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introduction
Address based sampling (ABS) is a viable alternative as a sampling methodology
to random digit dialing, especially since it is a frame that allows researchers to
address issues related to: 1) exclusion of cell phone only homes, 2) number
portability issues, and 3) the decline in participation of younger hard-to-reach
demographic (as cited in Link et al. 2009). The body of literature to date in this
area has focused on how ABS can assist us in addressing the issue of achieving
better representation particularly of hard-to-reach subgroups. But when an
ABS frame is used to successfully contact these hard-to-reach subgroups like
18–34 year olds, African Americans and Hispanics, what is their mode
preference when responding to the survey? Thus, the primary focus of this
paper is to further assess mode preferences among those who are successful
contacted and choose to respond with specific interest with 18–34 year olds,
African Americans, and Hispanics.

Our examination of mode return preferences will compare and contrast data
collected across four different measurement periods in February, May, July,
and November of 2011 taken from an ABS-based frame and from a television
audience survey. The primary purpose is to examine when respondents are
given a choice in how to return a survey, what is their desired mode of response
– to return the survey by mail, web, or phone? Responding via a mode that
is different than the contact mode suggests a preference for that tool. The
implication being that respondents may be more likely to complete future
surveys if contacts are made via their response mode choice. For example, if a
survey is initially sent via mail with a mail, web, or phone response option and
a respondent chooses to complete the survey via web, perhaps he or she is more
likely to complete a follow up survey administered online and sent to his or her
e-mail address as opposed to a second mail survey. This is of particular interest
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if hard-to-reach demographics choose a response mode that is different than
the contact mode, because it has implications for increasing representation
among hard-to-reach demographics in follow up surveys.

mixed-mode survey approach
Researchers use multiple survey modes in order to reduce costs and maximize
response rates (Groves et al. 2009). Mixed-mode survey designs balance the
costs associated with administration and survey error (de Leeuw and Hox
2008). Our mixed-mode survey uses one mode for recruitment with the
possibility of a different mode for survey administration. Generally, in
mixed-mode surveys, the least expensive mode is used to make contact while
mail and more expensive modes that increase response are used as follow-up
like telephone (Biemer and Lyberg 2003). Typically across the literature,
response rates are the highest for telephone followed by mail then web. On
average, web surveys experience an 11 percent lower response rate than other
modes (Fan and Yan 2010).

A mixed-mode survey is a survey where multiple and different data collection
modes are used to make contact with respondents or to complete the total
questionnaire (de Leeuw and Hox 2008). Each additional mode introduced
comes with the possibility of introducing additional error (Biemer and Lyberg
2003). However, research indicates respondents tend to stick with the contact
mode out of comfort or ease of access (Manfreda et al. 2008). Analysis will
explore the mode choice of Nielsen respondents across time and among
different demographic groups.

methods
The surveys were conducted in February, May, July, and November 2011 as
part of a larger TV survey recruitment process that Nielsen conducts several
times a year with the ultimate goal of getting households to agree to keep a
TV diary for 1 week. The surveys were based on ABS sampling of targeted
households stratified throughout 189 of the largest cities areas in the United
States For each survey month, there were a total of 767,011 addresses for
February; 795,622 for May; 794,583 for July; and 987,372 for November;
all records were limited to regular sample. Of these records, approximately
60 percent of the sample can be matched to a telephone number while the
remainder of sampled addresses cannot be matched to a phone number. It
is these unmatched records (40 percent) where there is no phone number
available that is of interest to us, and consequently, a survey is sent to these
homes with the goal of obtaining a phone number to include them in the
phone recruitment stage which occurs later in the TV recruitment process.

In the process of trying to obtain a phone number, sampled address are mailed
three pieces of mail: 1) pre-recruitment mailing, 2) pre-recruitment survey
asking questions about their TV viewing behavior but more important asking
for their phone number, and 3) a pre-recruitment reminder letter. Last,
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households are informed that they can complete the pre-recruitment survey
and return it by mail, complete the survey online or by phone.

results
Table 1 depicts the sample sizes for the unmatched portion of the sample
where a phone number is not available, and consequently, all these households
were mailed a survey in an attempt to obtain their phone number. Table 2
summarizes the response rate by mode of preference selected by households
that decided to respond and return the survey – either responded by mail,
web, or phone. Across the four survey periods, the mail mode was the most
preferable method of response chosen by respondents followed by the web and
then by phone.

Table 1 Survey sample sizes for unmatched records only (i.e., 40 percent portion of total sample).

Measurement periodMeasurement period Sample sizesSample sizes

February 2011 353,385

May 2011 375,378

July 2011 376,780

November 2011 484,423

Table 2 Response rates by mode.

Measurement periodMeasurement period Response rResponse rateate

February 2011

Mail 17.1% (60,320)

Web 3.6% (13,002)

Phone 0.47% (1,673)

May 2011

Mail 19.1% (71,879)

Web 3.9% (14,623)

Phone 0.52% (1,959)

July 2011

Mail 17.9% (67,478)

Web 3.6% (13,707)

Phone 0.53% (1,989)

November 2011

Mail 20.3% (98,717)

Web 4.2% (20,392)

Phone 0.58% (2,831)

Tables 3–5 show the demographic breakdown of those who responded by mail,
web, or phone. Across all demographics that were examined, mail was the mode
of preference among the younger cohort, nonethnic, Blacks, and Hispanics.
Though the numbers are relatively small for web and phone compared to mail,
these hard to reach subgroups are still choosing to use the web and phone as
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a response option. For example, 18–34 year old cohort, were more likely to
respond using the web than by telephone (see Table 3). And when looking
at race alone, Black respondents preferred to respond by phone whereas
nonethnics were more likely to select the web option (see Table 4). Last Table
5 indicates that the Hispanic subgroup (though not as clear across phone, web,
or mail as found for age and race), Hispanics were more likely to respond via
phone than non-Hispanics.

