. He's already
impressed the country with his presidential qualities. But he has to find
a party that will nominate him. Conservatives distrust him. He's
pro-choice, pro-gay rights and pro-gun control. And, anyway, the GOP
nomination won't be open for another seven years, during which time
Giuliani has to figure out a way to stay in the spotlight.

A presidential appointment, maybe. Some kind of reconstruction czar. If
anyone was ever born to be a czar, it's Giuliani. But Bush needs to keep
Giuliani at arm's length. He's already overshadowed the president once.

Another unlikely war star has emerged out of the ranks of the GOP--
Secretary of Defense Donald H. Rumsfeld. Before Sept. 11, Rumsfeld was a
retread. He first served as defense secretary in the Gerald R. Ford
administration--more than 26 years ago.

Now he's a TV star. Rumsfeld's daily press briefings are cool, crisp and
authoritative. He speaks to the American people like he's speaking to
grown-ups. In polished sentences and paragraphs. Without spin. When a
reporter asked him what's being done with prisoners of war being held by
the Pakistanis, Rumsfeld replied, "I'm not as knowledgeable as I might be

in 24 hours.'' Rumsfeld's briefings are a metaphor. The U.S. is in
control of the military situation, just as Rumsfeld is in control of the
press. "[Osama bin Laden] is important. We're after him. We intend to
find him. I believe we will,'' Rumsfeld said on Dec. 19. "And if he turns
up somewhere thumbing his nose at you?'' a reporter asked. Rumsfeld
replied, "We will go see about that thumb.'' In other words: trust us. We

know what we're doing.

In effect, Rumsfeld is doing what Vice President Dick Cheney was supposed
to do. He's a reassuring presence in an administration headed by a
president with little national or international experience. Meanwhile,
Cheney is in an "undisclosed, secure location." Where he may remain in
2004. If the international situation is still tense, Rumsfeld would be a
good choice for the No. 2 spot on the GOP ticket.

The Democrats have their own war star--Senate Majority Leader Tom
Daschle. Daschle was propelled into prominence by two unlikely events
last year. The first was in June, when Vermont Sen. James M. Jeffords
startled the political world by leaving the Republican Party to become an
independent. That made Daschle the new Senate majority leader--and the
highest-ranking Democrat in Washington.

Then, in October, Daschle was the target of an anthrax attack. The attack
was so virulent it forced senators to vacate their offices for months.
And magnified Daschle's image of importance. Once an obscure senator from
an obscure state (South Dakota), Daschle has become an assured figure who
rallies Democrats and infuriates Republicans. Why? Because the majority
leader came up with a devious plan: He said Democrats should stand
squarely with the president on the war while opposing Bush's domestic
agenda.



What's devious about that? It's the way most Democrats feel. But it's
driving Republicans crazy. They're trying to depict Daschle's opposition
as disloyalty. What it is is partisanship. On issues that have nothing to
do with the war, and where partisanship has always prevailed.
Conservatives ran a newspaper ad in South Dakota picturing Daschle side
by side with Saddam Hussein. The implication? Daschle is in league with
the Iragi dictator because he opposes o0il drilling in Alaska's Arctic
National Wildlife Refuge.

They ran a radio ad in Daschle's home state accusing the majority leader
of plotting "to use the economy as a campaign issue." So, what else is
new? Well, there's the implication, spelled out in the ad, that Democrats
blocked passage of Bush's economic stimulus package because they "really
don't want the recession to end." Daschle's defense? "We want to pass
something but we don't want to pass anything."

In a memo to Senate Republicans, GOP strategist Frank Luntz wrote,
"Remember what the Democrats did to [former House Speaker Newt] Gingrich?
We need to do exactly the same thing to Daschle."

Memo to Luntz: Tom Daschle isn't Newt Gingrich. Daschle comes across as
mild-mannered and soft-spoken--a nice guy. Yeah, Luntz said in an
interview, "He's so nice, so unassuming, that you'll never see the knife
until it's in your back."

The fact is, the economy has surpassed terrorism as a public concern.
Does that mean the memory of Sept. 11 is fading? No. It means the war on
terrorism is going well, while the economy is not going well. Republicans
want to turn public support for Bush Agenda II--the war on
terrorism--into support for Bush Agenda I--"compassionate conservatism."
But they've got Daschle standing in their way.

The number of people who support Bush--more than 80%--is noticeably
higher than the number who say they agree with him on the issues (about
60%) . News flash: You can support the president even if you don't agree
with him. Especially at a time like this.

That's what Daschle is saying. He's saying it so well, it's making him a
contender for the presidency in 2004.

Daschle's star is rising while Al Gore's is falling. Last month, a Gallup
poll asked Democrats whether they would like to see their party nominate
Gore for president in 2004 "or someone else." The winner?

"Someone else," 66% to 26%.

Gore does a lot better among Democrats who believe Bush stole the
election. But the number of Democrats who believe Bush stole the election
has been dropping. It's now down to 25%.

The Democrats' war star is Daschle. Gore is a war casualty.

William Schneider, a contributing editor to Opinion, is a political
analyst for CNN.
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Date: Mon, 07 Jan 2002 11:24:27 +0100

To: aapornet@usc.edu

From: Edith de Leeuw <edithl@xs4all.nl>

Subject: Re: Opinions about research

In-Reply-To: <cc.45dfbfc.29663ec7@aol.com>
boundary="===================== - 1038924==_ .ALT"

- - 1038924==_ .ALT
Dear J.Ann,

I did a large mode comaprison focussing on data quality for my Ph.D thesis
in teh Netherlands. Unfortunately the book is out of print, but I have
permission to send copies to interested researchers. I can send it as
pdf-files to you if you are interested. (my home page is still under
construction, so i ahve to e-mail these). I think especially the first
chapters on the theoretical background and a meta-analyses of published
comparisons may be of interest to you.

Let me know if you would like it.
Good luck with the project and keep us informed!

Edith

At 06:09 PM 1/3/02 -0500, you wrote:

>I'm moving forward with a demonstration project on how data collection
>methods affect response rates--and more importantly, the quality of the
>data. More on all that another time.

>

>T thought I'd pose this to the list. We'll have time/space in these
>surveys to ask about attitudes toward surveys, how frequently the
>respondent cooperates/opts out, whether their attitudes toward cooperating
>with surveys would differ if there were no such thing as telemarketing

>. and so on. At this stage, I'm collecting suggestions for questions

>gauging respondents' attitudes toward data collection. I'd welcome your
>input. JAS
>

>J. Ann Selzer, Ph.D.

>Selzer & Company, Inc.

>Des Moines

>JAnnSelzer@aol.com, for purposes of this list; otherwise,



>JASelzer@SelzerCo.com
>Visit our website at www.SelzerCo.com

- 1038924==_.ALT

<html>

Dear J.Ann,<br>
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I did a large mode comaprison focussing on data quality for my Ph.D
thesis in teh Netherlands. Unfortunately the book is out of print, but I
have permission to send copies to interested researchers. I can send it
as pdf-files to you if you are interested. (my home page is still under
construction, so i ahve to e-mail these). I think especially the first
chapters on the theoretical background and a meta-analyses of published
comparisons may be of interest to you.<br>

<br>

Let me know if you would like it.<br>

<br>

Good luck with the project and keep us informed!<br>

<br>

Edith<br>

<br>

<br>

At 06:09 PM 1/3/02 -0500, you wrote:<br>

<blockquote type=cite class=cite cite><font face="arial" size=2>I'm
moving forward with a demonstration project on how data collection
methods affect response rates--and more importantly, the quality of the
data.&nbsp; More on all that another time.é&nbsp; <br>

<br>

I thought I'd pose this to the list.é&nbsp; We'll have time/space in these
surveys to ask about attitudes toward surveys, how frequently the
respondent cooperates/opts out, whether their attitudes toward
cooperating with surveys would differ if there were no such thing as
telemarketing . . . and so on.é&nbsp; At this stage, I'm collecting
suggestions for questions gauging respondents' attitudes toward data
collection.&nbsp; I'd welcome your input.é&nbsp; JAS<br>

<br>

J. Ann Selzer, Ph.D.<br>

Selzer &amp; Company, Inc.<br>

Des Moines<br>

JAnnSelzer@aol.com, for purposes of this list; otherwise,
JASelzer@SelzerCo.com<br>

Visit our website at

<a href="http://www.selzerco.com/"
eudora="autourl">www.SelzerCo.com</a></font><font face="arial">
</font></blockquote></html>
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Date: Mon, 7 Jan 2002 07:24:03 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Americans, Gradually, Feel Grip of Recession (L Uchitelle NYTimes)

Both Tom Smith, NORC, University of Chicago, and Humphrey
Taylor, Louis Harris & Associates, are quoted on the front
page of today's New York Times, in this report by Louis
Uchitelle.

-— Jim

http://www.nytimes.com/2002/01/07/business/07COPE.html

January 7, 2002

AMERICANS, GRADUALLY, FEEL GRIP OF RECESSION



By LOUIS UCHITELLE

The recession that started in March is gradually intruding on people's
lives, forcing them to cut back in ways that contribute to the downturn.

Young people just out of college find themselves unable to land jobs in
their chosen careers, or to afford rent for their first homes. Retirees
try to get by on suddenly shrunken incomes. Immigrants send less money to
relatives back home, or cut their own expenses. And a growing number of
middle-income people, having lost jobs or bonuses or raises, squeeze
luxury out of their lives.

But if the number of Americans untouched by recession is diminishing,
optimism is not. The expectation of most forecasters -- that the economy
will be rising by June -- is shared by many Americans who see their new
hardship as temporary and therefore bearable. That mix of optimism and
pain showed up in two dozen interviews with people in all walks of life
across the country.

"People see this recession as a temporary adjustment after a long
expansion that could not go on forever," said Tom W. Smith, a director at
the University of Chicago's National Opinion Research Center. "The
message we get is that people are hurting; they are finally beginning to
experience the recession in their daily lives. But they view the economy
as fundamentally sound."

Only a minority of the population, roughly 17 percent, feel directly
affected by the recession, said Humphrey Taylor, chairman of Louis Harris
& Associates, the polling firm. But that is up from 10 percent last
summer and is growing rapidly, deepening the downturn as people are drawn
in and spend less.

New college graduates are especially touched, people like Anne Turner
Gunnison, who is unable to find a job in her chosen field. Andrew Mickish
and Karen Griffin, a couple in their early 30's, had a solid foothold in
the dot-com world, plummeted into unemployment, then made it only partway
back, and shifted to a simpler lifestyle.

Daniel Mejia, an immigrant who worries that his job as a van driver is
about to vanish, has stopped sending money to his grown children in El
Salvador.

Preston S. Smith, a marketing executive at the wealthier end of the
spectrum, is cutting back on vacations and other purchases, but is
betting on a bull market soon. The Henkenius family of rural Iowa,
earning well but feeling recession all around them, are trimming their
already modest expenses. And Philip Colombo, a recent retiree hoping to
move smoothly into a new job, is finding the road rather bumpy.

The poor, meanwhile, who suffer in good times as well as bad, seem less
affected than higher-income people. Unemployment has barely risen in the
past year among people who make less than $20,000, the Labor Department
reports. That is not much consolation for Tony Acevedo, who has many
fewer customers for his $10 boardwalk massages, although he shows up in
the statistics as employed.



Through most of last fall, attention focused more on the terrorist
attacks and the national response than on the economy. But now opinion
polls show that the recession is surging back into public focus, along
with an unexpected optimism.

"There is this tremendous sense of resiliency and resourcefulness," Mr.
Smith, the pollster, said. "We will get the terrorists and we will work
our way through the recession."

Challenges for the Class of 2001

No group appears to be experiencing the recession with more surprise, and
pain, than the Class of 2001, caught off guard as they started careers.
For Ms. Gunnison, 22, an art history major, the recession was under way
when she graduated from Stanford in June. But she did not notice. She
moved quickly into an ideal job: classifying early 20th-century
Indonesian textiles at the Cantor Center for Visual Arts at Stanford.
There was even a salary, $10 an hour, for this opening burst in her
career.

But when the textile project ended in October, Ms. Gunnison tried to move
along. "I thought the next job was out there," she said, "and it wasn't."

With art sales shrinking, museums and galleries stopped hiring, and
numerous applications for jobs in her field turned up no openings. The
one she did find -- explaining contemporary art to gallery visitors at
$15 an hour -- drew 80 applicants. Ms. Gunnison was one of two finalists,
but did not get the job.

Giving up plans to take an apartment in San Francisco, she soon moved
back to her parents' home in Sacramento, lowering her sights as she
retreated. "I am aware now of the recession, but I cannot understand why
I cannot find any job," she said. In her latest attempt, she applied for
an opening at a bakery, which did not bother to call her back.

Ms. Gunnison's pain is shared by young people a decade older, like Mr.
Mickish and Ms. Griffin. Their income soared to $143,000 last January as
they swung from dot-com to dot-com in Pittsburgh's high-technology world,
and then they slid into unemployment.

Fleeing the debacle, they moved in September to Miami, where they have
put together $90,000 in family income, he as a software engineer at a
dot-com, she as a coordinator for a nonprofit organization that offers
water sports for disabled vacationers and residents.

"We found in The South Florida Business Journal a little write-up about a
software company that was running in the black; no venture capital, no
lines of credit," said Ms. Griffin, who is 31, two years younger than her
husband. "We decided that was the only sort of dot-com that could
survive, so Andy applied and got a job."

He earns $70,000. Gone now is the dining out in fine restaurants and the
season tickets to jazz concerts, the symphony, the theater -- the life
left behind in Pittsburgh. The second car is gone, and the $20,000 in



credit card debt is nearly paid off, mostly by draining savings. The
couple's biggest expense is $1,200 a month rent on their bungalow, but
most months they get a discount by doing work on the building.

"The recession is bringing us a different conception of life," Ms.
Griffin said. "We worked our heads off for money and it ended up being an
illusion. So we made the decision to live simpler lives."

Added Pressure on Immigrants

What brought the recession into the life of Mr. Mejia, an immigrant from
El Salvador, was a letter that Massachusetts sent to state employees in
December warning that because tax revenues were falling, 5,000 jobs would
be cut, including jobs in the Department of Mental Health, where Mr.
Mejia works as a minivan driver.

So like millions of Americans, the Mejia family is cutting expenses,
which in turn threatens to deepen the recession.

Not that Mr. Mejia, 52, or his wife, Magnolia, 48, ever spent
incautiously. Millions of immigrants do not earn even as much as he now
does -- $30,000 in the state job and $9,000 as a night Jjanitor at
Harvard. Mrs. Mejia adds $4,000 as a nanny.

What frightens the Mejias is that he could lose his state job, a post he
moved up to in 1999 after working for years as a lower-paid orderly.

So Mr. Mejia is taking precautions. He has stopped sending $200 a month
to three grown children in El1 Salvador. The fourth child lives with the
Mejias in their two- bedroom apartment near Boston University, which
costs $1,300 a month, up 30 percent in a year, Mr. Mejia complains.

The Mejias gave up a trip to Colombia, Mrs. Mejia's homeland, and the
family has all but stopped buying clothing, even for the youngest, a son,
10. Mr. Mejia canceled a cellphone, and put their tax rebate toward
paying down debt.

The money he sent south had been for three children from his first
marriage, children raised by his mother after Mr. Mejia emigrated 18
years ago. He tried before to bring them north, he said, but they did not
want to leave their grandmother. "Now they want to come and I can't get
them visas," he said.

Changes for the Rich and Poor

At the upper end of the work force, Mr. Smith, 49, is also beginning to
experience the recession. Relatively few Americans earn more than he does
as an executive at Lowe, Brockenbrough & Company in Richmond, Va., which
manages investments for wealthy clients.

But his income, which had been rising 10 percent a year, leveled off in
2001 at nearly $140,000. And the bonus portion, $20,000, is being paid
more slowly —-- in four installments over 12 months instead of the usual



two over six months.

"I had hoped to be earning at least $160,000 by now, but the company's
performance has obviously been affected," Mr. Smith said. So he is
cutting expenses, planning just one vacation in 2002 -- and only with his
wife -- instead of the three vacations the family took in 2001, two with
all six children.

He has put off many optional purchases, like buying a new computer to
replace the oldest of the three PC's scattered through the family's
six-bedroom home in a Richmond suburb. When his father-in-law purchased a
new printer, Mr. Smith offered to buy the old one, and finally accepted
it as a gift. Still, he sees this austerity as temporary. The recovery
cannot be far off, he said, and he is already putting money into what he
calls underpriced stocks, betting on a bull market ahead.

Mr. Acevedo, at the poor end of the national income scale, is not
sanguine. A sometime actor, he had gotten by for five years by giving
impromptu $10 massages at a boardwalk stand in Venice, Calif. Now,
instead of 8 or 10 customers, a good day is 3 or 4, and Mr. Acevedo, 58,
often discounts his price to get them.

"All the vendors are discounting," he said. "I guess people are afraid to
spend."

Fears for Those Not Yet Affected

Some families suffer the symptoms of recession shock without yet being
hurt by the recession. That is the story of the Henkenius family in
Arcadia, Iowa, population 400.

Darrell Henkenius and his wife, Kerry, both 40, bring home $65,000 a
year, he as the manager of a grain elevator, she as a part- time truck
dispatcher. That is high-end income in Arcadia, and Mr. Henkenius is
still getting raises, putting them even further above the nation's median
family income of just over $50,000. Without hesitation, the couple added
$500 to annual school tuition, when their youngest, 8-year-old Hope,
joined her two teen-age sisters at a Catholic school.

