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[Procedures Cover Letter]

Dear [PSE Representative]:

The standards attached set forth the procedures The Gilmore Research Group uses when
conducting the customer service surveys identified in Docket No. UE —960195. These
procedures will be applied consistently to the customer setvice surveys.

These procedures, including the sampling procedures, the data collection methods and the
quality controls are consistent with industry practices and, we believe, ensure that the

information produced in the surveys is unbiased and valid.

I am glad to answer any questions or provide any additional information that you may need.
Please feel free to call.

Sincerely,

The Gilmore Research Group
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FORTY YEARS OF
STRAIGHT ANSWERS

The following document outlines specific procedures relating to the Puget Sound
Energy customer satisfaction studies. For the most part, these are the standard policies
and procedures established by Gilmore Research Group for sampling, data collection,
data processing and reporting. Appended to this report is the Council of American
Survey Research Organizations (CASRO) code of ethics to which, as members,
Gilmore subscribes.

Currently, there are two projects with which Gilmore Research Group is assisting Puget
Sound Energy: Call Center/Field Service customer satisfaction and “Typical” customer
satisfaction. Each project will be addressed separately. Gilmore Research Group was
hired to aid in the development of a sound and defensible research program.
Specifically, Gilmore’s role was:

o To develop a research plan to aid Puget Sound Energy measure and monitor
customer’s satisfaction levels with Puget Sound Energy as a provider of gas and
electric services.

e To design questionnaires and reporting mechanism to allow for reporting to both
the commission and the individual departments.

e To develop a sampling frame that will accu rately represent the various types of
customer and customer contacts to be targeted.

e To collect, and process the data and report the findings

Call Center/Field Service Customer Satisfaction

Purpose:

e To provide a vehicle to reliably measure satisfaction with Puget Sound Energy's
call center and field service representatives and the company overall.

¢ To provide ongoing diagnostic feedback to managers and supervisors to ensure
the quality of service is maintained or improved. '

¢ To identify potential customer service problems early so corrective action can be
taken.
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Questionnaire design:

The design of the survey instrument was the result of collaboration between Gilmore
and Puget Sound Energy staff. This included:

a review of existing surveys,

a review of how data were used and planned to be used,

focus groups with customers, and

pretests of questionnaires.

Sample:

Sampling for the call center/field service study is done weekly. The objective is to
contact the customer as soon as possible after they make contact with Puget Sound
Energy. Each sample file is used for a period of one week, then archived.

Sample for this study is provided to Gilmore by Puget Sound Energy. Prior to the
merger, Puget Power and Washington Natural Gas each sent separate samples as
described below.

Puget Power:

Sample is e-mailed to Gilmore via Internet and usually arrives on Monday or Tuesday.
We are provided with approximately 275 pieces of sample each week. The sample
represents customers who have made contact with the call center and includes
approximately 200 customers who called during regular business hours (type 1-
Regular) and 75 customer who called during “off” hours (type 2-Special). The file is
accompanied by a report that details the universe size for that week. This information is
necessary for accurately weighting of combined Puget Power and Washington Natural
Gas data.

The file comes in Word format and converted to an ASCI! file. This is imported into a
common Access database for further processing.

Washington Natural Gas:

WNG sends the entire universe each week. Typically this is between 5,000 and 7,000
records. It is delivered on diskette, usually Tuesday or Wednesday, and is in a fixed-
length ASCII format. There are two types of sample provided-one with the designation
of call center only (CAS) and one with the designation of field service contact (CFS).
Typically there are 10 CAS records to 1 CFS record. This file is imported into the
Access database from which Gilmore randomly selects 60 of each type each week.

Sample Processing:
The Access.database is used for formatting the records and filtering them by Regular

vs. Special (PP) or CAS vs. CFS (WNG). It also filters out the WNG records with no
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phone numbers. The résult is four fixed-length. ASCII files, which may be randomly
sampled.

Each file is processed by RANDSMPL.EXE to produce the required sample sizes.
These are kept as xxx.SAM for the sample and xxx.NS for extra sample to be drawn if
extra is needed later in the week to complete the required quota. The two types of
.SAM files are then recombined for each source and a wave number is added to each.
At this point the files are split into residential and non-residential sample, resulting in 4
files -- one residential and one non-residential for each Puget Power and Washington
Natural Gas. These files are then randomized and imported into IZU. Twenty-six fields
are imported for each job including the sample type, the customer name, phone
number, service address, data of the service call, reason for the call and the call center
and /or field service representatlve ID number.

Data Collection:

- Data Collection for each week typically begins on Wednesday and is completed by the
following Tuesday. Each week, interviews are completed as follows:

e 45 with WNG call center sample,

e 25 with WNG field service sample,

e 45 with Puget Power regular sample, and

e 6-7 with the special sample.

Gilmore’s standard data collection procedures were followed. Data Coding and
processing were also performed following standard procedures. These procedures are
described starting on page 5.

Reporting:
The data is delivered to Puget Sound Energy as described below:

o Weekly tables detailing the responses of each customer who contacted Puget
Sound Energy.

e Monthly tables detailing all responses sorted by call center or field service
representative and by sample type.

» Quarterly tables detailing responses sorted by sample type, geographic area,
reason for contact, satisfaction with representative, overall satisfaction with the
contact, overall rating of the company and respondent gender. Quarterly tables
are accompanied by a written report highlighting the findings, comparing the
current data to previous time periods and identifying any trends that may unpact
custemer satisfaction.
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“Typical” Customer Survey

Purpose:
e To develop an ongoing measurement of the “typical” customer’s satisfaction with
Puget Sound Energy. These customers may or may not have contacted Puget

Sound Energy. Many of them have had no contact with Puget Sound Energy
other than to use electricity or gas and to receive a bill.

¢ To provide ongoing diagnostic feedback to managers and supervisors to ensure +
the quality of service is maintained or improved.

o To identify potential problems early so corrective action can be taken.

Questionnaire Design:

The questionnaire was developed using input from Puget Sound Energy managers,
Gilmore designers, current surveys and industry expertise. The questionnaire was pre-
tested with customers to ensure the questions were unbiased and clearly understood by
respondents prior to actual data collection.

