APPENDIX D
Face to Face Public Opinion Survey: Fieldwork Methodology - Sampling and Recruitment techniques 

(supplied by BMRB polling organisation)

The sampling technique we have developed and refined over many years is a tightly controlled form of random location sampling (random locale).  This technique is used on the majority of BMRB’s random location surveys, and provides nationally representative samples at a fraction of the cost of random probability surveys.

Random location is a single-stage sample design, taking as its universe Sample Units, a bespoke amalgamation of Output Areas (OA’s – the basic building block used for output from the 2001 Census) in Great Britain.  Sample Units have an average size of 300 households and this is subject to far less variation than was with the case with EDs (Enumeration Districts).  OA’s are grouped into Sample Units by CACI within ward and taking account of their ACORN characteristics. 

The use of ACORN ensures all types of area are fully represented and that selection of respondents is largely taken out of the hands of the interviewers.  In conventional quota sampling interviewers are given quotas to fill, usually from specified administration areas.  When, for example, an interviewer is asked to complete a quota of AB respondents she will tend to go to a part of the district where she knows such individuals to be available.  AB individuals living in mixed social class areas will have little chance of inclusion.  A significant proportion of the population lives in mixed social class areas so this can lead to bias.  On BMRB Face to Face Omnibus the interviewer is required to draw respondents from a small set of homogenous streets, selected with probability proportional to population after stratification by ACORN characteristics and region.  

Likelihood of being at home and so available for interview is the only variable not controlled.  Quotas are therefore set to control this element – age and working status within sex - giving a near to random sample of individuals within an SU.  

Often companies’ over-issue addresses in order to achieve the required strike rate within the tight timetable and this can lead to distortions in the final balance of sample achieved.  Typically we use 235 sampling units (sampling points) per survey.

Precise sampling units of addresses combined with control of quotas affecting likelihood of being at home produces a sample profile that is similar to that achieved on The National Readership Survey (which uses random probability sampling) after four call-backs.  Only a limited amount of corrective weighting is therefore needed to adjust the final results on our omnibus survey so that they are in line with the national demographic profile.

Quality Control

1) Interview length

In order to prevent respondent fatigue which can impact on data quality we impose strict controls on the questionnaire length.  The overall interview length is a maximum of thirty five minutes (comprising 27½ minutes of client questions and 7½ minutes of detailed classification information).  We also place restrictions on the length of individual questionnaire sections that are asked of varying sample sizes.  

Less than 10% - 3 minutes

10-25% - 5 minutes

25-50% - 7 minutes

More than 50% - 10 minutes

By doing this we maintain the overall balance of the interview and hence achieve a sample profile which closely matches that of the overall population.

2) Fieldwork

The operational aspects of a Face-to-Face project (including fieldwork and data preparation) are handled by Kantar Operations.  Kantar Operations was formed in April 2004 from the merger of the operations capabilities of BMRB, Research International, Millward Brown and BPRI – all ‘Kantar’ research companies.  Kantar Operations exists to provide all Kantar’s U.K companies with access to the best operations capabilities across a wide variety of techniques and approaches spanning the whole quantitative process.

The panel consists of c.600 CAPI interviewers and 30 supervisors, giving coverage of   all areas of the country. New recruits undergo a thorough three and a half day training programme, covering CAPI skills as well as the traditional interviewer training.

BMRB has always given fieldwork the highest priority since poor data collection undermines the value of the research undertaken.  We are founder members of the market research industry’s Interviewer Quality Control Scheme (IQCS) as well as being a member of the Market Research Society (MRS) Interviewer Identity Card Scheme.

The fieldwork operation is run through a management system unique within the industry.  It is directed and controlled by a Head Office department in London, comprising 20 full-time staff.  In addition, an interviewer control centre in Manchester is responsible for the control and supervision of the interviewing panel which covers the whole of the U.K.  This office-based system allows tight control of the fieldwork operation.

The standard fieldwork quality controls include:

· Giving all interviewers 3.5 days training, including the use of multi media CAPI.

· Personal accompaniment/appraisals at least twice a year 

· Call-backs on 10% of interviews to check validity and accuracy

· Regular feedback on performance via formal reviews to all interviewers

We operate to ISO 20252 Quality standards and to ISO9001:2000, although Kantar Operations is now working towards its own accreditation, independent of that held by BMRB.

4. The internet panel respondents are incentivised to take part in the surveys by the online panel provider. We use Lightspeed Research who are also part of the WPP group. Panellist incentives vary dependent on the length of the interview, and may vary from 50 pence to £1 per interview. These are accrued by the respondent and paid in the form of high street vouchers. 

5. All data on all of the surveys is entirely anonymous.

6. All GB omnibus surveys are carried out in English only.

7. The respondents are not told how their responses will be used, but are re-assured that they will not be identifiable.

8. BMRB is a member of the British Market Research Association (BMRA). All research projects conducted by BMRB conform to the Code of Conduct of the Market Research Society (MRS) and the ICC/ESOMAR International Code of Marketing and Social Research practice. BMRB has gained BS EN ISO 9001: 2000 accreditations and, following a successful British Standards Institute assessment for ISO 20252 - the international Quality specification for Organisations providing Market Research, BMRB achieved MRQSA (Market Research Quality Standards Association) registration in May 2007. 

All executives working in the team are members of the Market Research Society and are therefore bound by its Code.  MRS and ESOMAR Codes of Conduct are followed.

BMRB is bound by the Association of Market survey Organisations Code.  This is effectively the same as the MRS Code but is aimed at companies rather than individuals.  BMRB also complies with the Data Protection Act 1998. 
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