But farmers have been in recession for months, suffering from weak crop
prices, and the Henkenius family is gradually embracing the mood around
them. By refinancing debt, the family has cut mortgage and car payments
to $300 a month from $600. Rather than hire a carpenter to rebuild their
front porch, Mr. Henkenius did the work himself. And rather than drive
two hours to shop in Omaha, the family uses the Internet more often, and
buys less.

For Mr. Henkenius, Sept. 11 was yet another blow to rural America.
"Things have got to rebound," he said.

Retirees Face Uneasy Times

Mr. Colombo, 59, retired on July 7, unaware that the downturn he read



about in his newspaper applied to him, too, and would soon upend his
plans. His father, he notes, retired at 60 and never worked again, had
not wanted to. Mr. Colombo had a different goal. He would roll quickly
into a new job that employed the same media and public relations skills
he had used as a service coordinator at the Tri-County Metropolitan
Transit District of Oregon, the public transit authority in Portland.

"I did not sense a recession at all here in Portland until I looked for a
job and started getting negative letters," Mr. Colombo said. He soon
asked friends in the media what was happening. "I learned that people
were being laid off behind the scenes," he said.

Mr. Colombo, who worked at Tri-Met for 20 years, earning $51,000 when he
retired, counts on another job, one that pays at least $35,000, to
supplement his pension. He took the pension as a lump sum of $161,000,
rather than in monthly installments of $800 to $900.

A financial adviser invested the $161,000 in stocks, preferring that to
interest-bearing deposits that are a problem now for many retirees
because rates have fallen so low. But his portfolio today is worth $4,000
less, Mr. Colombo reports.

As if that were not enough, his wife, Jacqueline, 52, has had her hours
as a receptionist cut, shaving more than $1,000 from her $12,000-a-year
income.

Still, Mr. Colombo is persistently optimistic. He will soon begin to draw
$1,200 a month from his pension fund, confident that rising stock prices
will more than replace the outlay. His two children are grown and
self-supporting. He and his wife have made the usual spending cuts: less
eating out, no new clothing, and the biggest sacrifice of all, Mr.
Colombo's decision to postpone for a semester the doctorate he is
pursuing in public policy. "I could not right now take $700 and invest it
in tuition," he said.

Asked if he would have retired in July, knowing what he knows now, he
hesitated. He probably would have waited, he finally acknowledged, but
quickly added that he hated the job. "The conditions in the office were
not the best," he said.

Once the recovery comes, Mr. Colombo said, he will find a job. And the

recovery will come. This 10th recession since World War II is not yet,
for the optimistic Colombo family, life-changing.

http://www.nytimes.com/2002/01/07/business/07COPE.html
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<html>

I just found a summary of a research I conducted some time ago on causes
and consequences of response rates (callbacks and refusal conversion (see
attached summary)) .<br>

In short, I found an improvement of response rate of close to 5% doing
more than 4 callbacks and an improvement of 6% with refusal conversion
i.e. a total improvement of 11% with both practices ( reaching close to
60%) .&nbsp; In that study, there was a substantial relationship between
number of callbacks and cultural behavior, and particularly number of
hours spent listening to T.V. <br>

In a more recent study though, I found no relationship between number of
callbacks and voter intent.<br><br>

Best, <br>

Claire Durand<br><br>

<br>

At 00:37 2002-01-06 -0500, Albert Biderman wrote:<br><br>

<blockquote type=3Dcite class=3Dcite cite><font face=3D"Times New Roman,
Tim=

es">Given

Putnam's interest in response rate issues only as they might<br>

affect his substantive findings, I wonder whether he went beyond<br>

the sequential productivity measure discussed in this thread.<br>
(Forgive me if I get gratuitously didactic in explaining why I
question<br>

&nbsp;that criterion.)<br><br>

&nbsp; &quot; Productivity&quot; is a crude criterion from some statistical
=3D<br>

standpoints. &nbsp; While the raw number of completions at successive
=3D<br>

callbacks may decline at an increasing rate, this does not necessarily
=3D<br>

mean that the reduction of non-completion bias is similarly

non-linear. &nbsp; =3D<br>

Even in sample studies, some are more equal than others. The statistical
=3D<br>

importance of an incremental completion will vary:<br><br>

&nbsp; &nbsp; &nbsp; a.&nbsp; with sample weight where a design employing
weights is employed<br><br>

&nbsp; &nbsp; &nbsp; b.&nbsp; with moment where the variates added by
incremental callbacks =3D<br>

are of high moment in important analyses, particularly when modes of
=3D<br>

analyses are employed that are not robust with regard to extreme
values<br><br>

&nbsp; &nbsp; &nbsp; c.&nbsp; with power increment when the extra
completions are essential to =3D<br>

achieve sufficient sensitivity or discrimination to base some important
=3D<br>

statistical statement on the data.<br><br>



Sometimes these contributions of a case to bias may be partially =3D<br>

mutually offsetting, as in the case with young, black males.&nbsp;=20

=3D<br>

Over-sampling design features often reduce the sample weight of each

=3D<br>

such case; &nbsp; but they can leverage in major ways many important

variables =3D<br>

and they can have attributes that are uncommon but often important in

=3D<br>

studies, such as of morbidity.<br>

&nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; &nbsp; =3D20<br>

Clearly, to go after particular types of non-completions (by =3D<br>

concentrating callbacks on certain geocodes, for instance) is biasing so

=3D<br>

that uniformly increasing the number of callbacks is indicated.é&nbsp;

There =3D<br>

presumably are statistical quality control methods that would allow for

=3D<br>

a more selective approach but these are beyond me.<br><br>

My own rule is to run for cover whenever I see an economistic word like

=3D<br>

&quot;productivity&quot; for fear of being sandbagged by a bunch of

powerful =3D<br>

hidden value assumptions.&nbsp; However, I do see a problem with =3D<br>
&quot;incrementsé&quot; also because of its unfortunate antonym.<br><br>

Albert Biderman<br>

<a href=3D"mailto:abider@american.edu">abider@american.edu</a></font><font=
face=3D"Times New Roman, Times" size=3D4><br>

</font><br>

<font face=3D"Times New Roman, Times" size=3D4>----- Original Message —-—---

<br>

From: &quot;Robert D. Putnamé&gquot;=20

&lt;robert putnam@harvard.edu&gt;<br>

To: &lt;aapornet@usc.edu&gt;<br>

Sent: Friday, January 04, 2002 3:32 PM<br>

Subject: RE: Callbacks<br><br>

<br>

&gt; Several people have written privately to ask more about the study I

<br>

&gt; reported early today on call-back productivity.<br>

&gt; <br>

&gt; Frankly, I was much more interested in the substantive results of

the <br>

&gt; project (which profiled social capital, civic engagement, and

similar <br>

&gt; issues) .&nbsp; The call-back analysis was merely part of preliminary

work I did <br>

&gt; to see whether response rate issues might affect our substantive

<br>

&gt; findings.é&nbsp; Bottom line was &quot;probably not enough to worry

<br>

&gt; about.é&quot; &nbsp; Ironically, I tried to publish a paper on that

same topic several <br>

&gt; years ago in POQ and was told that it was of insufficient general

<br>

&gt; interest.é&nbsp; I may eventually return to that general topic,

because I believe <br>



&gt; that the modal view in the profession significantly over-estimates
the <br>

&gt; substantive impact of response rates and significantly
under-estimates the <br>

&gt; substantive impact of other error sources, like context
effects.&nbsp; But for <br>

&gt; now I'm afraid I don't have anything written that I can share, and
other <br>

&gt; writing is higher on my agenda.<br>

&gt; <br>
&gt; For more information about the basic study, see <br>
&gt;

<a href=3D"http://www.cfsv.org/communitysurvey/.%A0"
eudora=3D"autourl">http=

://www.cfsv.org/communitysurvey/.

</a> In an effort to encourage widespread <br>

&gt; research on social capital, civic engagement, and the like, we put
the <br>

&gt; entire data-set into the public domain within weeks of having it
reasonably <br>

&gt; clean.é&nbsp; So if you are interested in these data and want to
replicate my <br>

&gt; call-back analysis, you can readily get the data at <br>

&gt;

<a href=3D"http://www.ropercenter.uconn.edu/scc_bench.html.%A0"
eudora=3D"au=

tourl">http://www.ropercenter.uconn.edu/scc_bench.html.

</a> The relevant variable is <br>

&gt; named CALL.<br>

&gt; <br>
&gt; Bob<br>
&gt; <br>
&gt; <br>
&gt; <br>
&gt; <br>

&gt; Robert D. Putnam<br>

&gt; Malkin Professor of Public Policy<br>

&gt; Kennedy School of Government<br>

&gt; Harvard University<br>

&gt; Cambridge, MA 02138<br>

&gt;

&1lt;<a href=3D"http://ksgwww.harvard.edu/saguaro/"=
eudora=3D"autourl">http://ksgwww.harvard.edu/saguaro/</a>&gt;<br>
&gt; </blockquote>

<x-sigsep><p></x-sigsep>

Claire Durand<br><br>

Claire.Durand@umontreal.ca<br><br>

<a href=3D"http://www.fas.umontreal.ca/socio/durandc/"=
eudora=3D"autourl">http://www.fas.umontreal.ca/socio/durandc/</a><br><br>
Universit=E9 de Montr=E9al, dept. de sociologie,<br>

C.P. 6128, succ. Centre-ville,<br>

Montr=E9%al, Qu=E9bec, Canada, H3C 3J7<br>

Actuellement =E0 Paris : 01-45-81-58-52</font></html>
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response rate slides to

43.4% after four calls, 47.1% after seven calls, and 47.6% after 10 calls.
The final response rate

would be 48.3 % without conversion of refusals. Converting refusals thus
allowed for an 11.2%

improvement in the response rate. This practice, when combined with more
than four calls to

establish a first contact, results in a 16.6% improvement for a final
response rate of 59.5%. It should

be noted that, in practical terms, improvement in the response rate reaches
a plateau after seven calls.\par

}{\plain \f1\langl033 \par

}{\plain \f1\langl033 The extra effort invested in calls makes it possible
to reach more respondents in the 25 to 34 age

bracket, more employed and unemployed respondents, and more respondents on
the island of



Montreal. The number of calls required to establish a first contact with the
household is as strongly

linked to watching TV (measured in hours per week) as to cultural outings
during the three months

preceding the interview. There is a significant differece in TV viewing
between those reached before

and after four attempts (an average of 26.8 hours as compared with 21.3
hours) and this difference

is even greater for those in households reached after seven attempts (an
average of 16.5 hours as

compared with 26.5 hours). There is a marked but not significant difference
for respondents reached

after 10 attempts. As concerns cultural activities, we note a significant
difference between

respondents reached with four calls or less and the others (3.4 cultural
outings for the first compared

with 4.6 for the others). This difference becomes non-significant after
seven attempts. In contrast

with what happens for TV viewing, the difference fades with an increased
number of attempts.\par

}{\plain \f1\langl033 \par

}{\plain \f1\1langl033 Conversion of household refusals makes it possible to
increase the proportion of 15 to 24 years olds;

students; respondents with a secondary or CEGEP (Junior college) education;
households of two to

four people living in a single family dwelling with income in the $40,000 to
$60,000 bracket;

anglophone or allophone households living in Montreal's west end. The
typical profile of the

household refusing to cooperate would thus be the one where parents, usually
in English-speaking

suburbs, block access to the young respondent selected.\par

}{\plain \f1\langl033 \par

}{\plain \f1\1langl033 Conversion of refusals from the respondent selected
gives access to respondents with an entirely

different profile: older respondents living in a household composed of one
or two low-income people

(less than $20,000) with no high school diploma, and who are usually
French-speaking residents of

a Montreal suburb.\par

}{\plain \f1\langl033 \par

}{\plain \f1\langl033 The data show that respondents for households where
there are no refusals watch less TV (25.6 hours

per week on average) than respondents from a household having refused at
least once (31.1 hours on

average) . There is no significant difference between selected respondents
who refuse and the two

other groups. So, the practice of converting refusals raises the estimate of
hours spent watching TV

to 26.3 for the final sample. As concerns cultural outings, members of
households where there was

no refusal generally go out for cultural activities more often (3.64 in
three months on average)

compared with respondents having personally refused to collaborate at least
once (2,34). There is no



difference between the converted refusals of households and the two other
groups in this respect. The

number of outings estimated for the complete sample is 3.46.\par

}{\plain \f1\langl033 \par

}{\plain \f1\1langl033 Research has shown that the hardest-to-reach people
and those in households which refuse to

collaborate present specific but often opposite socio-demographic
characteristics. We may ask to

what extent these biases cancel each other out and if it is possible to
correct them by weighting or

adjustment. A first quick analysis has shown that the relations presented
still hold after weighting.

But, we would need to check whether the differences seen in the cultural
behaviours selected would

apply to other types of behaviour and whether these differences would still
hold after other

differences linked to socio-demographic characteristics had been taken into
consideration.\pard
\gJ\sl0\tx0\tx708\tx1416\tx2124\tx2832\tx3540\tx4248\tx4956\tx5664\tx6372\tx
7080\tx7788\tx8496\tx9204
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Date: Mon, 7 Jan 2002 14:40:13 -0500
From: "Kathleen Tobin-Flusser" <Kathleen.Tobin-Flusser@marist.edu>

Hello all,

After my post on the Low Incidence Omnibus, I received quite a few
inquiries about regular omnibus studies, so I thought I would just put out
a bit of information about the omnibus studies we regularly run.

Our first this year will start next week, a national study of Americans (48
states), aged 18 or older, with a sample size of 1000. The cost for closed
end questions starts at $1000 per question.

We also run omnibus in New York State and New York City. If you would like
more information visit please www.maristpoll.marist.edu or call me at the
number below.

Happy New Year, KT

Kathleen Tobin Flusser

Director, Survey Center

Marist College Institute for Public Opinion
www.maristpoll.marist.edu

845.575.5050

Date: Mon, 07 Jan 2002 16:25:39 -0500

From: Kim Genger <kgenger@themyersgroup.net>

Subject: Please post: Director of Analytic Department - Survey Research
Company



To: aapornet@usc.edu

Content-class: urn:content-classes:message

X-MS-Has-Attach:

X-MS-TNEF-Correlator:
<FOOF935F62593E4588BF14FB1D4694DEO13DE9@exchange. themyersgroup.net>

This is a multi-part message in MIME format.

--Boundary (ID aC26TqJTV3T/cy91z+7Y1lw)
Content-transfer-encoding: 7BIT

Please post .....

The Myers Group 1is seeking a Director of Analytics to oversee analytic
and reporting functions. Qualified candidates can email cover letter
and resume to Kim Genger at kgenger@themyersgroup.net..

Founded in 1993, The Myers Group (TMG) is an Atlanta-based,
full-service, national survey research firm; $5 MM firm growing 50%/yr.
Our investments in Computer Assisted Telephone Interviewing (CATI),
Telephone Audio Computer Assisted Self Interviewing (IVR/T-ACASI),
Internet, and scanning, combined with our automated, high speed mailing
equipment, allow us to offer clients efficient and effective ways to
survey their target audiences.

Job Title: Director of Analytics

Job Description:

The position will manage the Analytics Department and will also work as
the lead analyst within the department. Primary responsibility will be
to integrate analytic reporting into an automated process by working
with the company's IT Department. Also responsible for developing and
implementing a strategy for moving the company forward in the survey
research and market research industry.

This position must serve as a statistical resource to employees with
Masters Degrees. Must have at least 2 years of management experience
and 5-plus years of statistical/research experience. Preference given
to those candidates whose statistical/research experience was gained in
a survey research or market research setting. Strong SPSS background
will set you apart, as will relevant programming experience.

Resume must be accompanied with a cover letter which includes an outline
of experience in the following manner:

1) survey research/market research experience

2) report writing and report automation experience

3) analytic/statistical/other research experience

4) SPSS/other statistical software experience and

5) years of management experience and how many personnel managed.

Kim Genger
Market Research Analyst

The Myers Group
2351 Henry Clower Boulevard



Suite D
Snellville, GA 30078
(770) 978-3173 x 314

This email and any files transmitted with it are confidential and
intended solely for the use of the individual or entity to whom they are
addressed. If you have received this email in error, please notify the
system administrator.

Date: Tue, 08 Jan 2002 12:10:58 -0500
From: "Colleen Porter" <cporter@hp.ufl.edu>
To: <aapornet@usc.edu>

Subject: Medicaid disenrollment surveys

This is a MIME message. If you are reading this text, you may want to
consider changing to a mail reader or gateway that understands how to
properly handle MIME multipart messages.

—--= 9EC394D9.3E5F385F
Hi, folks, and best of the New Year to all.

I am wondering if anyone out there has experience with surveys of
Medicaid recipients who voluntarily change plans within Medicaid. That
is, they change from a fee-for-service enrollment to a Medicaid HMO,
switch Medicaid HMOs, or voluntarily enroll in one of the new programs
designed to provide intensive case management for those with chronic
illness.

The basic idea is to ask them about possible reasons why they switched
programs, which may range from the quality of the care they received, to
the safety of the neighborhood in which that clinic is located, to
wanting all family members enrolled in the same plan.

I have a copy of the instrument that the state of Minnesota has used,
and also the CAHPS Medicare disenrollee study. But both of those are
designed as self-administered mail instruments, and I have some concerns
about translating it into a telephone format for the CATI study that we
are planning.

I'd appreciate hearing from anyone with expertise in this kind of
project.