Sample:

Sample for this study was provided to Gilmore from Puget Sound Energy, then Puget
Power and Washington Natural Gas. Puget Power delivered a fixed-length ASCI file
containing 1,692 records. These were randomized and sub-sampled into 7 “waves”,
one wave of 850 records, 4 of 50 records and 2 of 100 records. Dividing the sample
into waves makes it possible to closely manage the sample during data collection.
Standard procedure calls for completing an initial sample disposition after each number
in the first wave has been attempted. Based on the sample disposition, calculations are
made to estimate the exact amount of sample necessary to complete the job with a
minimum of 50% response rate. Sample is then added or deleted as necessary. In this
study, for Puget Power, a total of 849 pieces of sample were used to complete 411
interviews.

Following the same procedure, Washington Natural Gas delivered to Gilmore a total of
2,310 records. These were randomly sub-sampled into seven waves, 1 of 850 records,
4 of 50 records and 2 of 100 records. A total of 591 records were used to complete 400
interviews.
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Data Collection:

Data for Wave One of the Typical Customer survey was gathered between November
21 and December 2, 1996. A total of 811 interviews were completed, 400 with
Washington Natural Gas customers and 411 with Puget Power customers. Gilmore’s
standard data collection procedures as described below were followed.

Data Coding and processing were also done following standard procedures. Please
see page 7 for detail.

Reporting:
The final deliverables for this study include the banners and the detailed report. The
report includes a description of the findings, supported by graphics. Future waves will

compare the results to previous time periods, highlighting any changes in customer
attitudes or satisfaction levels. :

Gilmore Standard Procedures

Questionnaire Programming:

Once the basic question set is finalized, Gilmore programs the questionnaire for
computer assisted data collection. Gilmore uses data collection software designed by
Info Zero Un. The questionnaire is programmed to take respondents’ answers into
account. Previous responses can be inset into questions and skip patterns pre-
programmed. This allows interviewers to concentrate on developing a rapport with the
respondent rather than worrying about what questions to ask next.

The programmed questionnaires are thoroughly tested for accuracy prior actual data
collection. The project director reviews the programmed questionnaire comparing each
question to the original paper version of the survey. The project director checks to be
sure skip patterns are properly set and that all questions are worded accurately. The
data collection center then completes a series of test interviews to ensure data input is
being located in the proper fields. The programmer reviews the test marginal as well as
the marginal of the first 100 interviews as the final check for programming accuracy.

Data Collection:

Two important elements are closely monitored during the data collection phase of a
project: sample and interviewing quality.

Sample: Specific sample techniques, proven to help increase response rates, are
utilized with each project. These include:
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e Calling each number both evenings and during the day, seven days a week.

e Calling each number once before making any second attempts. This helps in
determining the study incidence and hence the correct amount of sample to
introduce. Likewise, it keeps the flow of sample even, ensuring all numbers are
attempted equally.

e Calling each selected piece of sample a minimum of 5 times or until a survey is
completed or refused. These attempts occur on different days of the week and
at different times of the day. The internal sample management program is set to
ensure the required calling program is followed.

o |f appropriate for the study, initial refusals will be called back several days after
the first contact. These callbacks are assigned to the most experienced
interviewers or supervisors. '

Iinterviewing: :

All calling is done under supervised conditions in the offices of Gilmore Research Group
by experienced interviewers. Interviewers assigned to the project are thoroughly trained
in the aspects of market research interviewing as well as the specifics of the project.

Prior to the start of data collection, the project manager prepares a briefing copy of the
questionnaire. This paper version of the survey outlines probing requirements, quotas,
terminology and definitions and any other special instructions the data collection center
might need to be able to accurately complete the project.

Interviewers and supervisors are briefed on the project by the project manager. The
interviewers become familiar with the questionnaire by role-playing prior to making
actual phone calls.

The supervisor monitors each interviewer's work to ensure accuracy in recording
responses as well as quality interviewing. The monitoring system used by Gilmore
includes an audio element allowing the supervisor to hear both the respondent and the
interviewer. It also includes a visual element so the supervisor can see the responses
the interviewer is recording.

Each interviewer is monitored a minimum of once each shift. If problems are
discovered, the interviewer may be retrained or, in some instances, removed from the
project.
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Data Coding:
All coding is done under supervised conditions in the offices of Gilmore Research

Group. Coding is done on-line, again using software developed by IZU.

The code scheme for each question is developed by the project analyst using verbatim
responses gathered from the first 30% to 50% of the interviews. The analyst briefs the
coding manager on the specifics of each code’s meaning and intent. The coding
manager then selects and briefs those coders best suited to the particular project.
Coders review each verbatim response and place it in the category for which it is best
suited. If the response does not clearly fit into an already established code, it is marked
to be reviewed by a supervisor and/or the project analyst. If the response comes up
frequently enough, a new code will be added to the coding scheme. Otherwise, the
response is coded as an “other” and the verbatim comment becomes part of the final
record. '

The coding supervisor reviews each coder's work to insure-accuracy and inter-coder
consistency. If problems are discovered, 100% of the coder’s work will be reviewed.
The coder will be retrained or, if necessary, removed from the project.

Data Processing:

Once the data collection and coding is complete, the data file is cleaned and verified.
During the interviewing process, the interviewers keep a diary of any adjustments that
need to be made to a specific questionnaire (entering a 2 instead of a 3, for example).
These adjustments are made and the data is reviewed for logic. If inconsistencies are
found, the respondent may be re-contacted or the interview replaced.

Once clean, a marginal is produced and checked by the project director. This step is
designed as the final cleaning step. The marginal is also used to help in the design of
the banners. Banner specifications are determined by the project analyst and the client.
Once the banner is defined, it is programmed using data processing software by
Wincross. Banners are reviewed by both the project director and the analyst for logic
and accuracy.
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OVERVIEW OF
THE GILMORE RESEARCH GROUP

The Gilmore Research Group is one of the largest and most experienced research firms
in the Pacific Northwest in terms of size, experience of staff, and number of clients
served. Since its inception in 1948 as Northwest Certified Surveys, the company has
evolved into a full-service research firm, under the continuous ownership of the Gilmore
family.

