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Figure 3.9. SAMPLE SURVEY DESIGN/EXECUTION: Int r odu ction to Int erviewing

The infor mation on inter vie wing in this Fig ure 3.9 has been adapt e d fr om mat e ria ls prov ide d throug h the cou rtesy of Statis -
ti cs Cana da; it is reprodu c e d he re by author ity of the Min is ter of Indust ry, 1996, Statis ti cs Cana da. Alt hou gh the infor mation
is intende d fo r em p l oye es of Statis ti cs Cana da, much of it is gen erally useful for unde rst anding the int e rvie wing process.
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BUILDING A GOOD INTERVIEWING

RELATIONSHIP

The int e rvie w is the key component of any sur vey. Sur vey questio n-
naires are desig ned with gre at care to ens ure that the data col lect e d
me et the obj ectiv es of the sur vey. Thes e qu estio nnaires, howeve r, are
only as good as the int e rvie wer’s skill in obtaining the respondent’s
cooperation.

Interviewe r/Respondent Int er-relationship

The first step in the int e rvie w proces s is setting up a friendly rela-
tion s hip with the respondents and gaining their cooperation.

This rela t ion s hip with the int e rvie wer usually is more mportant to
the respondents than the con tent of the que s tion s aske d. Mos t peo -
ple like to talk to someon e who is friendly and sup por tiv e, in terest e d
in what they say, and who nev er criti cizes or dis agrees wit h them .

An int e rvie wer who proje cts a posit ive, profe ssi onal, yet receptiv e at-
titude wil l create an atmosphere con ducive to the col lectio n of accu-
rate, complet e and relev a n t answe rs. Experienc e ha s sh own there
are sev eral ways you can promo te respondent receptiv eness:

1. Over com e barr ier s in the res pon den t’s min d by bei ng sen sitive to
th eir concer ns, inclu ding those not verbally expre sse d. For ex-
ample, cer tain respondents might be suspi cious that the infor ma-
tion reque s ted may be use d to their disa dvant age. They may be
embarasse d by what may be perceiv ed to be a "s oci ally incor rect"
answe r or that they wil l not know the "rig ht" answe r to your que s-
tion s, or con cer ned that the int e rvie w will take up a lot of tim e.

To rea s s ure respon d e n t s , you must first identify their con cer ns.
Then addre ss thes e conc e rns wit h a con cis e and honest exp lana -

tion of the purpose and nature of the sur vey, how a respondent is
sele cted, the confid e n tia l nature of the int e rvie w, the ben eficia l
us es of the res earch finding s , what is expected of the respondent
du ring the int e rvie w, and how long the int e rvie w will take.

2. St imulate the res pon den t’s inter est in the survey by explaining
wh y it is impor tant and wor thwhile. They shoul d also realize,
that as a selected respondent, they repre sent many other people
and that the infor mation they provi de wil l be meaning ful to the
survey res ult s.

3. Ma ke the res pon den t s fe el that the time you spend talking wit h
th em will be ple asa nt. This means the int e rvie wer must show an
un d erstanding of the respondent’s situation and poi nt of vie w.
Often this facto r alon e deter min es whether or not you wil l ob -
tain an int e rvie w.

Intro ductory Technique s

The fou ndation of a good rela t ion s hip begi ns wit h the int roduction.
The first impre ssi on you make, whether on the phone or in person,
greatly influe n ces the outco m e of the int e rvie w. To cre ate the best
im pre ssi on, it is vit al to proje ct a profe ssi onal image that rea s s ure s a
re spondent of the ser iou sness of you r in tentio ns. You r tone of voi ce,
your attitude and, in face to face situation s, you r mode of dre ss and
sm ile, shoul d invite co-operation. The respondent sees you first as a
person, and only secon d as a repre sent ative of Statis ti cs Cana da. At
the same tim e, you must also look upon the respondent as an indi-
vi d ual, not just anot he r st atis ti c.