And if you haven't done this exactly, but are interested in this area
and would like to volunteer to review my instrument next week, that
would be great as well.

Thanks much,

Colleen

Colleen K. Porter
Project Coordinator



cporter@hp.ufl.edu

phone: 352/392-6919, fax: 352/392-7109

University of Florida,

Department of Health Services Administration

Location: 1600 SW SW Archer Road, Rm. G1-015

Mailing Address: P.O. Box 100195, Gainesville, FL 32610-0195

—--= 9EC394D9.3E5F385F
Content-Description: HTML

<!DOCTYPE HTML PUBLIC "-//W3C//DTID HTML 4.0 Transitional//EN">
<HTML><HEAD>

<META content="text/html; charset=is0-8859-1" http-equiv=Content-Type>
<META content="MSHTML 5.00.3314.2100" name=GENERATOR></HEAD>

<BODY style="FONT: 8pt MS Sans Serif; MARGIN-LEFT: 2px; MARGIN-TOP: 2px">
<DIV><FONT size=2>Hi, folks, and best of the New Year to all.é&nbsp;
</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>I am wondering if anyone out there has experience with
surveys

of Medicaid recipients who voluntarily change plans within Medicaid. &nbsp;
That

is, they change from a fee-for-service enrollment to a Medicaid HMO, switch

Medicaid HMOs, or voluntarily enroll in one of the new programs designed to
provide intensive case management for those with chronic

illness. &nbsp;</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>The basic idea is to ask them about possible reasons why
they

switched programs, which may range from the quality of the care they
received,

to the safety of the neighborhood in which that clinic is located, to
wanting

all family members enrolled in the same plan.</FONT></DIV>
<DIV>&nbsp;</DIV>

<DIV><FONT size=2>I have a copy of the instrument that the state of
Minnesota

has used, and also the CAHPS Medicare disenrollee study.é&nbsp; But both of
those

are designed as self-administered mail instruments, and I have some concerns

about translating it into a telephone format for the CATI study that we are
planning. &nbsp; </FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>I'd appreciate hearing from anyone with expertise in this
kind

of project.é&nbsp; </FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>And if you haven't done this exactly, but are interested
in

this area and would like to volunteer to review my instrument next week,
that

would be great as well.</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>Thanks much, </FONT></DIV>

<DIV>&nbsp;</DIV>



<DIV><FONT size=2>Colleen</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>Colleen K. Porter<BR>Project Coordinator<BR><A
href="mailto:cporter@hp.ufl.edu">cporter@hp.ufl.edu</A><BR>phone:
352/392-6919,

fax: 352/392-7109<BR>University of Florida,<BR>Department of Health Services

Administration<BR>Location:é&nbsp; 1600 SW SW Archer Road, Rm.
G1-015<BR>Mailing

Address:&nbsp; P.O. Box 100195, Gainesville, FLé&nbsp;
32610-0195<BR></FONT></DIV></BODY></HTML>

--= 9EC394D9.3E5F385F-—

Date: Tue, 08 Jan 2002 15:37:33 -0800

From: Jeanne Anderson Research <ande271@attglobal.net>
Reply-To: ande271l@attglobal.net

To: aapornet@usc.edu

Subject: Re: Medicaid disenrollment surveys
References: <sc3ae279.007@fuji.hp.ufl.edu>
boundary="------——————- 104E271EE8E83924F839DD5D"

—————————————— 104E271EE8E83924F839DD5D

Colleen,
We did a customer satisfaction survey of Medicaid clients, and I also
followed closely the development of the CAHPS instruments.

If you'd like me to, I'd be happy to review your draft questionnaire.
No charge for this.

Jeanne
Colleen Porter wrote:

Hi, folks, and best of the New Year to all. I am wondering if anyone
out there has experience with surveys of Medicaid recipients who
voluntarily change plans within Medicaid. That is, they change from a
fee-for-service enrollment to a Medicaid HMO, switch Medicaid HMOs, or
voluntarily enroll in one of the new programs designed to provide
intensive case management for those with chronic illness. The basic
idea is to ask them about possible reasons why they switched programs,
which may range from the quality of the care they received, to the
safety of the neighborhood in which that clinic is located, to wanting
all family members enrolled in the same plan. I have a copy of the
instrument that the state of Minnesota has used, and also the CAHPS
Medicare disenrollee study. But both of those are designed as
self-administered mail instruments, and I have some concerns about
translating it into a telephone format for the CATI study that we are
planning. I'd appreciate hearing from anyone with expertise in this
kind of project. And if you haven't done this exactly, but are
interested in this area and would like to volunteer to review my
instrument next week, that would be great as well. Thanks
much, Colleen Colleen K. Porter
Project Coordinator

VVVVVVVVVVVVYVYVYVYVYVYVYVYV



cporter@hp.ufl.edu

phone: 352/392-6919, fax: 352/392-7109

University of Florida,

Department of Health Services Administration

Location: 1600 SW SW Archer Road, Rm. G1-015

Mailing Address: P.O. Box 100195, Gainesville, FL 32610-0195

vV V V V VYV

—————————————— 104E271EE8E83924F839DD5D

<!doctype html public "-//w3c//dtd html 4.0 transitional//en">

<html>

<body style="FONT: 8pt MS Sans Serif; MARGIN-LEFT: 2px; MARGIN-TOP: 2px">
Colleen,

<br>We did a customer satisfaction survey of Medicaid clients, and I also
followed closely the development of the CAHPS instruments.

<p>If you'd like me to, I'd be happy to review your draft

questionnaire. &nbsp;

No charge for this.

<p>Jeanne

<p>Colleen Porter wrote:

<blockquote TYPE=CITE>&nbsp;<font size=-1>Hi, folks, and best of the New
Year to all.</font>&nbsp;<font size=-1>I am wondering if anyone out there
has experience with surveys of Medicaid recipients who voluntarily change
plans within Medicaid.&nbsp; That is, they change from a fee-for-service
enrollment to a Medicaid HMO, switch Medicaid HMOs, or voluntarily enroll
in one of the new programs designed to provide intensive case management
for those with chronic illness.</font>&nbsp;<font size=-1>The basic idea
is to ask them about possible reasons why they switched programs, which
may range from the quality of the care they received, to the safety of

the neighborhood in which that clinic is located, to wanting all family
members enrolled in the same plan.</font>&nbsp;<font size=-1>I have a copy
of the instrument that the state of Minnesota has used, and also the CAHPS
Medicare disenrollee study.é&nbsp; But both of those are designed as
self-administered

mail instruments, and I have some concerns about translating it into a
telephone format for the CATI study that we are planning.</font>&nbsp;<font
size=-1>I'd

appreciate hearing from anyone with expertise in this kind of
project.</font>&nbsp;<font size=-1>And

if you haven't done this exactly, but are interested in this area and would
like to volunteer to review my instrument next week, that would be great
as well.</font>&nbsp;<font size=-1>Thanks much, </font>&nbsp;<font
size=-1>Colleen</font>&nbsp;<font size=-1>Colleen

K. Porter</font>

<br><font size=-1>Project Coordinator</font>

<br><font size=-1><a
href="mailto:cporter@hp.ufl.edu">cporter@hp.ufl.edu</a></font>

<br><font size=-1>phone: 352/392-6919, fax: 352/392-7109</font>

<br><font size=-1>University of Florida,</font>

<br><font size=-1>Department of Health Services Administration</font>
<br><font size=-1>Location:&nbsp; 1600 SW SW Archer Road, Rm. G1-015</font>
<br><font size=-1>Mailing Address:é&nbsp; P.0O. Box 100195, Gainesville,
FL&nbsp; 32610-0195</font></blockquote>

</body>
</html>



—————————————— 104E271EE8S8E83924F839DD5D-—

Date: Tue, 08 Jan 2002 22:42:16 -0800

From: Jeanne Anderson Research <ande271@attglobal.net>
Reply-To: ande271l@attglobal.net

To: aapornet@usc.edu

Subject: Re: Medicaid disenrollment surveys
References: <sc3ae279.007@fuji.hp.ufl.edu>
boundary="-----——-——————- 2FC1F14600B78862A71CBO9F5"

—————————————— 2FC1F14600B78862A71CB9F5
> Fellow AAPORNET members,

Once more I must apologize for having replied to the entire net when I
meant to address only one member.

Jeanne Anderson
—————————————— 2FC1F14600B78862A71CB9F5

<!doctype html public "-//w3c//dtd html 4.0 transitional//en">
<html>
<body style="FONT: 8pt MS Sans Serif; MARGIN-LEFT: 2px; MARGIN-TOP: 2px">

<blockquote TYPE=CITE><font size=-1>Fellow AAPORNET

members, </font></blockquote>

Once more I must apologize for having replied to the entire net when I
meant to address only one member.

<p>Jeanne Anderson

</body>

</html>

—————————————— 2FC1F14600B78862A71CBI9F5--

Date: Wed, 9 Jan 2002 15:55:10 +0200

From: "Vladimir I. Paniotto" <paniotto@kmis.kiev.ua>
Reply-To: "Vladimir I. Paniotto" <paniotto@kmis.kiev.ua>
To: AAPOR Network <aapornet@usc.edu>

Cc: WAPOR NET <wapornet@listserv.oit.unc.edu>

Subject: KIIS January Ukraine omnibus survey

Dear Colleagues,

If you are member both AAPOR and WAPOR - sorry for cross-posting of
that information.

Kiev International Institute of Sociology is glad to inform you that,
besides its regular surveys, it conducts additional Omnibus survey

of the adult population of Ukraine (18+) between January 18 and 27 2002.
A large part of the questionnaire is reserved for potential clients.

We are inviting you to take part in this survey.



The deadline to provide questions is January 14, 2002
Results Available: January 31, 2002
See details: http://www.kiis.com.ua

For more information, write or call

Olena Popova, Deputy Director of KIIS

Office phone / fax: (380-44)-463-5868, 238-2567, 238-2568,
http://www.kiis.com.ua

E-mail: office@kiis.com.ua

Copy to: olenap@kiis.com.ua

paniotto@kmis.kiev.ua

omnlist@kiis.com.ua
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Report problems to: <mailto:omnibus@kiis.com.ua>
Check the Omnibus web page: <http://kiis.com.ua/?omnibus>

To unsubscribe, click here:

<mailto:omnlist@kiis.com.ua subject=Unsubscribe Omnlist>
LR R e S b e S b I S b I S I I S b I S b I S b I Sb IR B S b I S b b 2b b I 2b b S Sb b S 2b b S db b S 4
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Volodimir Paniotto, Director of KIIS

(Kiev International Institute of Sociology)
Milchakova 1/18, kv.1l, Kiev-02002, UKRAINE

Phone (380-44)-463-5868,238-2567,238-2568 (office)
Phone (380-44)-517-3949 (home)

Fax (380-44)-263-3458, phone-fax 463-5868

E-mail: paniotto@kmis.kiev.ua

http://www.kiis.com.ua
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Date: Wed, 09 Jan 2002 09:52:39 -0600

From: "Molly Andolina" <mandoli@wpo.it.luc.edu>
To: <aapornet@usc.edu>

Subject: unsubscribe

Content-Disposition: inline

Please take me off this lisserv.

Thanks.

Molly Andolina

mandoli@luc.edu

Date: Wed, 9 Jan 2002 10:45:23 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Kaiser FF: How Young People Use Internet for Health Information
(kff.orqg)



http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

Generation Rx.com: How Young People Use the Internet
for Health Information

The Internet has become a daily part of life -- especially for younger
Americans. Teens as well as adults are now going online to look for
health information. What exactly are young people looking for? Do they
trust what they find? Is it influencing what they talk about with their
peers, parents, or physicians? Are they worried about privacy...
pornography... parental controls?

A panel featuring Lee Rainie, Director, Pew Internet & American Life
Project; Gretchen Berland, MD, Assistant Professor, Yale University
Department of Internal Medicine; Esther Drill, Co-Founder and
Editor-in-Chief, gURL.com; and Robert Johnson, MD, Director of Adolescent
and Young Adult Medicine, New Jersey Medical School discussed all these
issues and more at an Emerging Issues in Reproductive Health Briefing.
New findings from a national survey of teens and young adults'
experiences with and attitudes toward online health information were
presented.

The Henry J. Kaiser Family Foundation
kkhkkhkkhkhkkrkkkhkkkhkkxkx*k
And more interesting filtering facts from a Kaiser Foundation Study:

Pornography and Internet Filtering
Among all 15-24 year-olds:

* Two-thirds (67%) support the law requiring Internet filters at schools
and libraries.

* Two out of three (65%) say being exposed to online pornography could
have a serious impact on those under 18.

* A majority (59%) think seeing pornography on the Internet encourages
young people to have sex before they're ready. Among the 95% of all

15-17 year-olds who have ever gone online:

* Seventy percent have accidentally stumbled across pornography online,
23% "very" or "somewhat" often.

* A majority (55%) of those who were exposed to pornography say they were



"not too" or "not at all" upset by it, while 45% were "very" or
"somewhat" upset.

* A third (33%) of those with home Internet access have a filtering
technology in place there.

http://www.kff.org/content/2001/20011211a/GenerationRx.pdf
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Date: Wed, 9 Jan 2002 14:48:26 -0500

From: Leo Simonetta <Simonetta@ARTSCI.com>

To: "Aapornet (E-mail)" <aapornet@usc.edu>

Subject: Gallup looks at the Race gap in presidential approval

I though this was an interesting piece of analysis on Presidential approval
ratings, a topic which has garnered some attention here since September.

Despite Sharp Increase in Bush Approval Since 9/11, Race Gap Persists
White/black approval gap shrank more during Persian Gulf War
by Frank Newport and Joseph Carroll

PRINCETON, NJ -- A special Gallup analysis shows that, while job approval
for President George W. Bush increased substantially among both whites and
blacks after 9/11, the gap between these two groups has remained roughly
constant. The same general pattern occurred in the aftermath of the Gulf
War, although President George H.W. Bush got a slightly higher proportionate

increase in support among blacks in 1991 than his son has now.
In the seven months before the terrorist attacks, the current President Bush
averaged a Jjob approval rating of 57% among all adults in the country. In 10

polls conducted since 9/11, Bush's average has increased to 87% -- an
extraordinary upsurge of 30 percentage points.

http://www.gallup.com/poll/releases/pr020108.asp#rm

Leo G. Simonetta
Art & Science Group, LLC
simonetta@artsci.com

Date: Wed, 9 Jan 2002 15:52:07 -0500
From: "Caspar, Rachel A." <caspar@rti.org>
To: "'aapornet@usc.edu'" <aapornet@usc.edu>



Cc: "Boynton, Jeffrey" <jboynton@rti.org>
Subject: FW: AAPORnet posting

Job opening at RTI......

If you are interested or would like additional information please contact
Jeff Boynton at the email address provided at the end of this message or
visit RTI's website (also provided at the end of the message). Thanks.

The Research Triangle Institute is conducting a national search for a
Research Director - Survey Research Division

The Survey Research Division at RTI provides a wide scope of capabilities,
enabling the group to meet any data collection need, to maintain total
control over the quality of the work, and to assemble efficient and
effective project teams. The Research Director will lead the division to be
a significant contributor to the Institute's short and long-range objectives

by establishing the division's goals and objectives consistent with the
Institute's total business and financial plans, and implementing the actions

necessary to attain these goals. The Director will also develop an
innovative operational plan that identifies the areas in which the division
will concentrate its research efforts, extending the boundaries of existing
knowledge. This position requires a Master's or Ph.D. degree and extensive
related experience; or any equivalent combination of education, training,
and experience. More than 175 staff report to the Research Director,
including survey directors and managers, epidemiologists, cognitive
psychologists, survey methodologists, telephone survey staff, a national
field staff, and survey editors. Compensation for this position will be
highly competitive. Interested applicants should send resume to Jeffrey
Boynton at RTI, PO Box 12194, Research Triangle Park, NC 27709 (or send
e-mail to <mailto:jboynton@rti.org)> jboynton@rti.org). To learn more about

RTI, please visit our web site at http://www.rti.org.

Date: Wed, 9 Jan 2002 21:07:49 -0800 (PST)

From: Eleanor Hall <eleahall@yahoo.com>

Subject: Re: Personality test

To: aapornet@usc.edu

In-Reply-To: <NEBBJNECELDEFCLBMELLKEPBCJAA.pdW@kerr-downs.com>

Ten items is not enough to measure personality. You
might try questions relating to goals. The Higher
Education Research Institute at UCLA has done a survey
of American freshmen for many years. They ask what is
very important to the student: being very well off
financially, becoming an authority in a chosen field,
helping others in difficulty, etc. I think the survey
asks about roughly 15 goals. See information on this
survey at
http://www.gseis.ucla.edu/heri/00 exec summary.htm,
especially the section, "Freshmen Less Driven by
Status."

You might ask whether the students felt they were



moving towards achieving the goals, as well, as an
indicator of success.

Also, you might check out Alexander Astin's work on
student involvement, etc.