The Gilmore Research Group has offices in both Seattle and Portland, and a full-time
professional and support staff of over forty people. Part-time interviewing and recruiting
staff numbers about 125. In 1996, Gilmore Custom Research and Focus Group
divisions conducted over 650 pro;ects involving approximately 150,000 interviews and
20,000 focus recruits.

The Gilmore Research Group provides a variety of research services to both public and
private sector clients. Gilmore conducts customer satisfaction measurements, new
product investigation, advertising research and strategic planning research. Just over
half of Gilmore's projects are for repeat clients, attesting to the quality of their work and
relationship with the client organizations.

Gilmore provides rigorous research methodology, professional handling of confidential
and proprietary data, and usable output formats.

On all projects, Gilmore is committed to providing information that will be useful to our
clients in making decisions and formulating strategies.

- Our Approach to Telephone Data Collection Projects -

Data collection is enhanced because of what we bring to the process. Beyond training
interviewers, providing telephones and keeping records, we bring a wealth of
experience to each data collection project. Our telephone data collection management
staff has over 50 collective years of custom research experience. In 1994,
approximately 200,000 interviews were completed, 90% using computer-assisted
telephone interviewing systems.

Senior staff involvement

All senior staff are experienced custom researchers with strong roots in data
collection. We know and understand what constitutes “quality” data. We bring
an added value to projects that are not full-service, simply because of our design,
analysis and interpretation experience.

Appendix 8



Central telephone data collection management

We have one set of procedures and controls for all telephone centers. Overall
management rests with one person in Seattle who oversees all projects in each
center. There is daily communication via telephone, fax, modem or overnight

shipping.
Custom research experience provides knowledge of what to watch. We essentially
serve as a “final check” for our clients in these areas:

Sample Design -- understanding the sample frame and how the sample was
drawn allows us to spot any inconsistencies or problems that might arise as we
work the sample. Also, we understand weighting and sample replications. We
can be counted on to sub-sample accurately, if needed.

Pretesting -- assuring clients that question wording and order will elicit needed
information. When appropriate, we work with clients to recommend alternative
wording.

Interviewing Controls -- day-to-day procedures that are standard routines...

Systematically working a sample to assure that all first attempts are made
before second and third attempts are begun.

Muitiple attempts spread throughout the interviewing period in order to:
maximize response rate.

Close sample management, allowing refusal callbacks and difficult
respondents to be handled by specially assigned interviewers.

Callbacks to initial and “soft” refusals are standard (unless sensitivity of study
dictates otherwise).

Strict adherence to question wording.
Word-for-word recording of open-end responses.

Monitoring each interviewer for a full interview, each shift, and more
frequently if quality needs improvement.

Production is important, but response rate is more important.

Our training, procedures and controls are all designed to help interviewers find
and complete the interview with the qualified respondent. For that reason, we
pay interviewers by the hour, not by completed interview. Interviewers are,
however, bonused for meeting production goals while maintaining quality

standards. -
Appendi . ' 9
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SURVEY RESEARCH
QUALITY GUIDELINES

© Copyright. All rights reserved.
Council of American Survey Research Organizations
3 Upper Devon, Belle Terre, Port Jefferson, NY 11777
TEL: (516) 928-6954 ® FAX: (516) 928-6041
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CASRO

Council of American Survey Research Organizations

The Council of American Survey Research Organizations, established in 1975, is the
national trade association for commercial survey research firms in the United States.

CASRO’s mission is to provide the environment and leadership that will promote the
profitable growth of the survey research industry in an ethical and professional manner.

As a condition of membership, CASRO members subscribe to the Code of Standards for
Survey Research. This Code describes the research company’s responsibilities to
respondents, to clients, to outside contractors and interviewers, and in reporting to clients
and the public.



Quality in marketing research is defined as adherence to basic principles in the following
disciplines:

e Problem definition

Sample design

Interview design
® Data collection
® Data processing
® Survey reporting
These principles, while varying in specific applications, are best exemplified by the written
guidelines published by the Council of American Survey Research Organizations.

- The actual "quality agreement" to adhere to these principles usually takes the form of a
verbal or written contract between a professional research organization and its client. It
is the responsibility of the research organization to make it clear to a client when a
departure from these accepted standards is made or requested and what the implications
of that can be in terms of providing quality results.

The specific guidelines follow.

Guldie
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PRObL.EM DEFINITION GUIUELINES

Problem definition for survey research
includes background information,
research objectives and topics to be
covered.

Background Information

The purpose of obtaining background
information is to fully understand the
need for and use of the survey research
project.
background information, the professional
research firm is able to produce the
highest quality result for the client.
Background information can be obtained
from several sources including secondary
materials, prior working experience with
the client, past survey research reports,
and direct client questioning. Selected
background information should be
included in the research agreement. It
~ should answer the questions of why the
research is being done and how it will be
used; it should include:

® Information about the client--its
products/services, markets, distribution
channels, pricing, and competition.

& Information about the risk--how
much of the client’s resources are at
stake.

L Information about the application--
what types of decisions will be made
from the research results.

Research Objectives

The purpose of clearly stating the
research objectives is to have complete
agreement between the professional
research firm and the client as to what
survey research results will be delivered
upon completion of the project or
throughout the project for continuous

By fully understanding the

tracking programs. The professional
research firm is expected to deliver
research conclusions or hypotheses that
will satisfy the client’s needs. Therefore,
research objectives must be written by
the professional research firm and
approved by the client.

If the research objectives need to be
changed during the course of the project
there should be a mutual agreement in
writing between the professional research
firm and the client. Upon completion of
the project the research results must
address and meet the agreed upon objec-
tives.

Objectives should be clearly stated so that
they can be linked directly to the research
results.  Research objectives should
always be clear so that research results
can be presented in relation to specific
objectives.

Topics to be Covered

The purpose of specifying topics to be
covered in the interview is to identify ele-
ments that are important to the research
design or to the client in supporting the
research objectives. They are topics that
embellish or fulfill the research design
requirements.

Comprehensive identification of topics to
be covered is a logical link between the
research objectives and the questionnaire
design. A listing of topics helps both the
professional research firm and the client
to better understand the purpose and the
outcome of the research design.

CASRO Survey Research Quality Guidelines 1993



S”MPLE DESIGN GUIDE’ "NES

A universe which is relevant to the problem
being studied, and a sample which
adequately represents that universe, are vital
requirements of high quality research.