The fol low ing are poi nts to keep in min d when int roducing you rself:

1. Te ll the res pon den t wh o you are and who you represe nt. Always
begi n by int roducing you rself by name as a repre sent ative of
St atis ti cs Cana da and, when on a personal int e rvie w vi sit, by
pres enting you r St atis ti cs Cana da id e n tific ation card. If you are
conducting a personal int e rvie w, you may find that the doorst ep
is not a ver y conv enient place to car r y on a conve rsation, let
alon e to establi sh a friendly rela t ion s hip. For this rea son keep
the int roduction brief and gen eral.

Av oid que s tion s that invite negative respons es. Ins tea d of ask ing
"May I come in? " say, "I’d like to come in and talk to you about
this." Onc e you are inv ited, go in qui ckly and, when pos sib le, be
seat e d to con duct the int e rvie w. You are then in a better posit ion
to convi nce respondents of the value of their cooperation. It is ea-
si er to say "No thank you" on the doorst ep than in the liv ing room.

Fo r both personal and telephone int e rvie w s, if the person you
are to int e rvie w is not availa ble at the tim e of you r call, int ro-
du c e yourself and brief ly exp lain the purpose of you r call. It is
im por tant to establi sh friendly rela t ion s with this inter mediary,
si nce the attitude of this person can help or hin d er you r ef for ts to
ma ke con tact wit h the pro per respondent. At tim e s you wil l
ne e d to exp lain why you cannot int e rvie w so m eon e ot he r than
the pre scr ibed respondent.

2. St imulate the res pon den t’s inter est. The respondent’s first reac-
tion is likely to be a mixture of cur iosity and the desire to be
cour teous to a strang er. While this amoun t of interest is not suf-
ficie n t to con duct the entire int e rvie w, it does allow you tim e to
des cribe the sur vey.

The int e rvie wer’s manu al fo r the sur vey wil l give you backg rou nd
infor mation. Try to hav e this infor mation cle arly in min d, as it
mu s t be exp lain ed to the respondent in such a way that it wil l
stimulat e in terest. Als o mentio n that all answe rs are confid e n tia l;
the respondent’s name, addre ss, phone number and othe r infor-
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mation provi ded will nev er be relea s ed in any identifiable way.

3. Don’t ask a quest i on that can be answere d "No." Ma ny int e r-
vie wers find this diffic ult to do becau se they hav e been raise d
fr om chil dhood to poli tely ask per mis sio n. Onc e you become
aw are that this met hod set s you up for ref usals, howeve r, you
will find it easie r to replace you r qu estio ns wit h posit ive state-
ments. For exa mple, ins tea d of ask ing:

"May I talk wit h you now?" or "Is this a conve n ient tim e to do
the int e rvie w?"

Tr y sayi ng:

"I’m hoping I can talk wit h you now", or "I’d like to do the int e r-
vie w with you now".

4. Ap proach each inter vie w as though it will tak e place rig ht then.
Neve r assume that the respondent is too busy. Make arrange-
ments to call at a more conve n ient tim e only if the respondent
sugg ests this.

When it is necessar y to make an appoi ntment, don’t ask when
woul d be a conve n ient tim e. Begin by sugge s ting alt e rnate days
and tim e s (preferably tim e s when you wor k):

"I cou ld call on Thu rsday eve n ing ".

After setting the appoi ntment, a nic e fin a l touch is to say :

"I’m looking for ward to talk ing to you."

5. Wh en res pon den t s are expressing rel ucta nce or hes ita tion lis ten
cl o sel y cl o sel y to what they say. A good technique in activ e li s-
tening is to rephrase what the respondent has said and reflect it
back. Eve ryone appre ciat es bei ng li stene d to and if, by chanc e,
there has been a mis unde rst anding, it can usually be cor rected .
Fo r ex ample, in a telephone survey, if the respondent says :

"I don’t know about giv ing infor mation ove r the phone."

Yo u may answe r:

"Many people are relu ctant to giv e infor mation ove r the phone
becaus e you can’t really be sure you know who you’re talk ing to.
So why don’t you take dow n ou r number? You can check it out
with you r local operato r and you can call us col lect just to rea s-
sure you rself "

The respondent may fol low you r advi ce or feel rea s s ure d en oug h
by the offer to con tin ue, or may indicate that the problem is some -
what different by sayi ng:

"Wel l, I think you’r e probably legit imate but I don’t like giv ing
ou t person a l infor mation. I don’t know who wil l us e it ..."