Eleanor Hall

--— Phillip Downs <pd@kerr-downs.com> wrote:

Can someone recommend a short (<10 items)
personality inventory that can be

used to categorize adults. The inventory will be
used in conjunction with

items regarding college activities and
success/happiness in college.

vV V VYV YVYVYV

\

Phillip E. Downs, PhD
Kerr & Downs Research
2992 Habersham Drive
Tallahassee, FL 32309
Phone: 850.906.3111
Fax: 850.906.3112

www . kerr-downs.com

VVVVYVYVYVYV

Do You Yahoo!?
Send FREE video emails in Yahoo! Mail!
http://promo.yahoo.com/videomail/

Date: Thu, 10 Jan 2002 09:00:09 -0500

From: "Phillip Downs" <pd@kerr-downs.com>

To: <aapornet@usc.edu>

Subject: RE: Personality test

In-Reply-To: <20020110050749.70728.gqmail@web9204.mail.yahoo.com>

Thank you very much

————— Original Message-----

From: owner-aapornet@usc.edu [mailto:owner-aapornet@usc.edu]On Behalf Of
Eleanor Hall

Sent: Thursday, January 10, 2002 12:08 AM

To: aapornet@usc.edu

Subject: Re: Personality test

Ten items is not enough to measure personality. You
might try questions relating to goals. The Higher
Education Research Institute at UCLA has done a survey
of American freshmen for many years. They ask what is
very important to the student: being very well off
financially, becoming an authority in a chosen field,
helping others in difficulty, etc. I think the survey



asks about roughly 15 goals. See information on this
survey at
http://www.gseis.ucla.edu/heri/00 exec summary.htm,
especially the section, "Freshmen Less Driven by
Status."

You might ask whether the students felt they were
moving towards achieving the goals, as well, as an
indicator of success.

Also, you might check out Alexander Astin's work on
student involvement, etc.

Eleanor Hall

--— Phillip Downs <pd@kerr-downs.com> wrote:

Can someone recommend a short (<10 items)
personality inventory that can be

used to categorize adults. The inventory will be
used in conjunction with

items regarding college activities and
success/happiness in college.

vV V VYV VYVYV

Phillip E. Downs, PhD
Kerr & Downs Research
2992 Habersham Drive
Tallahassee, FL 32309
Phone: 850.906.3111
Fax: 850.906.3112

www . kerr-downs.com

V
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Do You Yahoo!?
Send FREE video emails in Yahoo! Mail!
http://promo.yahoo.com/videomail/

Date: Thu, 10 Jan 2002 10:24:55 -0500

From: "Colleen Porter" <cporter@hp.ufl.edu>
To: <aapornet@usc.edu>

Subject: cross-cultural measures of education

This is a MIME message. If you are reading this text, you may want to
consider changing to a mail reader or gateway that understands how to
properly handle MIME multipart messages.

—--= A3FEAF78.8EEF88CE

Does anyone have experience or advice about asking the "highest grade or
level of schol that you have completed" when many of the respondents are
likely to have been to school in other countries? How do we figure out

the equivalency? Or is there a better approach?



Would appreciate any insights.
Colleen

Colleen K. Porter

Project Coordinator

cporter@hp.ufl.edu

phone: 352/392-6919, fax: 352/392-7109

University of Florida,

Department of Health Services Administration

Location: 1600 SW SW Archer Road, Rm. G1-015

Mailing Address: P.O. Box 100195, Gainesville, FL 32610-0195

—--= A3FEAF78.8EEF88CE
Content-Description: HTML

<!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 4.0 Transitional//EN">

<HTML><HEAD>

<META content="text/html; charset=is0-8859-1" http-equiv=Content-Type>
<META content="MSHTML 5.00.3314.2100" name=GENERATOR></HEAD>

<BODY style="FONT: 8pt MS Sans Serif; MARGIN-LEFT: 2px; MARGIN-TOP: 2px">
<DIV><FONT size=2>Does anyone have experience or advice about asking the
"highest grade or level of schol that you have completed" when many of the
respondents are likely to have been to school in other countries?&nbsp; How
do

we figure out the equivalency?&nbsp; Or is there a better
approach?</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>Would appreciate any insights.&nbsp; </FONT></DIV>
<DIV>&nbsp;</DIV>

<DIV><FONT size=2>Colleen</FONT></DIV>

<DIV>&nbsp;</DIV>

<DIV><FONT size=2>Colleen K. Porter<BR>Project Coordinator<BR><A
href="mailto:cporter@hp.ufl.edu">cporter@hp.ufl.edu</A><BR>phone:
352/392-6919,

fax: 352/392-7109<BR>University of Florida,<BR>Department of Health Services

Administration<BR>Location:é&nbsp; 1600 SW SW Archer Road, Rm.
G1-015<BR>Mailing

Address:&nbsp; P.0O. Box 100195, Gainesville, FLé&nbsp;
32610-0195<BR></FONT></DIV></BODY></HTML>

—--= A3FEAF78.8EEF88CE-—

Date: Thu, 10 Jan 2002 09:35:55 -0600

From: "Karen Retzer" <Karenr@srl.uic.edu>

To: aapornet@usc.edu

Subject: Re: cross-cultural measures of education
Content-Disposition: inline

Colleen,

I used to be in the field of International Education. The professional
organization, NAFSA: Association of International Educators, may be able to
be of some assistance to you in determining equivalencies, if you need to
start from scratch.



Also, most university admissions offices need to deal with equivalency
issues at least through our undergraduate level because they are evaluating
applications for graduate students. Therefore, you might check with the
Admissions Office at the University of Florida.

Karen Retzer

>>> "Colleen Porter" <cporter@hp.ufl.edu> 01/10 9:24 AM >>>

Does anyone have experience or advice about asking the "highest grade or
level of schol that you have completed" when many of the respondents are
likely to have been to school in other countries? How do we figure out

the equivalency? Or is there a better approach?

Would appreciate any insights.
Colleen

Colleen K. Porter

Project Coordinator

cporter@hp.ufl.edu

phone: 352/392-6919, fax: 352/392-7109

University of Florida,

Department of Health Services Administration

Location: 1600 SW SW Archer Road, Rm. G1-015

Mailing Address: P.O. Box 100195, Gainesville, FL 32610-0195

Date: Thu, 10 Jan 2002 10:37:36 -0500 (EST)
To: aapornet@usc.edu
Subject: Re: Kaiser FF: How Young People Use Internet for Health Information

From: "ROBERT E O'CONNOR" <Equipoise@psu.edu>

How does one "accidentally" sumble across pornography on the net "very" or
"somewhat" often?

On Wed, 9 Jan 2002 10:45:23, James Beniger wrote:

>

>

>

>

> Copyright 2002 The Henry J. Kaiser Family Foundation

>

> http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

>

>

> Generation Rx.com: How Young People Use the Internet

> for Health Information

>

>

> The Internet has become a daily part of life -- especially for younger
> Americans. Teens as well as adults are now going online to look for



health information. What exactly are young people looking for? Do they
trust what they find? Is it influencing what they talk about with their
peers, parents, or physicians? Are they worried about privacy...
pornography... parental controls?

A panel featuring Lee Rainie, Director, Pew Internet & American Life
Project; Gretchen Berland, MD, Assistant Professor, Yale University
Department of Internal Medicine; Esther Drill, Co-Founder and
Editor-in-Chief, gURL.com; and Robert Johnson, MD, Director of Adolescent

VVVYVYVYVVVYV

and Young Adult Medicine, New Jersey Medical School discussed all these
issues and more at an Emerging Issues in Reproductive Health Briefing.
New findings from a national survey of teens and young adults'
experiences with and attitudes toward online health information were
presented.

The Henry J. Kaiser Family Foundation
kkhkkkkhkhkkrkkkkhkkkkhkkxkx*k
And more interesting filtering facts from a Kaiser Foundation Study:

Pornography and Internet Filtering
Among all 15-24 year-olds:

* Two-thirds (67%) support the law requiring Internet filters at schools
and libraries.

* Two out of three (65%) say being exposed to online pornography could
have a serious impact on those under 18.

* A majority (59%) think seeing pornography on the Internet encourages
young people to have sex before they're ready. Among the 95% of all
15-17 year-olds who have ever gone online:

* Seventy percent have accidentally stumbled across pornography online,
23% "very" or "somewhat" often.

VVVVVVVVVVVVVVVVVVVVVVYVYVYVYVYVYVYV

* A majority (55%) of those who were exposed to pornography say they were

> "not too" or "not at all" upset by it, while 45% were "very" or
> "somewhat" upset.

>

> * A third (33%) of those with home Internet access have a filtering
> technology in place there.

>

>

> http://www.kff.org/content/2001/20011211a/GenerationRx.pdf
>

> Copyright 2002 The Henry J. Kaiser Family Foundation

>

*kk kK kK



Date: Thu, 10 Jan 2002 10:01:06 -0600

From: "Linda Owens" <lindao@srl.uic.edu>

To: aapornet@usc.edu

Subject: Re: Kaiser FF: How Young People Use Internet for Health
Information

Content-Disposition: inline

I think sometimes people who operate these sites create names for them that
are very similar to something more popular. A friend of mine went to
census.com instead of census.gov and found pornography on that site. 1In
another case, I typed an innocuous term into a search engine (don't remember
what it was) and it returned several pornography sites.

>>> "ROBERT E O'CONNOR" <Equipoise@psu.edu> 01/10 9:37 AM >>>
How does one "accidentally" sumble across pornography on the net "very" or
"somewhat" often?

On Wed, 9 Jan 2002 10:45:23, James Beniger wrote:

http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

Generation Rx.com: How Young People Use the Internet
for Health Information

The Internet has become a daily part of life -- especially for younger
Americans. Teens as well as adults are now going online to look for
health information. What exactly are young people looking for? Do they
trust what they find? Is it influencing what they talk about with their
peers, parents, or physicians? Are they worried about privacy...
pornography... parental controls?

A panel featuring Lee Rainie, Director, Pew Internet & American Life
Project; Gretchen Berland, MD, Assistant Professor, Yale University
Department of Internal Medicine; Esther Drill, Co-Founder and
Editor-in-Chief, gURL.com; and Robert Johnson, MD, Director of Adolescent

VVVVVVVVVVYVVVYVYVYVYVYV
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and Young Adult Medicine, New Jersey Medical School discussed all these
issues and more at an Emerging Issues in Reproductive Health Briefing.

\



New findings from a national survey of teens and young adults'
experiences with and attitudes toward online health information were
presented.

The Henry J. Kaiser Family Foundation
kkhkkkkhkhkkxkkkkhkkkkhkkxkx*k
And more interesting filtering facts from a Kaiser Foundation Study:

Pornography and Internet Filtering
Among all 15-24 year-olds:

* Two-thirds (67%) support the law requiring Internet filters at schools
and libraries.

* Two out of three (65%) say being exposed to online pornography could
have a serious impact on those under 18.

* A majority (59%) think seeing pornography on the Internet encourages
young people to have sex before they're ready. Among the 95% of all
15-17 year-olds who have ever gone online:

* Seventy percent have accidentally stumbled across pornography online,
23% "very" or "somewhat" often.

VVVVVVVVVVVVVVVVVVYVVYVYVYVYVYVYVYV

* A majority (55%) of those who were exposed to pornography say they were

> "not too" or "not at all" upset by it, while 45% were "very" or
> "somewhat" upset.

>

> * A third (33%) of those with home Internet access have a filtering
> technology in place there.

>

>

> http://www.kff.org/content/2001/20011211a/GenerationRx.pdf
>

> Copyright 2002 The Henry J. Kaiser Family Foundation

>

>

>

> * Xk Kk Kk Kk kK

>

>

>

Date: Thu, 10 Jan 2002 11:03:07 -0500

From: "Zapolsky, Sarah E." <SZapolsky@aarp.org>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>

Subject: RE: Kaiser FF: How Young People Use Internet for Health Informati



on

Try searching repeatedly on 'sex' instead of 'gender' for demographic
statistics and you'll get an eyeful. Or worse, if you are a kayaker in
search of a new paddle, you would not believe the results. My favorite
accidental site though was www.mortgage.com which is now a mortgage site but

was a porn site last year. Chances are if you rely on searches rather than
book-marks to known sites, you will encounter unwanted sites more often that

you thought possible.

I personally like the idea that all porn sites should just use the suffix
".xxx" instead of .com. That way, you could know what you were dealing with

and just skip it or filter it that way.
-Sarah Zapolsky

————— Original Message-----

From: ROBERT E O'CONNOR [mailto:Equipoise(psu.edu]

Sent: Thursday, January 10, 2002 10:38 AM

To: aapornet@usc.edu

Subject: Re: Kaiser FF: How Young People Use Internet for Health
Information

How does one "accidentally" sumble across pornography on the net "very" or
"somewhat" often?

On Wed, 9 Jan 2002 10:45:23, James Beniger wrote:

>

>

>

>

> Copyright 2002 The Henry J. Kaiser Family Foundation

>

> http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

>

>

> Generation Rx.com: How Young People Use the Internet

> for Health Information

>

>

> The Internet has become a daily part of life -- especially for younger
> Americans. Teens as well as adults are now going online to look for

> health information. What exactly are young people looking for? Do they
> trust what they find? Is it influencing what they talk about with their
> peers, parents, or physicians? Are they worried about privacy...

> pornography... parental controls?

>

> A panel featuring Lee Rainie, Director, Pew Internet & American Life

> Project; Gretchen Berland, MD, Assistant Professor, Yale University

> Department of Internal Medicine; Esther Drill, Co-Founder and



\%
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Editor-in-Chief, gURL.com; and Robert Johnson, MD, Director of Adolescent
and Young Adult Medicine, New Jersey Medical School discussed all these
issues and more at an Emerging Issues in Reproductive Health Briefing.
New findings from a national survey of teens and young adults'
experiences with and attitudes toward online health information were
presented.

The Henry J. Kaiser Family Foundation

ER R I I b b b b I a2

And more interesting filtering facts from a Kaiser Foundation Study:

Pornography and Internet Filtering
Among all 15-24 year-olds:

* Two-thirds (67%) support the law requiring Internet filters at schools
and libraries.

* Two out of three (65%) say being exposed to online pornography could
have a serious impact on those under 18.

* A majority (59%) think seeing pornography on the Internet encourages
young people to have sex before they're ready. Among the 95% of all

15-17 year-olds who have ever gone online:

* Seventy percent have accidentally stumbled across pornography online,
23% "very" or "somewhat" often.

* A majority (55%) of those who were exposed to pornography say they were

"not too" or "not at all" upset by it, while 45% were "very" or
"somewhat" upset.

* A third (33%) of those with home Internet access have a filtering
technology in place there.

http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

*kk kK kK

Date: Thu, 10 Jan 2002 08:10:56 -0800

To:

aapornet@usc.edu



From: Richard Rands <rrands@cfmc.com>

Subject: Re: Kaiser FF: How Young People Use Internet for Health
Information

In-Reply-To: <sc3d6678.041@srl.uic.edu>

I recommend you don't try it because it will trigger a flood of
invitations, but a couple years back I was looking for telephone
penetration figures in Latin American countries. I entered the words
telephone and penetration into a couple popular search engines, and was
linked to at least a dozen porno sites.

Richard Rands

>T think sometimes people who operate these sites create names for them
>that are very similar to something more popular. A friend of mine went to
>census.com instead of census.gov and found pornography on that site. 1In
>another case, I typed an innocuous term into a search engine (don't
>remember what it was) and it returned several pornography sites.

>

>

> >>> "ROBERT E O'CONNOR" <Equipoise@psu.edu> 01/10 9:37 AM >>>

>How does one "accidentally" sumble across pornography on the net "very" or
>"somewhat" often?

>

>0On Wed, 9 Jan 2002 10:45:23, James Beniger wrote:

http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

Generation Rx.com: How Young People Use the Internet
for Health Information

The Internet has become a daily part of life -- especially for younger
Americans. Teens as well as adults are now going online to look for

health information. What exactly are young people looking for? Do they
trust what they find? Is it influencing what they talk about with their

VVVVYVVYVVYVYVYV
VVVVYVVYVVYVVYV

peers, parents, or physicians? Are they worried about privacy...
pornography... parental controls?

A panel featuring Lee Rainie, Director, Pew Internet & American Life
Project; Gretchen Berland, MD, Assistant Professor, Yale University
Department of Internal Medicine; Esther Drill, Co-Founder and

> Editor-in-Chief, gURL.com; and Robert Johnson, MD, Director of
Adolescent

vV VV VYVVYV
vV V V V VYV



> > and Young Adult Medicine, New Jersey Medical School discussed all these
> > 1issues and more at an Emerging Issues in Reproductive Health Briefing.
> > New findings from a national survey of teens and young adults'

> > experiences with and attitudes toward online health information were
> > presented.

> >

> > The Henry J. Kaiser Family Foundation

> >

> > kkhkkkkhkhkrkkkkhkkkkhkxk*k

> >

> > And more interesting filtering facts from a Kaiser Foundation Study:

> >

> > Pornography and Internet Filtering

> > Among all 15-24 year-olds:

> >

> > * Two-thirds (67%) support the law requiring Internet filters at
schools

> > and libraries.

> >

> > * Two out of three (65%) say being exposed to online pornography could
> > have a serious impact on those under 18.

> >

> > * A majority (59%) think seeing pornography on the Internet encourages
> > young people to have sex before they're ready. Among the 95% of all
> > 15-17 year-olds who have ever gone online:

> >

> > * Seventy percent have accidentally stumbled across pornography online,
> > 23% "very" or "somewhat" often.

> >

> > * A majority (55%) of those who were exposed to pornography say they
were

> > "not too" or "not at all" upset by it, while 45% were "very" or

> > "somewhat" upset.

> >

> > * A third (33%) of those with home Internet access have a filtering

> > technology in place there.