Table 3 Distribution of returns by mode and age.

18–34 y18–34 years oldears old 35 y35 years old or olderears old or older pp--VValuealue

February 2011

Phone 1.80% 2.20% 0.001***

Web 24.20% 15.40% 0.000***

Mail 73.90% 82.60% 0.000***

May 2011

Phone 1.70% 2.20% 0.000***

Web 23.80% 14.90% 0.000***

Mail 74.40% 82.70% 0.000***

July 2011

Phone 1.70% 2.50% 0.000***

Web 23.10% 14.60% 0.000***

Mail 75.10% 82.80% 0.000***

November 2011

Phone 1.68% 2.45% 0.000***

Web 23.12% 14.58% 0.000***

Mail 75.20% 82.97% 0.000***

p-Value significance ***p=0.001.
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Table 4 Distribution of returns by mode and race.

African AmericanAfrican American Not African AmericanNot African American pp--VValuealue

February 2011

Phone 5.03% 1.91% 0.000***

Web 14.15% 17.69% 0.000***

Mail 80.83% 80.40% 0.453

May 2011

Phone 4.56% 1.98% 0.000***

Web 12.26% 16.88% 0.000***

Mail 83.18% 81.13% 0.000***

July 2011

Phone 4.62% 2.12% 0.000***

Web 12.64% 16.76% 0.000***

Mail 82.74% 81.12% 0.001***

November 2011

Phone 5.00% 2.00% 0.000***

Web 12.32% 17.15% 0.000***

Mail 82.67% 80.85% 0.000***

p-Value significance ***p=0.001.

Table 5 Distribution of returns by mode and Hispanic ethnicity.

HispanicHispanic Non-HispanicNon-Hispanic pp--VValuealue

February 2011

Phone 3.37% 2.16% 0.000***

Web 16.20% 17.40% 0.071

Mail 80.43% 80.43% 0.998

May 2011

Phone 3.03% 2.18% 0.002**

Web 16.29% 16.54% 0.675

Mail 80.68% 81.28% 0.338

July 2011

Phone 3.93% 2.32% 0.000***

Web 17.66% 16.42% 0.047

Mail 78.41% 81.26% 0.000***

November 2011

Phone 3.29% 2.27% 0.000***

Web 16.18% 16.71% 0.271

Mail 80.53% 81.02% 0.334

p-Value significance ***p=0.001.

conclusions
Data suggest that the mail mode is the primary mode of survey return and
alternative modes like web and phone are still modes chosen (though not the
most preferable) when offered as an option to these harder-to-reach groups
(i.e., younger demographics, African Americans, and Hispanics). Though the
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response rates for these alternative modes are fairly low, there still remains
utility in offering these modes to insure that we are able to maximize responses
from harder to reach subgroups (18–34-year-old, African Americans, and
Hispanics) as we are able from these underrepresented subgroups (as noted in
Tables 3â€“5).

In a mixed-mode environment, the next steps would be to consider contacting
certain demographics by their mode preference in the initial contact. A further
step would be to consider conducting a mode order test pushing different
demographics to the mode preferences identified in this study. For example,
the findings here would suggest that if there were multiple modes available
to collect survey responses, the web option should be offered first to those
between the ages of 18–34 years as well as nonethnics and that phone as a mode
should be considered for Hispanics. Hypothetically, if we were to consider the
total mail rate of 17.1 percent for say the February measurement compared
to all those who would responded across all modes of 21.7 percent (mail,
phone, web), the metrics would increase slightly to improve representation of
African Americans, Hispanics, and 18–34 year olds (see Table 6). On average
the return rate increases by 4–5 percent for any given reported measurement.
Last, from a cost perspective, since all respondents are mailed a survey with a
noncontingent incentive and a response is really dependent on a respondent’s
personal choice of responding by mail, going to a website, or by phone the
cost is very negligible or cost neutral since incentives have already been sent
to respondent and infrastructure has already been created to gather data via
website or by phone center. In the end, mail as an option appears to be the
most effective mode of response when looking at the overall rate of return and
should always be offered, but other modes should be considered in conjunction
with mail and could easily vary depending on the population you want to
participate.

Table 6 Hypothetical: distribution of returns by mail mode only vs. by mail, phone, and web.

Measurement periodMeasurement period Response rResponse rateate

February 2011

Mail 17.1% (60,320)

Mail, Phone, Web 21.7% (74,995)

May 2011

Mail 19.1% (71,879)

Mail, Phone, Web 23.5% (88,461)

Phone

July 2011

Mail 17.9% (67,478)

Mail, Phone, Web 22.0% (83,174)

November 2011

Mail 20.3% (98,717)

Mail, Phone, Web 25.1% (121,940)
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