The int e rvie wer shoul d now realize that confid e n tia lity, not the
St atis ti cs Cana da id e n tity, is the problem and focus on this par-
ti c ular con cer n.

6. An swer the res pon den t’s quest i ons. It is impor tant, howeve r, to
li sten to the respondent’s que s tion s and answe r only what he has
aske d. Unsoli cit e d infor mation may bore the respondent, may be
misunde rstood, or may eve n be int e rpret e d as "ju s tifyi ng" you r
requ est. Some of the que s tion s re spondents ask are:

"How did you hap pen to pick me? "

"Who gav e you my name?"

"I don’t know any thing about this. Why don’t you call someon e
el se? "

"Why are you doi ng this sur vey?"

"Why is someon e fr om Statis ti cs Cana da in Toron t o calling me
in Huntsvi lle?"

Yo u sh oul d have rea dy and convi nci ng answe rs to que s tion s li ke
thes e. You r train ing, you r survey manu al and your super vis or
will provi de you wit h the infor mation to answe r thes e qu estio ns.

7. Above all, let respon d e n t s know you hear them. Too often in
the rush to secure an int e rvie w, we don’t really lis ten to what is
being said. If activ e li stening cou ld be reduced to a single for-
mu la, it mig ht be:

"I unde rst and ...( you r conc e rn) ... but ... (I think this is how we
can sol ve it) ...".

Specia l Te lep h o n e Te chnique s

Over the past few years, the telephone has become an inc rea singly
popular int e rvie wing medium among socia l and marke t re searche rs.
Tw o majo r trends hav e ha d an imp act on the grow ing popularity of
the telephone survey : 1) the eve r-inc rea sing cos t of door-to -door in-
ter vie wing and 2) the fact that mos t Cana dian hous eholds now
have telephones.

Fiel d wo rk and sampling cos t s fo r tele phone surveys are dramati-
cally les s than those of sur veys wit h person a l in ter vie w s . What
ma kes them especia l ly appealing is that dat a collected by telephone
se ems, in gen eral, to be of the same quali ty as dat a collected from
person a l in ter vie w s .

There are other facto rs whi c h have influe n ced the mov e towards tele-
phon e surveying. More hou seh olds and busin esses can be reache d
in les s time. This more rapid completio n of field work is often vit al
to the res earche r. As wel l, repeated call-backs can be made, de-
crea sing the "not at home" ele ment of the non -re spons e rate. A tele-
phon e survey (when it is con duct e d fr om a cent r alized int e rvie wing
faci lity) als o allow s fo r a clo ser mon ito ring of the int e rvie wing
proces s. Problems wit h qu estio nnaire completio n or the respons e
rate can then be identifie d and cor rected early in the sur vey.

Thou gh the advant age s of telephone int e rvie wing are impre ssive, it
also dem ands speci al skills. When int e rvie wing by telephone, you
mu s t re a lize that, to the respondent, you are a faceles s st r ange r. Re-
spon d e n t s may mis take you for a bil l collecto r, telephone sales -per-
son, or eve n a bur glar "ca sing" the home for a robbery.

Be cau se the int roducto ry process is hin d ere d by the lack of the
us u al field aids (phys ical pre senc e, identific ation, brochure s or letters
of introduction, etc.) you r vo ice and your words must conve y credib i lity.
Yo u sh oul d soun d se rious, ple asant and confid e n t. Begin by sayi ng:
"Hel lo, my name is ..., and I am calling from ... for Statis ti cs Cana da.
’We are doi ng a sur vey on ... and I woul d ap pre ciat e your assis tanc e."

Vocal expre ssi on, throu gh the use of langu age, grammar, voi ce qual-
ity, rat e of speech and effective enunciation, is the key to cre ating a
posit ive image ove r the telephone. Keep thes e poin t s in min d :

• CLARITY

Av oid talk ing wit h anyt hing (cigarette, chewing gum , pencil) in
your mouth. Speak directly into the mou t hpi ece with you r mouth
abou t on e in c h aw ay.