> >

> >

> > http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

> >

> > Copyright 2002 The Henry J. Kaiser Family Foundation

> >

*kk kK k*k

Date:

Thu, 10 Jan 2002 08:19:09 -0800



To: aapornet@usc.edu

From: Richard Rands <rrands@cfmc.com>

Subject: Re: Kaiser FF: How Young People Use Internet for Health
Information

In-Reply-To: <5.1.0.14.2.20020110080754.0238c8f0@pop.cfmc.com>

References: <sc3d6678.041@srl.uic.edu>

Several years ago my son-in-law went to work for a dot.com start up called
Icarian. In my mind I thought he had said Icarius. I wanted to check out
their web site and typed in Icarius in the search engine and was startled
by a porno site.

It turned out to be a funny situation, but once your email address has been
captured by the site operators, they pass them around and there is a never

ending flood of invitations.

Richard

Date: Thu, 10 Jan 2002 11:40:06 -0500 (EST)

From: Philip Meyer <pmeyer(@email.unc.edu>

To: aapornet@usc.edu

Subject: Re: Kaiser FF: How Young People Use Internet for Health
Information

In-Reply-To: <sc3d6678.041@srl.uic.edu>

I have no personal experience with this, of course, but one of my
degenerate students warns that www.whitehouse.com is a porn site.

Philip Meyer, Knight Chair in Journalism Voice: 919 962-4085

CB 3365 Carroll Hall Fax: 919 962-1549
University of North Carolina Cell: 919 906-3425
Chapel Hill NC 27599-3365 http://www.unc.edu/~pmeyer

On Thu, 10 Jan 2002, Linda Owens wrote:

Date: Thu, 10 Jan 2002 10:01:06 -0600

From: Linda Owens <lindao@srl.uic.edu>

Reply-To: aapornet@usc.edu

To: aapornet@usc.edu

Subject: Re: Kaiser FF: How Young People Use Internet for Health
Information

VVVYVVYVYVYV

I think sometimes people who operate these sites create names for them
that are very similar to something more popular. A friend of mine went to
census.com instead of census.gov and found pornography on that site. 1In
another case, I typed an innocuous term into a search engine (don't remember
what it was) and it returned several pornography sites.

>>> "ROBERT E O'CONNOR" <Equipoise@psu.edu> 01/10 9:37 AM >>>
How does one "accidentally" sumble across pornography on the net "very" or

vV V V V
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>

"somewhat" often?

On Wed, 9 Jan 2002 10:45:23, James Beniger wrote:

http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

Generation Rx.com: How Young People Use the Internet
for Health Information

The Internet has become a daily part of life -- especially for younger
Americans. Teens as well as adults are now going online to look for

health information. What exactly are young people looking for? Do they
trust what they find? Is it influencing what they talk about with their

peers, parents, or physicians? Are they worried about privacy...
pornography... parental controls?

A panel featuring Lee Rainie, Director, Pew Internet & American Life
Project; Gretchen Berland, MD, Assistant Professor, Yale University
Department of Internal Medicine; Esther Drill, Co-Founder and
Editor-in-Chief, gURL.com; and Robert Johnson, MD, Director of

Adolescent

\

>
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>
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and Young Adult Medicine, New Jersey Medical School discussed all these
issues and more at an Emerging Issues in Reproductive Health Briefing.
New findings from a national survey of teens and young adults'
experiences with and attitudes toward online health information were
presented.

The Henry J. Kaiser Family Foundation
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And more interesting filtering facts from a Kaiser Foundation Study:

Pornography and Internet Filtering
Among all 15-24 year-olds:

* Two-thirds (67%) support the law requiring Internet filters at

chools

and libraries.

* Two out of three (65%) say being exposed to online pornography could
have a serious impact on those under 18.

* A majority (59%) think seeing pornography on the Internet encourages



> > young people to have sex before they're ready. Among the 95% of all
> > 15-17 year-olds who have ever gone online:

> >

> > * Seventy percent have accidentally stumbled across pornography online,
> > 23% "very" or "somewhat" often.

> >

> > * A majority (55%) of those who were exposed to pornography say they
were

> > "not too" or "not at all" upset by it, while 45% were "very" or

> > "somewhat" upset.

> >

> > * A third (33%) of those with home Internet access have a filtering
> > technology in place there.

> >

> >

> > http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

> >

> > Copyright 2002 The Henry J. Kaiser Family Foundation

> >

> >

> >

> > * kkk ok kK

> >

> >

> >

>

>

>

>

>

Date: Thu, 10 Jan 2002 09:04:04 -0800

From: JCatania@psg.ucsf.edu

Received: by psg.ucsf.edu with Internet Mail Service (5.0.1460.8)
id <CKW4FOHG>; Thu, 10 Jan 2002 09:04:06 -0800

To: aapornet@usc.edu

Subject: RE: cross-cultural measures of education

With Asian and Latino populations educated in other countries mixed in
samples with US educated respondents we have used years of education and
type of degree earned as methods for making things comparable...has some
imprecision but works for us...j

S e
> From: Colleen Porter

> Reply To: aapornet@usc.edu

> Sent: Thursday, January 10, 2002 7:24 AM

> To: aapornet@usc.edu

> Subject: cross-cultural measures of education

>

> Does anyone have experience or advice about asking the "highest grade or
> level of schol that you have completed" when many of the respondents are
> likely to have been to school in other countries? How do we figure out



the equivalency? Or is there a better approach?
Would appreciate any insights.
Colleen

Colleen K. Porter

Project Coordinator

cporter@hp.ufl.edu

phone: 352/392-6919, fax: 352/392-7109

University of Florida,

Department of Health Services Administration

Location: 1600 SW SW Archer Road, Rm. G1-015

Mailing Address: P.O. Box 100195, Gainesville, FL 32610-0195

VVVVVVVVVVYVYVYVYVYVYV

Date: Thu, 10 Jan 2002 12:07:23 -0500
From: Jan Werner <jwerner@jwdp.com>
Reply-To: jwerner@jwdp.com

To: AAPORNET <aapornet@usc.edu>
Subject: Vote rigging online

The following appears today on The Register, a usually well-informed
computer industry electronic news site with a decidedly tabloid flavor
based in the UK.

While the shenanigans reported will come as no surprise to AAPORNET
members, the language used to describe them is quite funny. I
particularly like the line "the innocent poll was swiftly corrupted."

Jan Werner
jwerner@jwdp.com

Date: Thu, 10 Jan 2002 09:59:10 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Sexy men at CNN: What about Aaron Brown? (AtlantaConstitutn)

We all know that this is hardly a legitimate poll, but it does
happen to be the single most talked about "poll" in America today,
I believe, and possibly in many other countries as well, considering
the global reach of CNN.

-— Jim



http://www.accessatlanta.com/ajc/living/tv/0110brown.html

01.10.2002

The Atlanta Journal-Constitution

Aaron Brown faces off with ajc.com editor who
kept him off 'sexy' poll

Is Aaron Brown the sexiest man at CNN?

Yes. 85% 23311
No. 11% 3051
Who? 4% 1165
Total Votes 27527

Jay Croft, the ajc.com Living editor who was described by CNN anchor
Aaron Brown as "the man who left me out of the poll," appeared as a
surprise mystery guest on "NewsNight" Friday.

After trading barbs about who had the most nerve, Croft offered Brown a
peace offering of a special front page of the Atlanta
Journal-Constitution proclaiming the anchor to be "the sexiest man not on
ajc.com."

A truce was reached when Croft said ajc.com would consider including
Brown in next year's poll. Brown thanked Croft for having a great sense
of humor over the e-mail campaign, which ajc.com hopes will end. Now.

We mean 1it.
CNN also showed a tape, purportedly showing Bill Hemmer voting for
himself on ajc.com's sexiest man poll. (Hemmer has led the voting since

the poll went up last month.) The authenticity of the tape could not be
independently verified by ajc.com. But we'll take CNN's word for it.

THURSDAY STORY

Aaron Brown mentions 'sexiest man at CNN' poll on air; his fans want to
vote!

By RICHARD L. ELDREDGE
Atlanta Journal-Constitution Staff Writer

OK, OK, we'll admit it: CNN anchor Aaron Brown is sorta, well, sexy. So
stop e-mailing already!

It seems that the new CNN hire is a little peeved with us since he was



omitted from our ajc.com "Sexiest Man at CNN" poll. It was created after
we wrote a Peach Buzz item on Nic Robertson snagging People magazine's
"Sexiest correspondent" nod last month.

On Wednesday, Terry Baker, a senior producer on Brown's "NewsNight"
program e-mailed us to inquire why Brown wasn't listed on the poll, along
with CNN hotties like Kris Osborn and Bill Hemmer. We informed him that
it never really dawned us us to include him.

During his broadcast Wednesday night, Brown mentioned the poll and his
lack of votes, hence, the deluge of e-mails in our system. In just the
first hour after the broadcast, nearly 100 Brown fans had voiced their
opinions on Brown's comeliness.

Wrote Brown fan Kristin de Galard: "He is by far the sexiest man at CNN.
His smirk and 'Let's have some soup and talk at the kitchen table'
presence 1is so nice to come home to -- that's sexy to me!"

In a postscript on Thursday night's show, Brown complained he still
wasn't represented on the original poll. Brown joked that Hemmer was
voting for himself, then admitted his assistant voted 47 times since a
new poll on Brown went up Thursday.

Brown said he wasn't sure whether he should ask fans to stop sending
their e-mails. "We report, you decide," he dead-panned at the close of
his broadcast.

What Brown said Wednesday night

Here's a transcript of what Aaron Brown said Wednesday night, taken from
cnn.com:

Finally tonight, I just want to say that it is not about me. Well,
actually, it is about me, but it is not about my feelings. It is about
your feelings about me. You with me? Here we go. One of our beloved staff
members here at NEWSNIGHT discovered that the "Atlanta Journal
Constitution," which is sort of CNN's home town paper, by the way, is
running an on-line poll to find out which CNN anchor is the sexiest. I'm
not kidding about this.

There is Bill Hemmer, you can see him there, Nic Roberston, John King,
Larry 1is there, for goodness sakes. But little old me, the guy featured
in "People" and "TV Guide," guest on "The Daily Show," soon to be sitting
next to Rosie, where am I? Nowhere, that's where -- not even listed.
Couldn't vote for me if you wanted to.

Now I don't mind losing, well actually, I do mind losing, but this is
unfair. And I hope you'll agree, not because I am desperate to be
considered the sexiest anchor at CNN, Larry wins that, it's just a matter
of principle.




What Brown said Thursday night

Here's a transcript of what Aaron Brown said Thursday night, taken from
cnn.com:

Finally tonight, further proof if any were needed that this program will
beat any good idea to death -- actually, any bad idea, for that matter.

Last night, you may recall, I mentioned the online poll being done by the
"Atlanta Journal-Constitution" web site which asked readers to vote for
the sexiest CNN anchor. I was a little miffed, OK? Because my name was
not included even as a possible choice. Larry was. I wasn't. Now in
mentioning this, some of you thought that perhaps I was suggesting that
you take it upon yourselves to right this wrong and e-mail these guys.

Now, you know me. Would I do that? OK, I would. So today when we looked
at the web site we found a couple of things of interest. First, on the
home page, over on the right, there I am. You can see me there. And then
you jump to a page where you can cast your vote. This is yes or no vote
on me. Essentially, it's me against the entire field. Not really fair,
but the results are encouraging.

There's also a link to your comments. And I tell you now, they did not do
that with Bill Hemmer, OK? So we were pretty -- feeling pretty swell
until we found the big poll page. The official page. And I'm still not
there.

Hemmer is killing everybody in this. John King is losing to Larry,
however. Now there is some evidence -- I've got to be honest here -- that
Hemmer is voting for himself. A lot. I can assure you that no one on the
NEWSNIGHT staff would do such a thing. Well, no one except for Molly
Levinson, my assistant. She's voted 47 times. But that's part of her job.

Now, here's the problem. The reporter on this, Richard Eldredge, called

us today begging you to stop flooding his e-mail. I don't know. We
report, you decide. You guys are wonderful, and it was fun here today.

http://www.accessatlanta.com/ajc/living/tv/0110brown.html
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Date: Thu, 10 Jan 2002 13:30:23 -0500
From: jfleishm@AHRQ.gov
Subject: Request for Information (RFI) from the Agency for Healthcare
Research and Quality
boundary="---- = NextPart 001 01C19A04.DDC386D0O"

This message is in MIME format. Since your mail reader does not understand
this format, some or all of this message may not be legible.



—————— = NextPart 001 01C1SA04.DDC386D0
TO: Members of AAPOR

The following message pertains to a Request for Information that has been
issued by the Agency for Healthcare Research and Quality, a federal agency
that conducts an annual, nationally representative survey of health care
utilization and costs:

The Agency for Healthcare Quality and Research (AHRQ) is currently seeking
information on the possibility of re-programming the Medical Expenditure
Panel Survey (MEPS) instrument, currently in a DOS operating system, into a
Windows operating system. Responses are welcome from and open to any member

of an agency or organization who could directly or indirectly support this
effort. Responses are also welcome from the general public.

This Request for Information (RFI) is for planning purposes only. Responses

to this RFI are not offers and cannot be accepted by the Government to form
a binding contract. The AHRQ intends to issue a subsequent solicitation for

the purpose of reprogramming the MEPS Computer Assisted Personal
Interviewing (CAPI) instrument.

The RFI describes the background of the MEPS and its current computerized
interview schedule. Your input is invited for information purposes in the
areas of systems design and selection, promoting industry competition, time
frames for feasible completion and the overall concept of the design.
Specific questions and instructions for responding are provided in the RFI,
which is available at the following URL: http://www.ahrg.gov/data/mepsix.htm

John A. Fleishman

Center for Cost and Financing Studies
Agency for Healthcare Research and Quality
Rockville, MD 20852

e-mail: Jfleishm@ahrg.gov

—————— = NextPart 001 01C19A04.DDC386D0

<!DOCTYPE HTML PUBLIC "-//W3C//DTD HTML 3.2//EN">

<HTML>

<HEAD>

<META HTTP-EQUIV=3D"Content-Type" CONTENT=3D"text/html;
charset=3Diso-8859-1">

<META NAME=3D"Generator" CONTENT=3D"MS Exchange Server version =
5.5.2653.12">

<TITLE>Request for Information (RFI) from the Agency for Healthcare =
Research and Quality</TITLE>

</HEAD>

<BODY>

<P><FONT SIZE=3D2>TO:é&nbsp; Members of AAPOR</FONT>



</P>

<P><FONT SIZE=3D2>The following message pertains to a Request for =
Information that has been issued by the Agency for Healthcare Research =
and Quality, a federal agency that conducts an annual, nationally =
representative survey of health care utilization and costs:</FONT></P>

<P><FONT SIZE=3D2>The Agency for Healthcare Quality and Research (AHRQ) =
is currently seeking information on the possibility of&nbsp; =
re-programming the Medical Expenditure Panel Survey (MEPS) instrument,
currently in a DOS operating system, into a Windows operating =

system. &nbsp; Responses are welcome from and open to any member of an =
agency or organization who could directly or indirectly support this =
effort.&nbsp; Responses are also welcome from the general =
public.</FONT></P>

<P><FONT SIZE=3D2>This Request for Information (RFI) is for planning =
purposes only.&nbsp; Responses to this RFI are not offers and cannot be =
accepted by the Government to form a binding contract.&nbsp; The AHRQ =
intends to issue a subsequent solicitation for the purpose of =
reprogramming the MEPS Computer Assisted Personal Interviewing (CAPI) =
instrument.&nbsp; </FONT></P>

<P><FONT SIZE=3D2>The RFI describes the background of the MEPS and its
current computerized interview schedule.é&nbsp; Your input is invited =
for information purposes in the areas of systems design and selection,
promoting industry competition, time frames for feasible completion and
the overall concept of the design.é&nbsp; Specific questions and =
instructions for responding are provided in the RFI, which is available =
at the following URL: <A HREF=3D"http://www.ahrg.gov/data/mepsix.htm" =
TARGET=3D" blank">http://www.ahrq.gov/data/mepsix.htm</A></FONT></P>

<BR>

<P><FONT SIZE=3D2>John A. Fleishman</FONT>

<BR><FONT SIZE=3D2>Center for Cost and Financing Studies</FONT>
<BR><FONT SIZE=3D2>Agency for Healthcare Research and Quality</FONT>
<BR><FONT SIZE=3D2>Rockville, MD 20852</FONT>

<BR><FONT SIZE=3D2>e-mail:&nbsp; jfleishm@ahrqg.gov</FONT>

</P>

</BODY>
</HTML>
—————— = NextPart 001 01C19A04.DDC386D0--

Date: Thu, 10 Jan 2002 15:34:16 -0500

To: aapornet@usc.edu

From: Susan Losh <slosh@garnet.acns.fsu.edu>

Subject: Us too?

Wait a second, folks. If memory serves me right, weren't *we" somehow linked
in accidently as part of a porn site a couple of years ago?

Jim will know!

Also, when the Adrianna Huffington stuff came up a few years back, I entered



her in a search engine to see what I could find...and guess what?