There are many acceptable methods of
sampling, each with advantages and
disadvantages in specific situations. The
following guidelines are not meant to specify
how sampling must be designed or managed,
but rather are aimed at insuring that sample
design and management are disclosed in
sufficient detail to allow clear judgments of a
sample’s adequacy for the stated research

purpose.

These guidelines are not uniformly applicable
to all studies. For example, one study might
have an objective which is adequately
achieved through use of a convenience
sample, while another study’s objectives
might only be met through use of a
probability sample. In either case, full
disclosure demands that the sampling method
be described in the research report. Since
the suitability of a specific sampling method
for the research purpose will always involve
some judgment, these guidelines require the
researcher to provide the information needed
to make those judgments.

Sampling plan disclosures may be divided
into two categories--definitions and
procedures.

Sampling Plan Definitions

For any study the first step is to define the
universe or population to be sampled.
Typically, this involves not only defining the
total population but also defining relevant
subgroups within the population which may
need to be sampled differently to achieve the
study objectives.

The description of the sampling plan should
include the criteria by which a given sample
element (i.e., an individual consumer,
household, business, etc.) is selected to be in
the sample. The sample size should also be
specified, and there shoud be some discussion

of its appropriateness, considering the

purpose of the study.

If the sampling procedure requires that the

- resulting sample be weighted, the objectives

of the weighting and the sources of the
weights should be specified. The effect of the
weighting on sampling error should be
disclosed.

Procedural Issues

The source of the sample (lists, randomly
generated phone numbers, mall intercepts,
etc.) should be revealed and the adequacy of
the source given the study purpose should be
discussed. Callback and replacement
procedures, if used, should be described.

The final disposition of the sample should be
described in detail, as should any completion
rate or incidence rate calculations (See
Incidence Guidelines, a joint publication of
the Marketing Research Association and
CASRO, for standard formulas for reporting
incidence). '

The key elements to be reported in these
calculations are:

® Respondents not reachable (NA/busy/etc.)
® Respondents not available after callbacks
® Total refusals

® Respondents not interviewable
(language/speech problem, etc.) .

® Respondents not qualified

¢ Completed interviews

CASRO Survey Research Quality Guidelines 1993
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INT._VIEW DESIGN GUIDL_INES

The types of information to be collected
are driven by the information objectives
of the research. The research objectives
may call for either quantitative or
qualitative data, or both. Qualitative
data collected by in-depth interviews or
focus groups follows the same general
standards as quantitative data collected in
a survey. In both cases, the interview
instrument operationalizes the research
questions in a form that provides
objective, unbiased results.

The key criteria for the design of the
quantitative questionnaire or qualitative
interview guide are:

1. The questions and questioning
procedures are unbiased.

® The wording of the interview
questions does not predetermine the
answers to the research questions.

e  The questioning and analytical
procedures allow responses over the
entire range relevant to the research
objectives.

2 The questions are relevant and
appropriate to the research issues.

o Interview content focuses on the
research objectives.

] The structure of the questions is
_ suitable for the statistical techniques that
- will be used in the analysis of the data.

° For quantitative surveys, in
particular, questions relate directly to
analytical purposes. The survey is not a
"fishing expedition."

* Questions or procedures that might
put respondents "at risk," by asking

confidential, disturbing, or threatening
information should only be included
where directly necessary to the research
issues, and techniques should be used to
minimize discomfort, apprehension,
and/or misreporting.

& Structured questionnaires should
be pretested among eligible respondents
prior to the start of the main field period
to establish the clarity, flow, and
appropriateness of questions.

= The interview should recognize the
value of the respondent’s time and the
respondent’s right to privacy.

® Lengthy interviews can be a
burden. Length of the interview should
be weighed against the needs of the
research objectives, with consideration to
the burden on respondents, the quality of
the responses obtained, and the
availability of alternative methods of
obtaining the data (split samples, other
sources, etc.).

o The professional survey firm seeks
to design a questionnaire and survey
procedures that maximize response rates
without unduly pressuring respondents to
participate or enticing them through
misleading information as to sponsorship,
length, or the voluntary nature of
participation.

® At every stage in the design,
development, execution, and reporting of

- the research, procedures should insure

the confidentiality of data provided by
respondents, or by clients.

CASRO Survey Research Quality Guidelines 1993
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DA" .4 COLLECTION GUIDktLINES

Overview

A wide variety of methods are available
to collect primary research data. The
professional research organization selects
the method that provides the most
effective means of reliably and validly
achieving the study’s information
objectives.

The researcher should explicitly assess
alternative methods at the design stage.
In-person, telephone and mail methods
(and all variations of these methods)
should be evaluated for their
appropriateness to the study.

Irrespective of which method is chosen,
quality in data collection is a critical
component. The following guidelines are
designed to ensure that the data collected
are of the highest quality.

Interviewer Training

The data collecdon agency should
maintain a sufficient and adequately
trained interviewing staff. The researcher
should not be misinformed about the
number, quality, or training of a firm’s
interviewers.

A properly trained interviewer is one who
has been instructed in general
interviewing techniques and who has
been briefed on the particular project.

- Interviewers who work regularly for a
data collection = agency should be
employees of the data collection agency
or an affiliate or employees of an
independent contractor.  Appropriate
federal, state, and local taxes, including

FICA and unemployment taxes, should be
withheld/paid on behalf of all such

interviewers.

Interviewers should be mature enough to
handle the project to which they are
assigned. A regularly scheduled
interviewer should be at least age
seventeen.

Training should be conducted under the
direction of supervisory personnel and
cover the following:

1. The research process: how a study
is developed, implemented, and reported.

2. The importance to this process of
interviewer attitude, honesty, objectivity,
organizational skills, and professionalism.

3 Confidentiality of the respondent
and clients.

4. Familiarity with market research
terminology.

5. The importance of following the
exact wording and recording verbatim
responses.

6. The purpose and use of probing
and clarifying techniques.

v ! The reason for and wuse of
classification and respondent information
questons.