• ENUNCIATION

The Englis h la ng uag e is ful l of phoneti c si milarit ies –- T and D,
P and B, M and N. Cle ar enunciation wil l help avo id mis unde r-
st anding s and the need to repeat you rself.

• RATE OF SPEECH

The basic rat e of speech is 120 words per min ute. If you speak
too rapidly, people start lis tening to you r rate of speech rat her
than to what you are sayi ng. Speak ing too slowly als o ir rit ates
li stene rs – it keeps them hangi ng on to eve ry word . When this
happens, respondents tend to anticip ate what they think you are
abou t to say. Use paus es fo r em pha sis and for reg ula t i ng the pace
of the int e rvie w.

• PITCH

Speech exper ts say low pit ch is desir able becau se it proje cts and
carrie s bett e r. It is als o mo re plea sing to the ear. Try lowe ring
your hea d, sin ce this technique hel ps to lowe r the pit ch of you r
vo ice. Don’t raise you r vo ice to hig h pi tches. This res ult s in an
ir rit ating sing-song deliv ery.

• INFLECTION

Don’t talk in a mon otone. Use the ful l rang e of you r vo ice to
ma ke the int e rvie w in teresting. Rising inflection toward the end
of a sent enc e is ver y help f ul.
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Figure 3.9. SAMPLE SURVEY DESIGN/EXECUTION: Int r odu ction to Int erv... (continue d 1)

Maintaining Good Public Relations

We must nev er los e sight of our most impor tant resou rce – the re-
spon d e n t. Wit h the inc rea s e in the number of sur veys, not only
fr om Statis ti cs Cana da, but als o fr om other statis ti c a l ag encie s , busi-
nesses, unive rsit ies and com mun ity organization s, a heavy bur den is
being placed on respondents. At Statis ti cs Cana da we recog n ize that
ou r pres ent surviv a l and our future growth depend upon respondent
goodwill. The re is no better way to obtain respondent cooperation
and thu s ma int ain our hig h re spons e rates than throu gh skilled int e r-
vie wers who are able to build good int e rvie wing rela t ion s hips.

A good int e rvie wing rela t ion s hip depends on a wel l pres ented int ro-
du ction and on an unde rst anding of the respondent’s con cer ns and
poin t of vie w. Rap por t is maint aine d when you show int e rest in re-
spon d e n t s as people rat her than sole ly as a sou rce of infor mation.

Fo r the sake of good pub lic rela t ion s, it is equ ally impor tant that the
in ter vie w end on a posit ive not e. Respondents shoul d fe el that their
time was wel l-spent. Any que s tion s or doubts they hav e sh oul d be
cle are d up prior to the con clu sio n of the int e rvie w. Show appre cia-
tion for thei r time and cooperation.

Re member... you r self-confid e n ce, you r ability to make known the
im por tanc e of the sur vey and your belief in you r role are all subcon-
sciously sense d by the respondent and ser ve to influe n ce you r con-
trol of the int e rvie w.

Finally, you must rem ember that you are not alon e. Beh i nd you stands
the rep u t ation of Statis ti cs Cana da. Many cou ntr ies aroun d the world
st riv e to mat ch our reco r d of con sis tent per for manc e.

CONDUCTING THE INTERVIEW

Once the int roduction has been successfully handle d, you are ready
to begin the int e rvie w. You r go al is to col lect accur ate infor mation
by using the sur vey questio nnaire according to prove n in ter vie wing
practi ces.

Us ing the Que stion naire

The que s tionnaire is the basic tool we use to col lect sur vey dat a.
The wording of the que s tion s and the log ical que s tion order are im-
portant facto rs in the desig n of the que s tionnaire. Becau se re-
searche rs need to combin e the dat a collected from all int e rvie w s, it
mu s t be col lect e d in a unifor m ma nne r. This means that all the peo -
ple in the sample must be aske d the same que s tion s in the same way.

1. Ask quest i ons exactl y as wor ded on the quest i onnai re. Re search
ha s sh own that eve n in adver tent or ver y slig ht word change s can
change the respons e obtain ed. If que s tion s are rephrase d or re-
spon se cat egor ies are alt e red by some int e rvie wers, the respons es
cannot be accur ately combin ed wit h the respons es obtaine d by
in ter vie wers who adhered str ictly to the que s tion wording.