Susan
Susan Carol Losh, PhD
slosh@garnet.acns.fsu.edu

visit the site at:
http://garnet.acns.fsu.edu/~slosh//Index.htm

The Department of Educational Research
307L Stone Building

Florida State University

Tallahassee FL 32306-4453

850-644-8778 (Voice Mail available)
Educational Research Office 850-644-4592
FAX 850-644-8776

Date: Thu, 10 Jan 2002 15:30:31 -0500

From: "Mark David Richards" <mark@bisconti.com>
To: <aapornet@usc.edu>

Subject: FW: SPSSI Conference

This group of psychologists concerned with social issues might be of
interest. Mark Richards

————— Original Message-----

From: Hugh Nees [mailto:spss2@gwest.net]
Sent: Thursday, January 10, 2002 3:25 PM
To: spssi@spssi.org

Subject: SPSSI Conference

Dear SPSSI members:

The Society for the Psychological Study of Social Issues (SPSSI) will be
holding its fourth stand-alone conference in Toronto, Canada on June 28-30,
2002. This conference will focus on "Understanding and Addressing

Disparities: International Approaches." Proposals for symposia, posters, and

roundtable discussions are invited. Both basic and applied researchers will
be an important part of the program, as well as social service providers and

policy experts, social and political advocates, and individuals and groups
who disseminate scientific knowledge to the general public. More information

and the call for proposals are available at the conference website:



http://www.spssi.org/2002.html. The deadline for submissions has been
extended to January 31, 2002.

Thank you.

Hugh Nees

SPSSI Central Office

1444 Eye St. NW, Suite 900
Washington, DC 20005

(202) 216-9332

(202) 216-9390 (FAX)
Membership@spssi.org
WWW.Spssi.org

Date: Thu, 10 Jan 2002 17:10:58 -0800

From: Ellis Godard <godard@virginia.edu>

To: aapornet@usc.edu

Subject: RE: Kaiser FF: How Young People Use Internet for Health Information
(kff.orqg)

In-Reply-To: <Pine.GS0.4.33.0201091028360.23944-100000@almaak.usc.edu>

> * A majority (59%) think seeing pornography on the Internet encourages
> young people to have sex before they're ready.

Inversely, the accessibility of pornography on the Internet may encourage
some young people to learn about computers before they're otherwise ready.

> * A third (33%) of those with home Internet access have a filtering
> technology in place there.

This seems to imply that many respondents filter web surfing to reduce
encounters with pornography. But that implication may be misplaced, unless
question was more specific, since "filtering technology" might include
email filters, virus checks, firewalls, or Usenet "kill files".

Regards,
Ellis

Date: Fri, 11 Jan 2002 07:40:23 -0500

From: "C. Anthony Broh" <broh@Princeton.EDU>

Reply-To: broh@mit.edu

To: aapornet@usc.edu

Subject: Re: Us too?

References: <200201102034.PAA65624@garnet.acns. fsu.edu>
boundary="---—————————- 4154074F2F794FCAB22728D9"

This is a multi-part message in MIME format.
—————————————— 4154074F2F794FCAB22728D9
boundary="------——-—————- 095CC599FDOBAECAFO5E5C5B"



—————————————— 095CC599FDOBAECAFO5E5C5B

As I recall, the problem was with our e-mail address name: aaPORNet. Some
search engines would bring up this list when searching on "porn."

Tony Broh

Susan Losh wrote:

> Wait a second, folks. If memory serves me right, weren't *we" somehow
linked

> in accidently as part of a porn site a couple of years ago?

Jim will know!

vV V V V

Also, when the Adrianna Huffington stuff came up a few years back, I
entered
her in a search engine to see what I could find...and guess what?

Susan
Susan Carol Losh, PhD
slosh@garnet.acns.fsu.edu

visit the site at:
http://garnet.acns.fsu.edu/~slosh//Index.htm

The Department of Educational Research
307L Stone Building

Florida State University

Tallahassee FL 32306-4453

850-644-8778 (Voice Mail available)
Educational Research Office 850-644-4592
FAX 850-644-8776

VVVVVVVVVVYVYVYVVYVYVYV

—————————————— 095CC599FDOBAECAFO5ES5C5B

<!doctype html public "-//w3c//dtd html 4.0 transitional//en">

<html>

<font color="#990000">As I recall, the problem was with our e-mail address
name: aaPORNet.&nbsp; Some search engines would bring up this list when
searching on "porn."</font><font color="#990000"></font>

<p><font color="#990000">Tony Broh</font>

<p>Susan Losh wrote:

<blockquote TYPE=CITE>Wait a second, folks. If memory serves me right,
weren't *we" somehow linked

<br>in accidently as part of a porn site a couple of years ago?

<p>Jim will know!

<p>Also, when the Adrianna Huffington stuff came up a few years back, I
entered

<br>her in a search engine to see what I could find...and guess what?
<p>Susan

<br>Susan Carol Losh, PhD

<br>slosh@garnet.acns.fsu.edu

<p>visit the site at:



<br><a
href="http://garnet.acns.fsu.edu/~slosh//Index.htm">http
du/~slosh//Index.htm</a>

<p>The Department of Educational Research
<br>307L Stone Building

<br>Florida State University

<br>Tallahassee FL 32306-4453
<p>850-644-8778 (Voice Mail available)
<br>Educational Research Office 850-644-4592
<br>FAX 850-644-8776</blockquote>

</html>

—————————————— 095CC599FDOBAECAFO5E5C5B--

—————————————— 4154074F2F794FCAB22728D9
name="broh.vcft"

Content-Description: Card for C. Anthony Broh

Content-Disposition: attachment;
filename="broh.vcf"

begin:vcard

n:Broh;C. Anthony

tel;fax: (617) 258-8280

tel;home: (617) 264-2040

tel;work: (617) 253-5026

x-mozilla-html:FALSE

org:Consortium on Financing Higher Education

version:2.1
email;internet:broh@mit.edu
title:Director of Research
fn:C. Anthony Broh
end:vcard

—————————————— 4154074F2F794FCAB22728D9—-

://garnet.acns.fsu.e

Date: Fri, 11 Jan 2002 13:01:20 +0000

From: "Worc" <Worc@mori.com>

To: <aapornet@usc.edu>

Subject: Re: Sexy men at CNN: What about Aaron Brown?
(AtlantaConstitutn)

Content-Disposition: inline

What I call a voodoo poll!

Robert M. Worcester
Chairman, MORI

32 01ld Queen Street
London SW1H 9HP
(44)207 222 0232 Tel
(44)207 227 0404 Fax
worc@mori.com

>>> beniger@rcf.usc.edu 10/01/02 17:59:10 >>>



We all know that this is hardly a legitimate poll, but it does
happen to be the single most talked about "poll" in America today,

I believe, and possibly in many other countries as well, considering
the global reach of CNN.

-— Jim

http://www.accessatlanta.com/ajc/living/tv/0110brown.html

01.10.2002

The Atlanta Journal-Constitution

Aaron Brown faces off with ajc.com editor who
kept him off 'sexy' poll

Is Aaron Brown the sexiest man at CNN?

Yes. 85% 23311
No. 11% 3051
Who? 4% 1165
Total Votes 27527

Jay Croft, the ajc.com Living editor who was described by CNN anchor
Aaron Brown as "the man who left me out of the poll," appeared as a
surprise mystery guest on "NewsNight" Friday.

After trading barbs about who had the most nerve, Croft offered Brown a
peace offering of a special front page of the Atlanta
Journal-Constitution proclaiming the anchor to be "the sexiest man not on
ajc.com."

A truce was reached when Croft said ajc.com would consider including
Brown in next year's poll. Brown thanked Croft for having a great sense
of humor over the e-mail campaign, which ajc.com hopes will end. Now.

We mean it.

CNN also showed a tape, purportedly showing Bill Hemmer voting for
himself on ajc.com's sexiest man poll. (Hemmer has led the voting since
the poll went up last month.) The authenticity of the tape could not be
independently verified by ajc.com. But we'll take CNN's word for it.

THURSDAY STORY



Aaron Brown mentions 'sexiest man at CNN' poll on air; his fans want to
vote!

By RICHARD L. ELDREDGE
Atlanta Journal-Constitution Staff Writer

OK, OK, we'll admit it: CNN anchor Aaron Brown is sorta, well, sexy. So
stop e-mailing already!

It seems that the new CNN hire is a little peeved with us since he was
omitted from our ajc.com "Sexiest Man at CNN" poll. It was created after
we wrote a Peach Buzz item on Nic Robertson snagging People magazine's
"Sexiest correspondent" nod last month.

On Wednesday, Terry Baker, a senior producer on Brown's "NewsNight"
program e-mailed us to inquire why Brown wasn't listed on the poll, along
with CNN hotties like Kris Osborn and Bill Hemmer. We informed him that
it never really dawned us us to include him.

During his broadcast Wednesday night, Brown mentioned the poll and his
lack of votes, hence, the deluge of e-mails in our system. In just the
first hour after the broadcast, nearly 100 Brown fans had voiced their
opinions on Brown's comeliness.

Wrote Brown fan Kristin de Galard: "He is by far the sexiest man at CNN.
His smirk and 'Let's have some soup and talk at the kitchen table'
presence 1is so nice to come home to -- that's sexy to me!"

In a postscript on Thursday night's show, Brown complained he still
wasn't represented on the original poll. Brown joked that Hemmer was
voting for himself, then admitted his assistant voted 47 times since a
new poll on Brown went up Thursday.

Brown said he wasn't sure whether he should ask fans to stop sending
their e-mails. "We report, you decide," he dead-panned at the close of
his broadcast.

What Brown said Wednesday night

Here's a transcript of what Aaron Brown said Wednesday night, taken from
cnn.com:

Finally tonight, I just want to say that it is not about me. Well,
actually, it is about me, but it is not about my feelings. It is about
your feelings about me. You with me? Here we go. One of our beloved staff
members here at NEWSNIGHT discovered that the "Atlanta Journal
Constitution," which is sort of CNN's home town paper, by the way, is
running an on-line poll to find out which CNN anchor is the sexiest. I'm
not kidding about this.

There is Bill Hemmer, you can see him there, Nic Roberston, John King,
Larry is there, for goodness sakes. But little old me, the guy featured
in "People" and "TV Guide," guest on "The Daily Show," soon to be sitting



next to Rosie, where am I? Nowhere, that's where -- not even listed.
Couldn't vote for me if you wanted to.

Now I don't mind losing, well actually, I do mind losing, but this is
unfair. And I hope you'll agree, not because I am desperate to be
considered the sexiest anchor at CNN, Larry wins that, it's just a matter
of principle.

What Brown said Thursday night

Here's a transcript of what Aaron Brown said Thursday night, taken from
cnn.com:

Finally tonight, further proof if any were needed that this program will
beat any good idea to death -- actually, any bad idea, for that matter.

Last night, you may recall, I mentioned the online poll being done by the
"Atlanta Journal-Constitution" web site which asked readers to vote for
the sexiest CNN anchor. I was a little miffed, OK? Because my name was
not included even as a possible choice. Larry was. I wasn't. Now in
mentioning this, some of you thought that perhaps I was suggesting that
you take it upon yourselves to right this wrong and e-mail these guys.

Now, you know me. Would I do that? OK, I would. So today when we looked
at the web site we found a couple of things of interest. First, on the
home page, over on the right, there I am. You can see me there. And then
you jump to a page where you can cast your vote. This is yes or no vote
on me. Essentially, it's me against the entire field. Not really fair,
but the results are encouraging.

There's also a link to your comments. And I tell you now, they did not do
that with Bill Hemmer, OK? So we were pretty -- feeling pretty swell
until we found the big poll page. The official page. And I'm still not
there.

Hemmer is killing everybody in this. John King is losing to Larry,
however. Now there is some evidence -- I've got to be honest here -- that
Hemmer is voting for himself. A lot. I can assure you that no one on the
NEWSNIGHT staff would do such a thing. Well, no one except for Molly
Levinson, my assistant. She's voted 47 times. But that's part of her job.

Now, here's the problem. The reporter on this, Richard Eldredge, called

us today begging you to stop flooding his e-mail. I don't know. We
report, you decide. You guys are wonderful, and it was fun here today.

http://www.accessatlanta.com/ajc/living/tv/0110brown.html
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Disclaimer

This e-mail is confidential and intended solely for the use of the
individual to whom it is addressed. Any views or opinions presented are
solely those of the author and do not necessarily represent those of
MORI Limited.

If you are not the intended recipient, be advised that you have
received this e-mail in error and that any use, dissemination,
forwarding, printing, or copying of this e-mail is strictly
prohibited. If you have received this e-mail in error please either
notify the MORI Systems Helpdesk by telephone on 44 (0) 20 7347 3000
or respond to this e-mail with WRONG RECIPIENT in the title line.

Date: Fri, 11 Jan 2002 08:29:34 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: <aapornet@usc.edu>

Subject: Re: Us too?

In-Reply-To: <200201102034.PAA65624@garnet.acns.fsu.edu>

Fellow voyeurs,

Although I admit that my memory is indeed fading with old age, I'm
pretty sure that--if I had in fact ever been part of a porn site--
I would still remember *that*!

And so I hate to say it, but I'm helpless to do anything about it:
I'm afraid all eyes will now shift to Susan Losh, for more details
about her own accidental appearance on that "porn site a couple of
years ago," as she puts it.

If conservative Republicans of good breeding--and with prominent
names--can participate in such activities, however, I don't see that
appearing on a porn site can be all that disrespectable. Susan?

-- Jim

*kk kK k*k

On Thu, 10 Jan 2002, Susan Losh wrote:

> Wait a second, folks. If memory serves me right, weren't *we" somehow
linked

> in accidently as part of a porn site a couple of years ago?

>



> Jim will know!

>

> Also, when the Adrianna Huffington stuff came up a few years back, I
entered

her in a search engine to see what I could find...and guess what?

Susan
Susan Carol Losh, PhD
slosh@garnet.acns.fsu.edu

visit the site at:
http://garnet.acns.fsu.edu/~slosh//Index.htm

The Department of Educational Research
307L Stone Building

Florida State University

Tallahassee FL 32306-4453

850-644-8778 (Voice Mail available)
Educational Research Office 850-644-4592
FAX 850-644-8776

VVVVVVVVVVVVVVVVVVYVVVYVYVYVYVYVYVYV

Date: Fri, 11 Jan 2002 23:01:44 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Library Journal survey sampling and methods, re: filtering survey

Date: Thu, 10 Jan 2002 10:24:41 -0600

From: "Deborah Caldwell-Stone" <dstone@ala.org>

Subject: Re: About 43 percent of public libraries filter Internet, survey
says

Previous message:
"About 43 percent of public libraries filter Internet, survey says"

Library Journal was careful to note its sampling numbers and
methodology in its article:

The Library Journal's survey is based on the responses of 355 libraries
who volunteered to respond to a questionnaire mailed to a sample of 2000
libraries - a response rate of 18%. Thus, the "43% of libraries" reported



to be filtering actually represents 152 of 355 libraries. To put these
numbers in context, there are 15,994 public libraries (including branches)
in the United States.

Cordially,

Deborah Caldwell-Stone

Deputy Director

Office for Intellectual Freedom
American Library Association
www.ala.org/alaorg/oif

Date: Wed, 09 Jan 2002 14:05:46 -0400

From: "Christopher D. Hunter" <chunter@asc.upenn.edu>

Subject: Re: About 43 percent of public libraries filter Internet, survey
says

David Burt omits one important finding from the Kaiser survey:

DOES FILTERING IMPACT TEENS' SEARCHES FOR LEGITIMATE HEALTH INFORMATION?
One concern about Internet filters is whether this technology may block
young people's access to health content. Indeed, among 15-17 year-olds
who have sought health information online, nearly half (46%) say they
have experienced being blocked from sites they say were non-pornographic.
Among the topics they were researching when blocked were sexual health
topics such as HIV, other STDs, or birth control (15% of all those who

Q Q

were blocked), cancer (8%), and web sites on sexual orientation (2%).
Full Report: http://www.kff.org/content/2001/20011211a/GenerationRx.pdf

Chris

SOURCE: Declan McCullagh's politics and technology mailing list,
Politech: http://www.politechbot.com/info/subscribe.html

*kk kK k*k

Date: Sat, 12 Jan 2002 09:00:49 -0500

From: Jan Werner <jwerner@jwdp.com>

Reply-To: jwerner@jwdp.com

To: aapornet@usc.edu

Subject: Re: Library Journal survey sampling and methods, re: filtering
survey

References: <Pine.GS0.4.33.0201112242480.19592-100000@almaak.usc.edu>

With all due respect, to put these numbers in context, the 355 libraries
that responded to this survey account for a little over 2% of all
libraries in the United States, whereas the respondents to high-quality



national probability polls conducted by the most reliable polling firms
represent less than .001% of the adult population of the United States.

What is important is NOT the proportion of the total population, but
whether or not the respondents constitute a true random sample of the
population.

In this case, what is troubling is the 18% response rate, because it
implies the possibility that the sample is not representative.

This would be equally so had the survey been sent to every library in
the United States and some 2800 (~18%) had responded. Most readers,
including presumably Ms. Caldwell-Stone, would be more impressed in this
case, but statistically, the reliability of the results would not be
much better than for the original survey.

Jan Werner
jwerner@jwdp.com

James Beniger wrote:

>

> Date: Thu, 10 Jan 2002 10:24:41 -0600

> From: "Deborah Caldwell-Stone" <dstone@ala.org>

> Subject: Re: About 43 percent of public libraries filter Internet, survey
says

>

> Previous message:

> "About 43 percent of public libraries filter Internet, survey says"

>

> Library Journal was careful to note its sampling numbers and

> methodology in its article:

>

> The Library Journal's survey is based on the responses of 355 libraries

> who volunteered to respond to a questionnaire mailed to a sample of 2000
> libraries - a response rate of 18%. Thus, the "43% of libraries"
reported

> to be filtering actually represents 152 of 355 libraries. To put these

> numbers in context, there are 15,994 public libraries (including
branches)
> in the United States.