8. A review of samples of instructions
and questionnaires.

2, The importance of the respondent’s
positive feelings about survey research.
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Data Collection Guide. s
Page 2

No person is to work as an interviewer
unless that person has been trained in the

general interviewing techniques as
outlined above. _
Project Briefing

It is the researcher’s responsibility to
prepare clear and detailed interviewer
and supervisor instructions covering how
to execute the sampling plan, the
interview, and other important elements
of the research design.

Using these instructions, a personal
briefing session should be held on every
study. Every interviewer who works on a
project should attend such a briefing, or
be required to view a tape of the original

briefing.

Prior to the briefing, the supervisor
should read the supervisor’s instructions
and review the project materials.

The supervisor in charge of the study and

all interviewers who will be working on
the project should be instructed on the

following:
1. Type of study
2. Sampling procedures

3. Handling of materials/products/
_ exhibits

4. Interview length

5. Termination points and qualifiers
for eligible respondents

6. Reading of interviewerinstructions
7 Reading of questionnaire

8. Review of skip patterns and
rotations

9.  Review of probing and clarifying
techniques as they apply to questionnaire

10. Interviewer check of each finished
questionnaire before the editing process
(paper questionnaires)

11. Explanation of validation policy
according to the researcher’s instructions.

12. Whereapplicable, each interviewer
should complete a practice interview to
be returned with the project materials.

Interviewing

Each interviewer should follow these
techniques for good interviewing:

B Provide his or her full name, as
well as a phone number for the research
firm, if asked by the respondent.

2. Read each question exactly as
written.  Any problems should be
reported to the supervisor as soon as
possible.

3. Read the questions in the order
indicated on the questionnaire, following
the proper skip sequences.

4. Clarify any question by the
respondent in a neutral way.

5.  Not mislead respondents as to the
length of the interview.
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Data Collection Guidelines
Page 3

6. Not reveal the identity of the
ultimate client unless otherwise
instructed to do so.

7. Keep a tally on each terminated

interview and the reason for each
termination.
8.  Remian neutral in interviewing.

Do not indicate agreement or
disagreement with the respondent.

9. Speak slowly and distinctly so that
words will be understood.

10. Record all replies verbatim, not
paraphrased.

11.  Avoid unnecessary conversations
with the respondent.

12. Probe and clarify for additional
comments on all open-end questions,
unless otherwise instructed. Probe and
clarify in a neutral way.

13.  Write neatly and legibly.

14.  Check all work for thoroughness
before turning in to the supervisor.

15. When terminating a respondent,
do so in a neutral way, such as saying,
"Thank you" or "Our quota has already
been filled in this area, but thank you

anyway."

16. Keep all studies, materials, and
findings confidential.

17. Not falsify any interviews or any
answers to any questions.

18. Thank the respondent for
participating in the study.

Supervision

All research projects should be properly
supervised. It is the responsibility of the
data collection agency to:

1. Properly supervise interviewers.

2. See that an agreed wupon
proportion of interviewers’ telephone calls
are monitored and/or validated.

3. Be available to report daily to the
researcher the status of the project,
unless otherwise instructed.

4. Keep all studies, materials, and
findings confidential.

25 Notify concerned parties if the
anticipated schedule is not likely to be
met.

6. Attend all interviewer briefings.

T Keep current and accurate records
of the interviewing progress.

8. Make sure interviewers have all
materials in time for beginning
interviewing.

9. Edit each questionnaire.

10. Provide consistent and positive

feedback to interviewers.

11.  Not falsify any work.
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Validation

Standard industry practice requires that
the data collection agency validate 15%
of the interviews, using wvalidation
questions supplied by the researcher. If
there is an intermediate research
organization between the data collection
agency and the ultimate client, that
research organization should conduct an
independentvalidation. Commonly, such
research organizations validate - an
additional 10%-15% of the interviews.

CASRO Survey Research Quality Guidelines 1993



DA™ A PROCESSING GUID~LINES

Data processing for survey questionnaires,
on paper or CRT’s, includes: editing,
coding, cleaning,
tabulation.

1. Questionnaire Design

Tab plans should be considered before
finalizing the questionnaire to insure that
the proper data are collected and in such
a way as to provide the necessary report
requirements.

If special multivariate techniques are to
be used, insure that the proper design is
used and that the questionnaire/
instructions are sufficient to guarantee
that the respondent is capable of
answering the questions fully and
accurately.

Paper Questionnaires

Printed questionnaires should be printed
in a format that allows for the accurate
entry of data.

All closed-end questions should be
precoded, e.g., 5 point rating scale should
be assigned codes 5,4,3,2, and 1.

Card columns may or may not be
required, depending on type of data entry
system used.

CRT Questionnaires
All necessary consistency checks and skip

patterns need to be integrated into the
CRT programs.

2. Editing (paper questionnaires)

Each questionnaire should be edited to
insure that the right questions are asked
and that proper answers are recorded.
This includes:

. eliminating answers that are improperly
recorded;

data entry and

. objectively deciding single responses if
dual answers are shown;

. using a "no response" code where
appropriate

Editing should be done before data are to
be entered and should remove all
illegible, incomplete and inconsistent
interviewer errors. If correct responses
are not obvious from the questionnaire,
then responses should be coded as no
answer or the questionnaires should
either not be used or returned to data
collection.

3. Coding

Before coding, a representative sample of
questionnaires should be reviewed to set
codes.

If answers may vary by cell (city, user
group, etc.) then be sure that questions
are pulled in their proper proportion to
develop codes.

If the codebook is developed from a prior
wave, insure that the prior wave
codebook is still acceptable.

Coders should not individually and
independently set codes. A senior person
should review codes. It is advisable to
establish a standard cut-off for "all other"
codes and follow this practice consistently
from question to question and project to
project. (For instance, anything over 3%
will be assigned a separate code.) The
client should have the option of
reviewing codes before they are finalized.

Make sure that codes are acceptable to
software/hardware packages. Consistent
coding for "none," "no answer," "don't
know," and "zero" should be followed.
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Code abbreviations used in computer
tables should accurately reflect the
essence of the code.

4. Data Entry

For reference, each questionnaire should
be numbered. Paper questionnaires
should be properly batched, so they can
be easily referenced for cleaning.

Both paper and CRT questionnaires
(coded responses) should be verified,
using different data entry operators. It is
advisable to inform the client as to what
percent of the data has been verified.