2. Ask quest i ons in the ord er prese nte d on the quest i onnai re. Ques-
tion seque n ce is pla nne d fo r contin uity. The seque n ce is als o ar-
rang ed so that early que s tion s will not adversely affect the re-
spon d e n t’s answe rs to lat e r qu estio ns. For thes e re asons , the in-
ter vie wer must adhere to the pat hs directed on the que s tionnaire.

3. Ask every quest i on speci fied on the quest i onnai re. Sometimes the
re spondent, in answe ring one que s tion, als o answe rs another
qu estio n ap pearing later in the int e rvie w. Howeve r, it is impor-
tant that eve ry que s tion be aske d. To ease this situation, you
might say, "Yo u’v e alrea dy tol d me something about this , but this
next section ask s ....?" In so doi ng, you are indicating an aware -
ness of the earlie r re spons e, and are ask ing for the respondent’s
cooperation in answe ring aga in.

4. Ask quest i ons in a posit ive man ner. Some int e rvie wers feel un-
co mfo rtable when ask ing cer tain types of que s tion s and ado pt an

apol og eti c attitude reflected by the use of statements such as:

"You mig ht not want to answe r this que s tion, but ..."

"This que s tion probably won’t make much sense to you ..."

Su ch statements negative ly affe ct the flow of the int e rvie w and
have a tendenc y to change the respondent’s answe rs.

If you hav e any que s tion s pertaining to the impor tanc e or obj ec-
tive s of any que s tion, che ck you r ma n ual or ask you r supervis or
fo r fur the r ex pla n ation.

5. Explain del ays between quest i ons when inter vie wing by tel eph one.

Some answe rs wil l take longe r to record than othe rs. Explain to
the respondent by sayi ng, "Plea s e excus e the delay, I’m writing
down the infor mation you gav e me."

6. Re pea t and clarify quest i ons whi ch are mis u n der sto od or misin-
terpre ted . Questio ns are phrase d to be unde rstood by respon-
dents all ove r the cou ntr y, and mos t of the people you int e rvie w
will inde e d un d erstand them. Occasio nally, howeve r, a respon-
dent may mis unde rst and or misin terpret what is aske d. When
this hap pens, repeat the que s tion just as it is writt en on the que s-
tionnaire.

If you stil l do not get an appro priat e re spons e, you may hav e to
probe.

Probing

Answe rs must satisfy the que s tion s’ obj ectiv es as des cribed in the
survey ins tructio n ma n ual. Howeve r, eve n the best que s tionnaire and
a wil ling respondent may occasio nally eli cit ina dequ ate respons es.
At tim e s , re spondents may not know the answe r to the que s tion.
They may mis unde rst and or misin terpret the que s tion and as a res ult
the answe r may be incomplet e, uncle ar, or incon sis tent wit h ot he r in -
fo rmation. When this hap pens, int e rvie wers hav e to probe.

When repeating the que s tion has not produ c e d an adequ ate re-
spon se, probe fur the r by ask ing neutral que s tion s. This technique is
meant to obtain ful ler and cle are r re spons es. The key word here
is "neutra l." Que s tion s mu s t be aske d with care so as not to bia s the
answe r; probing que s tion s mu s t neve r sugg est answe rs. Examples
of neutral que s tion s are:

"I don’t unde rst and what you mean."

"Whi c h fig ure wou ld you say comes clo sest?"

"A nyt hing els e?"

Su ch que s tion s in d i c ate you r in terest in obtaining the mos t co mplet e
answe rs pos sib le. This technique is dependable and fruit ful when
us ed cor rectly.

It is sometimes a good technique for you to appear slig htly bew il-
de red by the respondent’s answe r. Imply in you r probe that it mig ht
be you who faile d to unde rst and. For exa mple, you cou ld say, "I’m
not sure what you mean by that – cou ld you tel l me a lit tle more? "

This technique arous es the respondent’s desire to cooperate with
so m eon e who is con scie n tiously trying to do a good job. But, do
not ove rplay this technique. The respondent shoul d not get the feel-
ing that you don’t know when a que s tion is pro perly answe red .