Cordially,

Deborah Caldwell-Stone

Deputy Director

Office for Intellectual Freedom
American Library Association
www.ala.org/alaorg/oif

Date: Wed, 09 Jan 2002 14:05:46 -0400

From: "Christopher D. Hunter" <chunter@asc.upenn.edu>

Subject: Re: About 43 percent of public libraries filter Internet, survey
says

VVVVVVYVVVYVYVYVYVYV
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David Burt omits one important finding from the Kaiser survey:

DOES FILTERING IMPACT TEENS' SEARCHES FOR LEGITIMATE HEALTH INFORMATION?
One concern about Internet filters is whether this technology may block
young people's access to health content. Indeed, among 15-17 year-olds
who have sought health information online, nearly half (46%) say they
have experienced being blocked from sites they say were non-pornographic.

Among the topics they were researching when blocked were sexual health
topics such as HIV, other STDs, or birth control (15% of all those who

[o) Q

were blocked), cancer (8%), and web sites on sexual orientation (2%).
Full Report: http://www.kff.org/content/2001/20011211a/GenerationRx.pdf
Chris

SOURCE: Declan McCullagh's politics and technology mailing list,
Politech: http://www.politechbot.com/info/subscribe.html

* Kk k kK kK

Date: Sat, 12 Jan 2002 10:48:36 -0500

To:

aapornet@usc.edu

From: Jim Wolf <Jim-Wolf@worldnet.att.net>

Subject: Re: Us too?

In-Reply-To: <Pine.GS0.4.33.0201110809300.3843-100000@almaak.usc.edu>
References: <200201102034.PAA65624@garnet.acns. fsu.edu>

I may be adding to the confusion by relying on my own fallible memory, but
I believe the situation had to do with AAPORNet messages and AAPOR's
website not being accessible by PC's where porn filter software had been
installed. The "PORN" in "aaPORNet" would set off the morality alarms on
the Net Nanny and prevent further access.

Then again, I sometimes have trouble remembering what I had for lunch the
previous day, so I could be all wrong...

At 08:29 AM 1/11/02 -0800, James Beniger wrote:

VVVVVYVYVVYVYVYVYV

Fellow voyeurs,

Although I admit that my memory is indeed fading with old age, I'm
pretty sure that--if I had in fact ever been part of a porn site--
I would still remember *that*!

And so I hate to say it, but I'm helpless to do anything about it:
I'm afraid all eyes will now shift to Susan Losh, for more details
about her own accidental appearance on that "porn site a couple of
years ago," as she puts it.

If conservative Republicans of good breeding--and with prominent
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>0On Thu, 10 Jan 2002, Susan Losh wrote:
>

>> Wait a second, folks. If memory serves me right,

linked

names--can participate in such activities, however,
appearing on a porn site can be all that disrespectable. Susan?

I don't see that

-— Jim

weren't *we" somehow

>> in accidently as part of a porn site a couple of years ago?

>>
>> Jim will know!
>>

>> Also, when the Adrianna Huffington stuff came up a few years back, I

entered

>> her in a search engine to see what I could find...and guess what?

>>

>> Susan

>> Susan Carol Losh, PhD

>> slosh@garnet.acns.fsu.edu

>>

>> visit the site at:

>> http://garnet.acns.fsu.edu/~slosh//Index.htm
>>

>> The Department of Educational Research
>> 307L Stone Building

>> Florida State University

>> Tallahassee FL 32306-4453

>>

>> 850-644-8778 (Voice Mail available)

>> Educational Research Office 850-644-4592
>> FAX 850-644-8776

>>

>>

>>

>>

>>

>>

>>

>>

>>

>>

>>

Date: Sat, 12 Jan 2002 13:20:59 -0500

To: aapornet@Qusc.edu

From: Susan Losh <slosh@garnet.acns.fsu.edu>
Subject: Re: Us too?

No, no! Wasn't me.



While looking up material on Adrianna Huffington a couple of years ago, when

we first became aware of her general attitude toward surveys, I stumbled
across a very nasty site composed by someone I don't know, but obviously
whose feelings about Adrianna Huffington must have been far stronger than
mine. One of them face superimposed on body type sites (I gather, since I do

not intentionally visit such sites myself.)

Alas, I never made a note of the url.

Perhaps others using search engines as I did may run across it too.
Susan

At 10:48 AM 1/12/2002 -0500, you wrote:

>T may be adding to the confusion by relying on my own fallible memory, but
>T believe the situation had to do with AAPORNet messages and AAPOR's
>website not being accessible by PC's where porn filter software had been
>installed. The "PORN" in "aaPORNet" would set off the morality alarms on
>the Net Nanny and prevent further access.

>

>Then again, I sometimes have trouble remembering what I had for lunch the
>previous day, so I could be all wrong...

>

>

>At 08:29 AM 1/11/02 -0800, James Beniger wrote:

>> Fellow voyeurs,

>>

>> Although I admit that my memory is indeed fading with old age, I'm

>> pretty sure that--if I had in fact ever been part of a porn site--

>> T would still remember *that*!

>>

>> And so I hate to say it, but I'm helpless to do anything about it:

>> I'm afraid all eyes will now shift to Susan Losh, for more details

>> about her own accidental appearance on that "porn site a couple of

>> vyears ago," as she puts it.

>>

>> TIf conservative Republicans of good breeding--and with prominent

>> names--can participate in such activities, however, I don't see that
>> appearing on a porn site can be all that disrespectable. Susan?

>>

>> -- Jim

>>

>> * Xk Kk Kk Kk kK

>>

>>0n Thu, 10 Jan 2002, Susan Losh wrote:

>>

>>> Wait a second, folks. If memory serves me right, weren't *we" somehow
>linked

>>> in accidently as part of a porn site a couple of years ago?

>>>

>>> Jim will know!

>>>

>>> Also, when the Adrianna Huffington stuff came up a few years back, I
>entered



>>> her in a search engine to see what I could find...and guess what?
>>>

>>> Susan

>>> Susan Carol Losh, PhD

>>> slosh@garnet.acns.fsu.edu

>>>

>>> visit the site at:

>>> http://garnet.acns.fsu.edu/~slosh//Index.htm
>>>

>>> The Department of Educational Research
>>> 307L Stone Building

>>> Florida State University

>>> Tallahassee FL 32306-4453

>>>

>>> 850-644-8778 (Voice Mail available)

>>> Educational Research Office 850-644-4592
>>> FAX 850-644-8776

>>>

>>>

>>>

>>>

>>>

>>>

>>>

>>>

>>>

>>>

>Jim Wolf Jim-Wolf@worldnet.att.net
>

>

Susan Carol Losh, PhD

slosh@garnet.acns.fsu.edu

visit the site at:
http://garnet.acns.fsu.edu/~slosh//Index.htm

The Department of Educational Research
307L Stone Building

Florida State University

Tallahassee FL 32306-4453

850-644-8778 (Voice Mail available)
Educational Research Office 850-644-4592
FAX 850-644-8776



Date: Sat, 12 Jan 2002 12:36:04 -0500

From: Nick Panagakis <mail@marketsharescorp.com>
To: aapornet@usc.edu

Subject: Web SIte Polls/Self Selected Samples

Here is an item showing what can go wrong with those polls we see posted
on web sites.

Unknown is the level of participation by the stafff of third runner-up
Corrine Wood who trails Jim Ryan by 40 points according to a Market

Strategies poll taken last week.

Nick

Date: Sat, 12 Jan 2002 22:18:36 -0500

From: "Mark David Richards" <mark@bisconti.com>

To: <aapornet@usc.edu>

Subject: Census Data Generate Another Guiding Light
boundary="----= NextPart 000 0025 01C19BB7.145F87D0O"

This is a multi-part message in MIME format.
—————— = NextPart 000 0025 01C19BB7.145F87DO0

Census Data Generate Another Guiding Light

Churches Interpreting Statistics to Promote the Faith
http://www.washingtonpost.com/wp-dyn/articles/A34638-2002Janl2.html
By Rachel Zoll

Associated Press

Saturday, January 12, 2002; Page BO09

The Rev. Richard Magnus looks at the mountain of data gleaned by the
Census Bureau and thinks about churches -- where to build them,
whether they need bilingual pastors, whether they should offer day
care.

Magnus runs the national outreach office of the Evangelical Lutheran
Church in America and is among many religious leaders who are using
the 2000 Census to expand their denominations.

The bureau collects no information about religion. But the statistics
the agency compiles on immigration, population shifts, income, and the
age and ethnic makeup of state populations are critical to spreading
the faith.

"It tells us where we ought to do some shifts in ministries," said
Magnus, who works from the Lutheran church's headquarters in Chicago.
"It tells us if this is a good place to do a congregational start."
Mainline Protestant churches that have been losing membership for
years -- Lutheran, Presbyterian, Methodist, Episcopal and United
Church of Christ -- are hoping to reverse the trend. Majority-white
denominations are struggling to diversify. All see the census as
helping them fulfill a mandate to identify spiritual needs and meet
them.



Some denominations, such as the Presbyterian Church (USA), have their
own demographers who break down census data for individual churches.
Many more have contracts with companies that use the census to create
neighborhood profiles, with information ranging from residents' buying
patterns to reading habits to income in areas surrounding a church.
"It's the same type of approach as any business -- understanding who
your customer is, what it is we can do to enhance our membership,"
said Diana Dean-Nau, a sales executive with Claritas Inc. The San
Diego-based marketing company does work for churches, as well as
corporations such as the Lowe's Cos. home-improvement chain.

Using demographics to market faith makes some religious leaders
uncomfortable, but most feel a sophisticated approach is necessary to
draw nonbelievers and dropouts to church.

"We've got a deep commitment to doing this outreach," Magnus said.
The nation's population increases in the West and South pose a
particular challenge, since many denominations have their roots in the
Northeast.

For example, Pennsylvania has historically been a stronghold for
Lutherans. But the state's sluggish growth rate means Evangelical
Lutherans have to look elsewhere for members. At the same time, the
census found the Hispanic population in Pennsylvania has increased by
70 percent in a decade, creating a need for Spanish-language worship
and other ministries.

The Roman Catholic Church faces similar pressure. Mary Gautier, a
senior researcher with the Center for Applied Research in the
Apostolate at Georgetown University, said the census confirmed that
the church needs to put more resources in the South and West, where
Catholics historically have not had a large presence.

"The places where the Catholic institutions are is not where the
Catholic population is," Gautier said.

Sam Vinall, a demographer for the Baptist General Convention of
Oklahoma, uses special software to develop the same kind of
neighborhood reports that Claritas offers. But all his efforts are
aimed at helping his state's 1,700 Southern Baptist churches.

In one study, he analyzed the lifestyles of the young families who
were members of an Oklahoma City church, then identified other areas
of the city where residents fit that profile. "The church used that as
a basis for having block parties, home Bible studies and to start a
satellite location," Vinall said.

Claritas even identifies how many churches are in a given area, to
determine the level of competition among houses of worship. And some
churches use census data in their hiring process, to match a pastor's
skills to a community's needs.

"I feel that God gives us these tools to use and He allowed these
tools to be developed, and not just for business use but for reaching
people for Him also," Vinall said.

© 2002 The Washington Post Company

Mark David RICHARDS, Ph.D., Sociologist
Senior Associate, Bisconti Research, Inc.
2610 Woodley Place NW

Washington, District of Columbia 20008
202/ 347-8822

202/ 347-8825 FAX

mark@bisconti.com
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Date: Sat, 12 Jan 2002 21:24:08 -0800 (PST)

From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Speaking of Online Polls... (Jerusalem Post)

Speaking of Online Polls...

No need to bother--I've already emailed the editors of the
Jerusalem Post, demanding a recount.
-— Jim

Copyright (C) 1995-2002, The Jerusalem Post -- All rights reserved.

http://cgis.jpost.com/cgi-bin/Poll/poller.cgi?pollid=mainpé&actn=rslt

The Jerusalem Post Internet Edition
29 Tevet 5762 01:24 Sunday January 13, 2002
Current Poll

Are you satisfied with the performance of Israel's spokespeople in
handling the international media in connection with the Karine-A

affair?
Yes XXXXXXXXXXXXXXXXXXXXXKXXXXXXXXXXXXXXXXXXXKXXXX 50 %
No ):9,9:9:0.0.9.9.9.9.9.9.:9:0:0.0.90.9.9.9.9.9.:9.:0.0.9.9.9.9.9.9,:9.:0:0.0.9.9.9.9.9.9.:0.0.0.¢ 50 %

Total Votes: 5015

Please note that our online polls are not scientific but offer our site



users the chance to express their views about current issues in the news.

http://cgis.jpost.com/cgi-bin/Poll/poller.cgi?pollid=mainp&actn=rslt

Copyright (C) 1995-2002, The Jerusalem Post -- All rights reserved.
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Date: Sat, 12 Jan 2002 23:21:23 -0800 (PST)
From: James Beniger <beniger@rcf.usc.edu>

To: AAPORNET <aapornet@usc.edu>

Subject: Does money buy happiness? (NBC News)

http://www.msnbc.com/news/685507.asp#BODY

January 11, 2002

Does money buy happiness?

A look at how people view the role of money in their lives

TODAY SHOW CONTRIBUTOR

Jan. 11 -- Does money buy happiness? A new study unveiled at the annual
meeting of the American Economics Association says yes. But before we get
into the specific findings we thought we'd ask you the same question. This
week, over 6,000 people took our Web survey on the subject. "Today"
financial editor and Money magazine editor-at-large Jean Chatzky compares
the results of our survey with what economic experts say on "Today." Read
more on the subject below.

HERE'S A LOOK at our Web survey results, some of the "Today" show audience
comments and what the experts say:

DOES MONEY BUY HAPPINESS?

Yes -- 38%
No -- 62%



It's interesting that viewers disagree with economists. But according to
their comments, they think happiness is tied to money. Here is a typical
comment:

From: Bean

Hometown: Vineland

"Money does not necessarily buy happiness, but it does buy
things that can make you happy."

What do the experts say?

A 10-year study by a British economist named Andrew Oswald from the
University of Warwick took a look at 9,000 families and the results say
yes. In general, people with more money are happier than those with less.
One study (from the National Opinion Research Center) found that 44
percent of people earning more than $75,000 a year (per household) said
that they were very happy, compared to 31 percent of those earning
between $30,000 and $50,000 a year. That may be because money buys

things that make life easier -- everything from household help to major
appliances to vacations where you can unwind -- and that in turn can make
you happy.

Oswald also found that there were more important things tied to happiness

than money -- namely a stable marriage and good health. (Other factors
that lead to happiness? Being retired, looking after a home, being in
your 20s or younger or 40s or older -- but not in your 30s, the most

unhappy decade, and being a woman (hooray!)

IF MONEY DOES BUY HAPPINESS, DOES THE CONTENTMENT LAST?

Yes -- 22%
No -- 78%

Our viewers say the contentment doesn't last. Here is one of their
comments:

From: Deb

Hometown: Dixon, Illinois

"I want to make some major life changes, but I'm afraid
to leave the security of a good paying job that I hate.
Having more makes it harder to take a chance at finding
happiness."

What do the experts say?

In general, it doesn't. Temporary unexpected hikes in income or
windfalls tend to make people happier, explained Daniel Hamermesh, a
professor at the University of Texas. But after a while people start to
expect it. His research suggests that impact from a windfall is fully
dissipated in 10 years. That's why the average happiness in countries



from the U.S. to Britain hasn't gone up over the past few decades, as
measured by researchers, despite the fact that we earn more actual
dollars than we used to. It's also why people in the United States, a
wealthy nation, aren't on average, happier than people in poor (but
stable) countries.

Other research has shown that having more simply causes you to want
more. And that the more educated you are the less likely you are to
be happy with your income because you expect more from yourself and
your life.

DOES MONEY THAT YOU'VE EARNED GIVE YOU MORE
HAPPINESS THAN AN INHERITANCE OR WINDFALL?

Yes -- 52%
No -- 48%

Viewers were about split on this one.

What do the experts say?

In fact, it seems to be just the other way around. Everyone who has
gotten a modest raise knows that in almost no time it feels as if
you've been earning -- and spending -- that much forever. You
probably can't imagine living without it. And therefore your
happiness quotient doesn't rise. But a windfall can make a
substantial difference.

IS THERE A PRECISE SUM THAT WILL MAKE YOU HAPPY?

Yes -- 38%
No -- 62%

About two-thirds of the viewers said no.

But of those that said yes, about half said over a million dollars
would make them happy.

IF SO, HOW MUCH?

$50,000 or less -- 9%
$100,000 —-- 11%

$500,000 -- 12%

$1,000,000 -- 21%

More than a million -- 47%

What do the experts say?



Andrew Olswald's study found that a windfall of about $1,500 can
produce some temporary happiness -- economists haven't measured just
how temporary. But he says buying a lifetime of happiness costs more
than $1.5 million. (Invested conservatively, that'll yield an extra
100,000 a year, precisely the amount researchers said it takes to
overcome negative life events like the loss of a spouse or a divorce.)

DO YOU GET AS MUCH ENJOYMENT FROM YOUR SPOUSE'S MONEY AS YOU DO
FROM YOUR OWN MONEY?

Yes -- 63%
No -- 37%

In general, as long as your spouse shares the money, your
general happiness will be temporarily higher. But when it's
your own -- and it's earned, like a big bonus -- you also
get the ego boost of knowing you're a superstar at your job.

DOES SEEING OTHERS WITH MORE MONEY THAN YOU HAVE MAKE YOU LESS HAPPY?