Data entry operators should not make
decisions on codes or data entry. Rather,
these decisions should have been made
for them prior to data entry.

A way to account for "no answers" should
be used. This may be by coding "no
answer" or by the system automatically
showing "no answer" when no item is
entered.

5. Data Cleaning

All questionnaire data should be cleaned
to specifications. Normal look-up
cleaning would check for missing key
data and inconsistent answers to
questions. When looking wup
questionnaire data, if answers were either
recorded improperly or were missing,
answers should not be inserted for the
respondent, unless there is enough
evidence elsewhere in the questionnaire
to warrant the change, e.g., respondent
name used to fill in a missing sex code.

Force cleaning, which is done by having
the computer change all answers meeting
certain criteria, should only be used when
changes are logical. It is advisable to
make the client aware that force cleaning

is being used and the specifications under
which data are being changed.

A cdean data file should always be
prepared before starting to tabulate the
data. If any tabulations or marginals are
run with "un-clean" data, make sure all
printouts clearly indicate that “non-clean"
data are being used.

In order to avoid the possibility of
double-counting the same respondent, a
respondent’s data record should never be
duplicated in any way.

Verify that no duplicate cases exist in the
data. This may appear to be obvious, but
because of the way files are sometimes
managed on a computer system, they
must be constantly audited to verify that
cases have not been copied into a file
more than once.

Cleaning specifications should be written
for all information collected, including
information collected by computer
assisted interviewing systems. The
programmer who designed the
questionnaire may have made errors that

were not detected during the inter--

viewing process. A data back-up system
must be used to insure that the possibility
of losing data is at an absolute minimum.
This entails daily storage of files that
have been created or modified since the
last backup was done. Storage of backup
files should be to a very stable medium.

6. Tabulation

Tabulation specifications (tab plan) are
designed by the Researcher and
communicated in writing to the
Programmer. These specifications should
be discussed with the end user of the
tabulations before programming begins.
Banner specifications should be most
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carefully reviewed since these are used in
defining every table in a particular set of
tabulations. This eliminates unnecessary
costs and delays.

Tabulated data should accurately reflect
findings from the questionnaire. All
tabulations should be checked against
topline reports before they are released to
the end user. A sample of summary
statistics (mean, standard deviation, etc.)
should be calculated by hand or through
a separate computing system to verify
their accuracy.

Computer-generated tables should be
checked against the marginals to venfy
all bases and all responses.

All tables should clearly indicate the
response base, whether it is total
respondents, respondents meeting certain
criteria, or any other base, such as total
units or households.

If significance testing is shown on tables,
the table should be properly annotated to
show the significance level, type test and
relevant assumptions on minimum sample
size above which testing was done.

Cells with less than .1% should appear
differently than cells that have no
answers at all.

All tables should show the base line used
in percentaging, even if percents only
were requested.

If a rounding algorithm is used to make
percents add to 100%, they should be
footnoted accordingly.

When means are shown, the standard
deviation and/or standard error should
also be shown, unless the client
specifically requests otherwise. Means for

grouped data should show the basis
for weights within each group.

If data are weighted, weights should be
fairly and consistently applied.

Weighting should only be done with full
knowledge of the client. Weighted data
should carry a notation to that effect.

CASRO Survey Research Quality Guidelines 1993
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SURvEY REPORTING GUIDELINES

The principal documentation of a survey is
the research company’s report.  These
guidelines are intended to help insure that
research projects are reported and
documented completely and accurately.

General Information
The following information should be clearly

stated on the front of or otherwise at the
beginning of the report:

° Report title (name of study)

° Name of client

. Name of primary research company

™ Report date (at least month and year)
Background

A typical report will begin with an
introductory section describing why the
research was conducted. This section will
include a general introduction to the
situations and conditions which led to the
decision to conduct research, a brief
statement of the study purpose (objectives),
and, if action standards are used, a statement
of their operational definition and the
rationale for that definition. If they are
dictated by the client, so state.

Method

The method for a study may be disclosed in
three types of "documents": (a) a statement
at the beginning of the report, (b) a technical
appendix, usually at the back, and (c)
documentation which is not included .in the
report but is readily available at thé client’s
request.

Because client-requirements and desires vary,
the determination as to how information is
allocated across these three documents is up
to the research company and client. The
following is intended as a guideline for those

occasions when the client has not indicated a
preference:

1. Front of the Report

@ Definition of the universe which the
survey is intended to represent.

s Where interviewing was conducted
(localities, or national if national) and how
(phone, mail, door-to-door, mail, ete.)

° Respondent qualiﬁcaﬁdn require-
ments.
® Sample size.

2. Technical Appendix

® Dates interviewing conducted.

® Sample design, including method of
selecting sample elements, qualifying/
disqualifying criteria, number of callbacks,
method of selection within household.

° Disposition of sample elements,
including total attempts, total contacts,
refusals, terminates, ineligibles, and
completed interviews.

° Completion rate, including specific
definition of how calculated.

® Percentage validated and results of
validation.

° If weighting is used, the method of
weighting and its rationale should be
described. The effect of this weighting on
sampling error should also be disclosed.

L Definitions of analytical variables or
terms (e.g., "heavy users," etc.)

] If statements are made regarding the
overall sampling error of the survey, it should
be stated that total survey error includes both
sampling error and response error. If the
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survey is a non-probability survey, it should
be clearly stated that the results are not
projectable to the entire universe.

E If special scoring, data adjustment or
indexing methods are used, these should be
described. (Where the research organization
uses proprietary techniques, these should be
described in general terms. The organization
should be prepared to provide technical
information on demand from qualified and
technically competent persons who have
agreed to honor the confidentiality of such
information.)

3. Have Available But Do Not Include in
Report

® Definition of the sampling frame, i.e.,
sampling points actually used and the
procedures used in selecting sampling points.
If lists used, source and name of list.

] Validation questions.

® Percentage of data records key-
verified (this will almost always be 100%).

® Coding and editing instructions,
including master questionnaire, open-end
codes, and data layout.