Pr obing is an art. It must be accomplis hed in such a way that re-
spon d e n t s do not feel their judgement is bei ng qu estio ned . They
mu s t not get the impre ssi on that the int e rvie w is a quiz or a cross -
ex amination.

Re spondents also tend to answe r in ways they feel wil l be socia l ly
accep table to the int e rvie wer. If int e rvie wers allow their own value s
and attitudes to enter the int e rvie w, the respondents’ answe rs cou ld
wel l refle ct thes e rather than their own, thu s in trodu cing a bia s in t o
the sur vey res ult s.

Re spondents must not feel some answe rs are more "acce pta b le" than
ot he rs. In gen eral, let not hing in you r wo r ds or manne r im p ly criti-
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ci sm, surpris e, approval or dis ap proval, agreement or dis agreement
with an answe r.

Keys to Good Listening

A good int e rvie wer does more than ask que s tion s. Good lis tening
sk ills must also be dev elo ped . (This is par ticularly impor tant in tele-
phon e in ter vie wing.)

1. Wa it for the res pon den t to sto p sp eaking before you sto p li steni ng.
(This is more diffic ult during a telephone int e rvie w becaus e you
cannot see the respondent’s facia l ex pre ssi ons or gesture s which
coul d in d i c ate a pau se to col lect thoug hts.)

A sho rt pau se after each que s tion has the effect of ens uring that
the respondent has finish ed speak ing. Pau ses in the int e rvie w
also commun i c ate a mood. A lack of pau ses indicates the int e r-
vie wer is anxious and ins ecure whi c h tends to make the respon-
dent feel the same.

2. In dicate that you are lis teni ng. An occasio nal "Ye s , I see," shows that
you are stil l with the respondent and are int e rest e d in what is said.

3. Ask quest i ons if you don’t under sta n d so met hing or feel you have
mis sed a poi nt. Ne glecting to do so cou ld cau se conf usi on lat e r
in the int e rvie w and lea d the respondent to feel that you are not
re a l ly lis tening.

4. Don’t mak e assumptions abou t what the res pon den t s are goi ng to

sa y, or men t all y tr y to finish the sen ten ce for them. Don’t record
an entry until the respondent has giv en you a complet e answe r.

Re cor d i ng and Editing the Information

The final step of the int e rvie w proces s is to ens ure all the necessar y
infor mation is legib ly recorded . At the end of each int e rvie w, che ck
ov er the que s tionnaire tho rou ghly. Scan entries for completio n and
perfor m all necessar y edit s. The basic tasks of the int e rvie wer in-
clude com mun i c ating the que s tion s to the respondent, maxim izi ng
the respondent’s ability and wil lingn es s to answe r the que s tion s, lis-
tening activ ely to det e rmine what is relev a n t and probing to inc rea s e
the valid ity, clarity and complet eness of the respons es.

Inter vie wing, then, is not a sim p le matt e r of ask ing que s tion s and
re co r ding the answe rs. The re are speci fi c conc epts, technique s and
prin ciples that must be learned . Be assure d that time and exper ienc e
will help you to dev elo p the skills to con duct exc ellent int e rvie w s .

NO N-RESPONSE AND CALL-BACK STRATEGY

In statis ti c a l surveys, each selected dwel ling, hou seh old, person or
busi nes s in the sample repre sents sev eral others. One of the princi-
pal facto rs whi c h affe cts the accur acy and "repre sent ative nes s" of the
survey res ult s is the respons e rate. If a sig n ific a n t portio n of the se-
le cted sample does not respond, one can nev er be sure how their an-
swe rs mig ht hav e affe cted the final res ult s.

Ca ll and Call-Back Str ategy

Init i al call and call-back procedure s greatly affect sur vey respons e
rates and cos t s. Use the fol low ing sugge s tion s as a guide.

1. Pla n your visit s/calls so as not to inconve n ienc e re spondents (i.e.,
too early in the mor ning, mealtime, or too lat e at nig ht) . Be flex-
ib le. If you hav e obviously reache d a busin ess or a hou seh old at
a bad tim e, arrange to call back at a more conve n ient tim e.