Yes -- 34%
No -- 66%

A third of our viewers said no, and many of them expressed this
attitude:

From: Susan

Hometown: Cleveland, Ohio

"Happiness comes from within and grows as you share yourself
with others. Accumulating wealth is not a bad thing, but relying
on it as a measure of your self-worth is completely destructive.

What do the experts say?

This is the "keeping up with the Jones's" question -- and you bet it
makes a difference, researchers say. How we believe we are doing
financially relative to other people is key in determining how happy
our wealth makes us. When our income falls relative to our friends,
siblings, neighbors, co-workers we feel, deprived and less happy.

Jean Chatzky is the financial editor for "Today," editor-at-large at Money
magazine and the author of "Talking Money: Everything You Need to Know
About Your Finances and Your Future." Information provided courtesy of
Jean Chatzky and Money magazine.

http://www.msnbc.com/news/685507.asp#BODY
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Date: Sun, 13 Jan 2002 19:05:00 -0500
From: Jan Werner <jwerner@jwdp.com>
Reply-To: jwerner@jwdp.com

Subject: Email virus warning

To: undisclosed-recipients:;

A very nasty worm called JS.Gigger.A@mm has started to pop up in the
past few days, targetting Microsoft Outlook/Outlook Express users and
particularly dangerous for Windows 95/98 users.

The Norton Anti Virus site describes it as follows:

JS.Gigger.A@mm is a worm written in JavaScript. It uses Microsoft
Outlook and mIRC to spread. It attempts to delete all files on
the computer and to format drive C if the computer is successfully
restarted.

JS.Gigger.A@mm arrives as an email message that has the following
characteristics:

Subject: Outlook Express Update
Message: MSNSofware Co.
Attachement: Mmsn offline.htm

For more information see:
http://www.symantec.com/avcenter/venc/data/js.gigger.al@mm.html

Anti-virus users are advised to update their virus definitions!

Jan Werner
jwerner@jwdp.com

Date: Sun, 13 Jan 2002 20:19:19 -0800

From: Ellis Godard <godard@virginia.edu>

To: aapornet@usc.edu

Subject: FWD: Leader of Commons wants UK Voting Online

In-Reply-To: <NCEELGJNGFLOAJBFAFFOIEJMEBAA.ellisgodard@starband.net>

\

————— Original Message-----

From: DO-WIRE - Democracies Online Newswire
[mailto:do-wire@tc.umn.edu]On Behalf Of Steven Clift

Sent: Monday, January 07, 2002 9:22 AM

To: do-wire@tc.umn.edu

Subject: [DW] UK Leader of Commons Robin Cook on E-Democracy/Online
Voting

vV V VYV VYVYVYV
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*** Democracies Online Newswire - http://www.e-democracy.org/do ***

Big interview in the Guardian today:
http://www.guardian.co.uk/internetnews/story/0,7369,628776,00.html

Cook plans to make UK first to vote on internet

Jackie Ashley
Monday January 7, 2002
The Guardian

Britain will become the first country in the world to use the
internet for voting, as part of radical changes to the political
system, Robin Cook, the leader of the Commons, has told the Guardian.

In an interview, Mr Cook is scathing about the culture of parliament,
describing its procedures as antique, ludicrous, Dickensian and as
ritualised as 18th-century duelling.

Mr Cook intends to "enfranchise" those who want to vote online as a
way of drawing back under-40s to the democratic process. Pilot
schemes for local elections begin in the spring, with a chance that
voting by internet could be in place for the next general election,
though Mr Cook admits that that is a "tough call".

Among his other plans is the use of the web for daily feedback to
parliament on policy choices before MPs. He also confirms his
determination to press ahead with increased powers and greater
independence for select committees, despite the worries of Whitehall
officials, the Speaker, Michael Martin, and some fellow cabinet
ministers.

- end clip -
Follow-up:
http://politics.guardian.co.uk/commons/story/0,9061,629072,00.html

3pm update
Reformers sceptical of online voting

Matthew Tempest, political correspondent
Monday January 7, 2002

Immediate concern was cast today over plans by the leader of the
Commons, Robin Cook, to bring in voting on the internet in time for
the next election.

BBC coverage:
http://news.bbc.co.uk/hi/english/in depth/sci tech/2000/dot life/
newsid 1746000/1746902.stm (paste on one line)

E-voting: A load of old ballots?
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> The UK should be the first country to hold its general elections

> online, says Robin Cook, leader of the Commons. But BBC News Online's
> technology correspondent Mark Ward says it is not going to be easy.
>
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Subject: RE: Does money buy happiness? (NBC News)

From: Lydia Saad@gallup.com

Received: by Exchng7.gallup.com with Internet Mail Service (5.5.2653.19)
id <C8621KRK>; Mon, 14 Jan 2002 09:46:41 -0600

To: aapornet@usc.edu

Date: Mon, 14 Jan 2002 09:46:40 -0600

Here's some analysis from a recent (Dec. 6-9) Gallup poll, to augment the
NBC finding:

Does Money Buy Happiness?

According to the new poll, one of the strongest connections to personal
happiness appears to be financial well being. Two-thirds of Americans who
describe their financial situations as "excellent" or "good" tell Gallup
they are "very satisfied" with their personal lives. By contrast, only 35%
of those whose financial situations are "only fair" or "poor" say they are
very satisfied with their lives. The same pattern is evident when looking at

respondents' overall household income, with those in high-income households
much more likely to be very satisfied than are those in low-income
households.

FULL STORY:

http://www.gallup.com/poll/releases/pr011217.asp

Lydia Saad
Senior Editor
The Gallup Poll

————— Original Message-----
From: James Beniger [mailto:beniger@rcf.usc.edu]
Sent: Sunday, January 13, 2002 2:21 AM



To: AAPORNET
Subject: Does money buy happiness? (NBC News)

This message uses a character set that is not supported by the Internet
Service. To view the original message content, open the attached message.
If the text doesn't display correctly, save the attachment to disk, and then

open it using a viewer that can display the original character set.

Date: Mon, 14 Jan 2002 11:03:29 -0500

From: Howard Fienberg <HFienberg@stats.org>

To: "'AAPORNET (E-mail)'" <aapornet@usc.edu>

Subject: WashTimes: Consent required for 'nosy' surveys

The Washington Times
http://www.washingtontimes.com/national/20020114-78913568.htm
Consent required for 'nosy' surveys

Cheryl Wetzstein

THE WASHINGTON TIMES

Published 1/14/2002

A law enacted this week in New Jersey has elated conservative advocates who
oppose schools giving "nosy" surveys to students without their parents'
consent.

On Wednesday, New Jersey's outgoing Gov. Donald DiFrancesco signed a bill
requiring public schools to obtain written consent from parents before
issuing personal surveys to students.

Federal law already requires written parental consent for personal student
surveys conducted with federal funds; the New Jersey law expands that
requirement to any public school survey, regardless of its funding source.
The law stems from an outcry in Ridgewood, N.J., over a 1999 school survey
that asked more than 2,000 middle- and high-school students about such
things as their sex partners, suicide attempts, LSD use and shoplifting
activities.

"It is reassuring to know that, as of today, no more students in New Jersey
will have to endure being subjected to violations of their privacy rights

simply because they go to public school," said Carole Nunn, mother of a
Ridgewood student who took the survey in 1999.

"It's a great victory for parents," said Eagle Forum founder Phyllis
Schlafly.

"Parents have been unhappy about these nosy questionnaires for many years,
and there have been many attempts to stop them, most of them unsuccessful,"
she said.

"This time, we have a triple win," she added, referring to the new law and
to recent favorable rulings by a federal appeals court and the Department of

Education (DOE) .
The New Jersey law is "very important" and will likely be replicated soon in

other state legislatures, said Michael Schwartz, an official with Concerned
Women for America.

Parents and school officials have been embroiled with the Ridgewood school
survey since it was given in the fall of 1999.

School officials said the 156-question survey, developed by Search
Institute, a respected research group, was voluntary, anonymous and able to



provide important information. School officials said they alerted parents to

the survey on three occasions and made it available to parents two months
before it was given. Many Ridgewood parents supported the survey, according
to local news reports.

Other parents, however, said they were not properly informed about the
contents of the survey and that the children were required to take it. Some
children said they were even told they would be marked absent if they didn't

take the survey. One child, who was out sick the day of the survey, was
instructed to take it the day he returned.

A group of parents filed a lawsuit against Ridgewood school officials and
asked the DOE to investigate whether school officials violated the federal
Protection of Pupil Rights Amendment (PPRA) when they gave the federally
funded survey without written parental consent.

In February 2001, U.S. District Judge Nicholas H. Politan dismissed the
parents' lawsuit, saying that the survey was voluntary. On Dec. 10, however,

the U.S. Court of Appeals for the 3rd Circuit reversed Judge Politan's
ruling and sent the case back to the lower court.
A few days later, the DOE ruled that Ridgewood schools had violated the PPRA

and ordered school officials to inform their staff about the federal rules
for written parental consent for student surveys.

On the heels of these two decisions, New Jersey senators revived a bill to
require written parental consent for all student surveys in public schools.
After a vigorous debate on Monday, lawmakers passed the bill and Mr.
DiFrancesco, a Republican who will be replaced tomorrow by Democratic
Gov.-elect James McGreevey, signed it into law Wednesday.

Copyright © 2001 News World Communications, Inc. All rights reserved.

Date: Mon, 14 Jan 2002 15:11:41 -0500
From: "Chun, Young" <YChun@air.org>
To: "'aapornet@usc.edu'" <aapornet@usc.edu>
Subject: Probability sample of the disabled?

Greetings,

I'm interested in obtaining a nationally representative probability
sample of

persons with disabilities. Can you help with any leads, resources?

Young Chun, Senior Research Scientist

American Institutes for Research

"More than 50 years of behavioral and social science research"
1000 Thomas Jefferson St. NW

Washington, DC 20007

(202) 944-5325

Date: Mon, 14 Jan 2002 15:25:05 -0500

From: "Wang, Kevin" <KWangQui.urban.org>

To: "'aapornet@usc.edu'" <aapornet@usc.edu>
Subject: RE: Probability sample of the disabled?

A paper titled - Inclusion of Disabled Populations in Social Surveys:



Review and Recommendations is available at

http://www.srl.uic.edu/publist/study.htm

>————- Original Message—-----
>From: Chun, Young [mailto:YChun@air.org]
>Sent: Monday, January 14, 2002 3:12 PM

>To: 'aapornet@usc.edu'

>Subject: Probability sample of the disabled?

>

>

> Greetings,

> I'm interested in obtaining a nationally representative probability
>sample of

> persons with disabilities. Can you help with any leads, resources?
>

>

>Young Chun, Senior Research Scientist

>American Institutes for Research

>"More than 50 years of behavioral and social science research"
>1000 Thomas Jefferson St. NW

>Washington, DC 20007

>(202) 944-5325

>

>

>

Date: Mon, 14 Jan 2002 20:03:04 -0800

From: Ellis Godard <godard@virginia.edu>

To: aapornet@usc.edu

Subject: RE: WashTimes: Consent required for 'nosy' surveys
In-Reply-To: <F58FF1B42337D311813400CO0F0304A1E5B15AAQACMPAOL>

How are privacy rights violated? Are the surveys compulsory?

> === Original Message—-----

> "It is reassuring to know that, as of today, no more students in

> New Jersey

> will have to endure being subjected to violations of their privacy rights
> simply because they go to public school," said Carole Nunn, mother of a

> Ridgewood student who took the survey in 1999.

Date: Tue, 15 Jan 2002 07:35:03 -0400

From: "Colleen K. Porter" <cporter@hp.ufl.edu>

Reply-To: cporter@hp.ufl.edu

To: aapornet@usc.edu

Subject: Public perception: unions vs. professional organizations

Recently I had a discussion with a bright student who, knowing
my work as a survey researcher, asked if I knew anything about
public perceptions of unions vs. professional organizations.



Of course, I have no clue since my area is health care, so I
can only turn to you all.

His theory is that professional organizations (such as
educators, air traffic controllers and health care workers)
are judged more harshly by the public when they use "blue-
collar union tactics" such as strikes. Those tactics are
seen by the public as inappropriate for professionals.

Of course, this is all very difficult to quantify, and
complicated by the fact that public opinion, rather than
an organization's title, determines whether the group

is considered "professional" or not. For example, funeral
workers consider themselves to be professionals, but many
outsiders do not.

If anyone has some references or expertise in this are,
I would be greatful for any information.

Thanks much.

Colleen K. Porter

Project Coordinator, University of Florida
cporter@hp.ufl.edu

phone: 352/392-6919, Fax: 352/392-7109
Department of Health Services Administration
P.O. Box 100195, Gainesville, FL 32610-0195

Date: Tue, 15 Jan 2002 08:22:56 -0500

From: "David Smith" <dwsmith2@nycap.rr.com>

To: <aapornet@usc.edu>

References: <NCEELGJNGFLOAJBFAFFOEELKEBAA.godard@virginia.edu>
Subject: Re: WashTimes: Consent required for 'nosy' surveys

In general, minors can't give informed consent to participate in research
for themselves, the consent must come from the parents. Minors can become
emancipated, and give consent for many actions, including contracts.
Emancipation is governed by state law. Some states do not permit
emancipated minors to give consent to participate in research, the consent
must be obtained from someone else. In other words, children can't give
informed consent to participate in research, even when they are emancipated
and given virtually all the rights and responsibilities of adults.

Much of school-based research requires only that the parents do not withhold
consent, usually based on a form sent home by children.

Some topics of research are particularly sensitive and require further
scrutiny by Institutional Review Boards (IRBs). These include research on
anyone who has diminished capacity to give consent, eg, children and
prisoners, or interviews or testing for illegal behavior.

The questionnaire used, from the SEARCH Institute, may contain questions
about sexual activity, smoking, and drug use. These may all be illegal, in

some states and depending on the age of the child.

Standards for research among school children differ by agency. I have heard



that the Department of Education has the most stringent standard, requiring
written consent. Other federal agencies do not have such strong standards.

Virtually every telephone survey I have heard of has only interviewed
adults. When I worked on a survey of teenagers we actually went to the
houses and got consent forms signed by the parent.

Regards,
David Smith

David W. Smith, Ph.D., M.P.H.

45 The Crosway
Delmar, NY 12054

dwsmith2@nycap.rr.com

————— Original Message -----

From: "Ellis Godard" <godard@virginia.edu>

To: <aapornet@usc.edu>

Sent: Monday, January 14, 2002 11:03 PM

Subject: RE: WashTimes: Consent required for 'nosy' surveys

How are privacy rights violated? Are the surveys compulsory?

> "It is reassuring to know that, as of today, no more students in

> New Jersey

> will have to endure being subjected to violations of their privacy
rights

> > simply because they go to public school," said Carole Nunn, mother of a
> > Ridgewood student who took the survey in 1999.

>
>
>
>
>
>

vV V V

Date: Tue, 15 Jan 2002 10:37:17 -0500
From: "Mark David Richards" <mark@bisconti.com>
To: <aapornet@usc.edu>
Subject: Two Studies About Government: Achievements and State of Public
Service
boundary="----= NextPart 000 0012 01C19DB0.9A8D9720"

This is a multi-part message in MIME format.

—————— = NextPart 000 0012 01C19DBO.9A8D9720

Brookings Forum

Government's Greatest Achievements of the Past Half Century

What the Federal Government Tried to Accomplish, Where it Succeeded
and Failed, and Why



Paul Light, vice president and director of the governmental studies
program at The Brookings Institution

Home page: http://www.brook.edu/GS/CPS/50ge/50GE_hp.htm
<http://www.brook.edu/GS/CPS/50ge/50GE _hp.htm>

Event transcript: http://www.brook.edu/comm/transcripts/20001220.htm
Top 10 achievements: http://www.brook.edu/GS/CPS/50ge/topten.htm
Report: http://www.brook.edu/comm/reformwatch/rw02/rw2.htm
Methodology: http://www.brook.edu/GS/CPS/50ge/methodology.htm

Take the survey: http://www.brook.edu/GS/CPS/50ge/survey/gov50.htm

A Brookings Press Briefing

To Restore and Renew: A New Report on the State of the Federal Public
Service

Paul C. Light <http://www.brook.edu/scholars/plight.htm> , Senior
Fellow, Governmental Studies
http://www.brook.edu/views/articles/1light/200111lge.htm
<http://www.brook.edu/views/articles/light/200111lge.htm> The
challenges facing the public service are evident in a
first-of-its-kind telephone survey of 1,051 federal employees
contacted at home by Princeton Survey Research Associates on behalf of
the Brookings Institution's Center for Public Service, which the
author directs. Given a rare chance to talk candidly about their work
without a supervisor looking over their shoulders, these federal
employees describe a civil service with both strengths and
vulnerabilities.

Event transcript:
http://www.brook.edu/comm/transcripts/20011030cps.htm

Report:
http://www.brook.edu/views/articles/light/PaullightMagazine.pdf
Questionnaire and results:
http://www.brook.edu/views/articles/light/toplines.pdf

Supplemental data:
http://www.brook.edu/Views/Articles/Light/200111GEchartsgraphs.htm

Mark David RICHARDS, Ph.D., Sociologist
Senior Associate, Bisconti Research, Inc.
2610 Woodley Place NW

Washington, District of Columbia 20008
202/ 347-8822

202/ 347-8825 FAX

mark@bisconti.com

—————— = NextPart 000 0012 01C19DBO.9A8D9720
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