Results

Research companies and client requirements
will differ in the degree to which a final
report includes narrative material in addition
to data tables. The following guidelines are
intended to apply to all reports, both those
. with extensive narrative and analysis and
those which simply report data without
editorial comment.

a) The report will normally begin with an
"Executive Summary” containing a brief
statement of objectives, brief overview of
methodology, and selected findings. This
section may also include "Conclusions"
and/or "Recommendations.” If so, these

should clearly be identified as such to
separate them from the results themselves,

'b) Summary data tables should meet the

following criteria:

® Title which unambiguously describes
what data the table contain.

@ Have clearly identified banner head-
ings, e.g., "Total respondents,” "Use Brand
most often," etc. .

L Definitions of important sub-groups or
segments.
@ If an index or some other constructed

variable is used, show the method of
calculation.

® The unweighted sample size for each
banner heading should be shown.

® If nets are used in tables, the
responses included in the net should be
readily apparent.

c) If statistical significance is noted, there
should be an indication of the test used,
significance level, and number of tails. (If all
tests referred to in the report are the same,
this information may be presented in the
methodology section. If the tests vary, this
information should be footnoted on the
table).

d) If graphs are used:

® Both axes must be clearly labeled.

® The independent variable(s) must be
clearly labeled.

® The X (horizontal) axis scale should

be equal interval.

° If the Y (vertical) axis does not start
with zero, it should be clearly indicated that
it does not.
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° In bar charts, all bars should be of the
same width.

e) If multivariate analyses are used, the
"generic" name of the analysis (e.g., factor
analysis, conjoint analysis, multiple
regression) should be mentioned in the body
of the report. In addition, because in some
cases different computer programs may
produce different results, the "proprietary”
name (name of computer program and
routine) should be referenced in the
appendix.

f) In reports of qualitative research, a
statement should be included to the effect
that the research is based on a small,
geographically limited sample and that,
accordingly, the findings should be regarded
as hypotheses subject to confirmation. The
"tone" of the text reporting results should
reflect this limitation.

g) Sometimes a marketing research study
will produce findings which are internally
inconsistent or which are at odds with
external sources of information (e.g., sales,
what the client "knows"). A good marketing
research report points out that inconsistency
or discrepancy and seeks to explain it.

Appendix

The appendix should include copies of key
documents needed for a reader to understand
how the data were collected. In addition to
the technical appendix described earlier, the
report should include:

L Specimen copies of the screener,
questionnaire, show cards, rating boards, and
any other interviewer materials.

° Copies. of stimuli shown to respond-
ents (ads, concepts, etc.)

Public Release of Data

If the results of a study are released in whole
or in part to the public media (e.g.,
newspapers, magazines, TV networks, etc.),
certain minimal information should be
disclosed about the survey. This will include:

° The name of the research firm and
client.

] When interviewing was conducted.
& A description of the universe, the

sampling method, and how interviewing was
conducted (phone, door-to-door, etc.)

® If it is a probability sample, the size of
the sampling error for the total sample, plus
a statement that for subgroups the sampling
error would be larger. In addition, it should
be noted that the practical difficulties of
conducting a survey may introduce other
sources of error.

L If it is not a probability sample it is
inappropriate to state the sampling error
unless it is clearly stated that the results are
not necessarily projectable to the entire
universe.

CASRO Quality Research Guidelines 1993
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CASRO

Founded in 1975, the Council of American Survey Research Organizations is the
national trade association of commercial survey research companies located in the United
States, representing 160 firms. Our mission is to provide the environment and leadership
that will promote the profitable growth and best interests of those firms and other entities
engaged in the survey research industry.

council of american survey research organizations

Our purpose is to communicate, to educate, to protect, and to represent. We
communicate to ourselves, to the industry and to the public about the changing world of
research, keeping pace with the world around us. We educate ourselves, the industry and
the public because the changing world around us requires our attention and commitment to
understanding it and working within it. We protect the public's rights and privacy by
requiring a commitment to high standards from every firm.that joins our association.
CASRO's Code of Standards for Survey Research must be followed by all CASRO
members. And we represent what is best about the research industry: an uncompromising
commitment to ethics and professionalism, combined with the desire to know what opinions
and beliefs about products, services and people will shape and color our world.

CASRO works to fully serve our members, the industry and the public. Our
volunteer committees are:  Annual Conference, Educational & Professional Training,
Financial/Compensation Survey, Government Affairs, Intemational Relations, Membership
Services, Past Chairs Council, Publications, Public Relations, Standards, Survey Research
Quality, and Technology Forum. We have Business Practices Guidelines that address
business applications of the research process. We work with other inddstry associations to
improve the entire survey process. And we serve as a watchdog for any proposed changes
in govermment regulations or legisiation that could affect the research industry.

CASRO members include the biggest and the smallest; we're located from Maine to
Florida, from Washington to Texas, and from coast to coast; and our members specialize in
every kind of research. But one major common ground for all CASRO members is the
belief in the value and necessity of survey research in today's world.

CASRO Code of Standards for Survey Research (4/95)
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Introduction

This Code of ‘Standards for Survey Research sets forth the agreed upon rules of
ethical conduct for Survey Research Organizations. Acceptance of this Code is mandatory
for all CASRO Members.

The Code has been organized into sections describing the responsibilities of a
Survey Research Organization to Respondents, Clients and Outside Contractors and in

reporting study results.

This Code is not intended to be, nor should it be, an immutable document.
Circumstances may arise that are not covered by this Code or that may call for modification
of some aspect of this Code. The Standards' Committee and the Board of Directors of
CASRO will evaluate these circumstances as they arise and, if appropriate, revise the
Code. The Code, therefore, is a living document that seeks to be responsive to the
changing world of Survey Research. To continue to be contemporary, CASRO advocates
ongoing, ftwo-way communication with Members, Respondents, Clients, Outside
Contractors, Consultants and Interviewers.

(Please also refer to other CASRO Publications which may provide detail relevant to many
sections of the Code of Standards)

CASRO : Code of Standards for ey Research (4/

THE
GILMORE

G

ROUP



I. Responsibilities to Respondents

b. The identity of individual Respondents and Respondent-identifiable information
may be disclosed to other Survey Research Organizations whenever such organizations
are conducting different phases of a multi-stage study (e.g., a trend study). The initial
Research Company should confirm in writing that Respondent confidentiality will be
maintained in accordance with the Code.

c. In the case of research in which representatives of the Client or others are
present, such Client representatives and others should be asked not to disclose to anyone
not present the identity of individual Participants or other Participant-identifying information
except as needed to respond, with the Participant's prior specific approval, to any complaint
by one or more of the Participants conceming a product or service supplied by the Client.