2. For visit s to the respondent, organize you r mater ials and pla n your
route caref ully. Throu gh efficie n t or ganizi ng and pla nning, no con -
tact s , call-backs and trave lli ng tim e can be kep t to a minimu m.

3. Notic e who wil l be the speci fi ed respondent and pla n to call
when the respondent is mos t li kely to be availa ble.

Fo r ex ample, if you are to int e rvie w a member of the hous ehold
who is wor king, try to make you r first call in the lat e after noon,
early eve n ing, or on the weeke n d when the respondent is mos t
li kely to be at home. Sim ilarly, if you are to int e rvie w a comp-
trol ler for a busi nes s survey, try to call in the mor ning bet ween
9:30 and 12:00 or in the after noon from 1:00 to 4:00.

4. When unable to con tact a respondent, try calling on a different
day and at a different hour. For personal int e rvie w s, try ask ing a
neig hbou r abou t the best tim e to find someon e at the selected
dwel ling after you hav e called twice and stil l can’t locat e the re-
spon d e n t.

Minimizing Refusals

Althou gh some cases of non -re spons e re sul t fr om circumstanc es be -
yond the int e rvie wer’s con trol (e.g., the selected respondent may be
aw ay for the dur ation of the sur vey per iod or may be too ill to be
in ter vie wed), in many other cases you shoul d ma ke eve ry effor t to
se cure an int e rvie w. Chief among thes e ca s es are those con cer ning
re spondents who at first ref use to be int e rvie wed . The fol low ing are
poin t s to keep in min d in you r att emp t s to avo id ref usals:

1. When respondents ref use to par ticip ate in the sur vey, it is usually
becaus e: 1) they do not have enoug h infor mation abou t the sur-
ve y or our organization, or 2) the tim ing of the call is wrong.
The wel l-prep are d in ter vie wer usually succeeds in obtaining the
re spondent’s cooperation. Be sensit ive to the respondent’s situa -
tion when the tim ing of a call is not good. Rat her than risk a re-
fu s a l, apologi ze for the bad tim ing, and sugge s t a call-back tim e.

2. In some cases, the respondent wil l not be exp licit in a ref usal
(e.g., respondents who insis t they are just not int e rest e d). When
this hap pens, pick an issue (time, confid e n tia lity, purpose or im-
portanc e of the sur vey) and begin to dis cus s it. This usually has
the effect of forci ng the respondent to expre ss a more speci fi c
conc e rn, one wit h which you can deal directly.

3. In cases whe re one or more persons in the hous ehold are selected
to respond, exp lain that you must speak to the respondent(s) direct-
ly to exp lain the sur vey. You shoul d not accep t so m eon e el se’s
st atement that the selected person is unw illing to par ticip ate.

When all els e fa ils , and you are faced with an adamant and vo-
cal ref usal, wit hdraw poli tely. Above all, do not allow a tou gh
in ter vie w to influe n ce you r next call. Rem ember, you are speak-
ing to a different person each tim e you int e rvie w; it is impor tant
to maint ain a posit ive attitude for that nex t call.

Describe con cis ely the main sta tis tical is s ue that unde r lie s the provi sio n of the infor mation in this Fig ure3.9.

• Which sent enc e in this Fig ure 3.9 do you con sid er best descr ibes this issue?

1

Discus s cr iti c a l ly, from a sta tis tical perspectiv e, the opening sent enc e in the first colum n (o n the first sid e, pag e 3. 57, of this
Figure 3.9): The inter vie w is the key com pon ent of any sur vey..

• Su gge s t a plau sible rea son why this statement was inclu ded in the infor mation package.

2

Describe brf ly the sta tis tical is s ue(s) unde r lyi ng each of fol low ing statements made in this Fig ure 3.9:

• ..... as a sel e cte d resp onden t, they represe nt many oth er peop le ..... [c olu mn 2, secon d paragr aph];

• ..... you will nee d to explain why you can not inter vie w so meone other than the prescribed res pon den t [c olu mn 2, thi rd-
la st parag raph] .

3

1996 -06 -20 (cont inued on the fou rth side, pag e 3.56, of Fig ure 3.8)