3. The principle of Respondent confidentiality includes the following specific
applications or safeguards:

a. Survey Research Organizations' staff or personnel should not use or discuss
Respondent-identifiable data or information for other than legitimate intermal research
purposes.

b. The Survey Research Organization has the responsibility for insuring that
Subcontractors (Interviewers, Interviewing Services and Validation, Coding, and Tabulation
Organizations) and Consultants are aware of and agree to maintain and respect
Respondent confidentiality whenever the identity of Respondents or Respondent-
identifiable information is disclosed to such entities.

c. Before permitting Clients or others to have access to completed questionnaires in
circumstances other than those described above, Respondent names and other
Respondent-identifying information (e.g., telephone numbers) should be deleted.

d. Invisible identifiers on mail questionnaires that connect Respondent answers to
particular Respondents should not be used. Visible identification numbers may be used but
should be accompanied by an explanation that such identifiers are for control purposes
only and that Respondent confidentiality will not be compromised.

e. Any Survey Research Organization that receives from a Client or other entity
information that it knows or reasonably believes to be confidential, respondent identifiable
information should only use such information in accordance with the principles and
procedures described in this Code.

CASRO Code of Standards for Survey Research (4/95)
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l. Responsibilities to Respondents

b. Deceptive practices and misrepresentation, such as using research as a guise
for sales or solicitation purposes, are expressly prohibited.

c. Survey Research Organizations must respect the right of individuals to refuse to
be interviewed or to terminate an interview in progress. Techniques that infringe on these
rights should not be employed, but Survey Research Organizations may make reasonable
efforts to obtain an interview including: (1) explaining the purpose of the research project;
(2) providing a gift or monetary incentive adequate to elicit cooperation; and (3) re-
contacting an individual at a different time if the individual is unwilling or unable to
participate during the initial contact

d. Research Organizations are responsible for arranglng interviewing times that are
convenient for respondents.

e. Lengthy interviews can be a burden. Research Organizations are responsible for
weighing the research need against the length of the interview and Respondents must not
be enticed into an interview by a misrepresentation of the length of the interview.

f. Research Organizations are responsible for developing techniques to minimize
the discomfort or apprehension of Respondents and Interviewers when dealing with
sensitive subject matter. :

g. Electronic equupment (taping, recording, photographing) and one-way viewing
rooms may be used only with the full knowledge of Respondents.

CASRO Code of Standards for Survey Research (4/95)

Lk

ESEARCH
R(‘ROUP



Il. Responsibilities to Clients

6. For research findings obtained by the agency that are the property of the Client,
the Research Organization may make no public release or revelation of findings without
expressed, prior approval from the Client.

C. Bribery in any form and in any amount is unacceptable and is a violation of a Research
Organization's fundamental, ethical obligations. A Research Organization and/or its
principals, officers and employees should never give gifts to Clients in the form of cash. To
the extent permitted by applicable laws and regulations, a Research Organization may
provide nominal gifts to Clients and may entertain Clients, as long as the cost of such
entertainment is modest in amount and incidental in nature.

CASRO Code of Standards for Survey Research (4/95




lll. Responsibil.. s in Reporting to Clients ana ..1e Public

11. Estimates of the sampling error and of data should be shown when appropriate,
but when shown they should include reference to other possible sources of error so that a
misleading impression of accuracy or precision is not conveyed.

12. Statistical tables clearly labelled and identified as to questionnaire source,
including the number of raw cases forming the base for each cross-tabulation.

13. Copies of Interviewer instructions, validation results, code books, and other
important working papers. :
C. As a minimum, any general public release of survey findings should lnclude the
following information:

1. The sponsorship of the study.

2. A description of the purposes.

3. The sample description ar;ad size.

4. The dates of data collection.

5. The names of the research company conducting the study.

6. The exact wording of the questions.

7. Any other information that a lay person would need to make a reasonable
assessment of the reported findings.

D. A Survey Research Organization will seek agreements from Clients so that citations of
survey findings will be presented to the Research Organization for review and clearance as
to accuracy and proper interpretation prior to public release. A Research Organization will
advise Clients that if the survey findings publicly disclosed are incorrect, distorted, or
incomplete, in the Research Organization's opinion, the Research Organization reserves
the right to make its own release of any or all survey findings necessary to make
clarification.

CASRO Code of Standards for Survey Research (4/95)
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council of american survey research organizations CASRO

STANDARDS REGARDING
DISCLOSURE OF RESPONDENT - IDENTIFIABLE DATA TO CLIENTS

CASRO's Code of Standards for Survey Research provides specific guidelines to protect respondent
confidentiality. It reads in part:

Since individuals who are interviewed are the lifeblood of the survey research industry, it is essential
that survey research organizations be responsible for protecting from disclosure to third parties — including
clients and members of the public — the identity of individual respondents as well as Respondent - identifiable
information, unless the Respondent expressly requests or permits such disclosure.

The principle of confidentiality is qualified by the following exceptions: (1) to permit the client to
validate interviews and/or (2) to pemmit the client to determine an additional fact of analytical importance to the
study. '

Respondent - identifiable data may also be disclosed to clients so‘that they may analyze survey data
in combination with other respondent-level data such as intemal customer data, respondent-level data from
another survey, etc. It is understood that the information will be used for model building, intemal analysis, or
the like and not for individual marketing efforts.

To assure client compliance, the survey research organization must obtain written confirmation from
the client before releasing any data.

CLIENT AGREEMENT CLAUSE

The client agrees and assures that in consideration of the researcher disclosing respondent-identifiable
data to the client, the client will not disclose the data to any third party nor will the client use the data for any
purpose other than research.

Client Representative Signature Date Researcher Signature Date
Client Representative Name Researcher Name
Client Company Research Company
Research Project/Study:
Member

CASRO

As a CASRO member, we subscribe to the Code of Standards for Survey Research established by
the Council of American Survey Research Organizations.

CASRO Code of Standards for Survey Research (4/95)
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