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Respondent Sample Quality

 Opportunity first brought to MASB by 

 Allen Whitehouse, Head of Insights at The Kraft Heinz Company

 Mary Beth Weber, Executive Vice President at Sigma Validation 

 Invited to participate in an industry consortium on sample quality

 Create “Pillars of Quality” that potentially extend existing standards

 March meeting in New York at Willkie Farr & Gallagher LLP

 Issue also arose in issues discussion at last Forbes MASB event 

signaling wide interest in topic

 Our Emerging Issues Task Force (EITF) is gathering feedback on role 

MASB should play in this space
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Panel

 Purpose

Understand current practices & challenges

 Process

Member and guest panel discussion

 Outcome

Input for MASB EITF
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Today’s Panelists

Frank Findley

(Standards)

Art Klein

(Research Providers)

Courtney Williams

(Sample Marketplace Technology)

Paul Donato

(Research Practitioners)
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Discussion Guide

 How is fragmentation in device usage impacting sampling 

practices?

 One of the largest concerns is that “convenience sample” is 

leading to erroneous conclusions; especially for Artificial 
Intelligence and Big Data apps where respondents are 

primarily existing brand users.  How can this be addressed?

 Is “random sampling” dead?  Do we need to establish new 

methods and standards for respondent recruitment?
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Discussion Excerpts

Frank: We’re looking to create pillars of quality that potentially extend the existing standards. There 

are existing standards for sampling practices, but there is growing sentiment that they are not 

substantial enough for modern day.

How is fragmentation in device usage impacting sampling practices?

Paul: Digital advertising is a $75 billion a year business, 50 percent is mobile, and 50 percent falls to 

two companies, Facebook and Google. I don’t hear anything about quality of sampling in digital 

advertising. We’re living in a world where every day there is more and more machine data available, 

and the role of sample quality, the role of panels, is going to be to clean, fix, address, conform that 

machine-level data so that it is actually reflective of the whole population. A panel can be used to 

model behavior that isn’t available to machine data.

Courtney: “Our industry has done a traditionally poor job of being up to speed with technology, I 

would suggest, but technology makes it easier to meet people where they want to take surveys, 

where they want to give their opinion. We need to do everything we can to embrace technology, 

improve, and streamline it to make it easier for people to tell us what they think.
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Excerpts (continued)

Art Klein: The problem is that the device can affect the survey itself. Survey results can vary from device to 

device and from time to time. A survey itself is not equal across devices. You have to consider whether a 

survey is truly optimized for mobile or is it just doable on mobile, whether you want mobile people in the 

sample or you don’t, or whether the survey is strictly mobile. My clients look to me for those answers. A lot of 

companies are ultimately not delivering quality samples.

One major concern is that “convenience sample” is leading to erroneous conclusions; especially for AI and 
Big Data apps where respondents are primarily existing brand users. How can this be addressed?

Courtney: “Your screeners are very important; how we write a screener to bring people in to take a survey 

instrument and qualify them as who you specifically want to interview in that environment in a way that’s not 

'leading' is very important as well. As we advance in our understanding of leveraging technology and as 

Artificial Intelligence gets smarter, more solutions will also become available. The responsibility for what a 

sample frame looks like absolutely falls to the researcher. If not, there must be agreement on a project basis 

as to who’s responsible so there’s no confusion.

Art: It really comes down to research and the insights person who is at the company making decisions on 

what sample frame they should be using. As a researcher, it’s my responsibility to deliver a quality sample. 

Most of my clients don’t even ask about it.



©2018 MASB    8

Excerpts (continued)

Paul: It’s the research company’s responsibility to make sure the data is properly curated. One of the top five 

concerns in the industry right now is the contract between targeting and brand building. There is a huge 

concern among marketers that we’re doing so much targeting that we’re not doing anything to build the brand 

in the future.

Is “random sampling” dead? Do we need to establish new methods and standards for respondent recruitment?

Art: It was never alive. It never really existed. The true random sample was always cost prohibitive and could 

never be done in the normal course of every day research – and it’s unnecessary and inappropriate for 99 

percent of the work that we do. In the daily research that we do, we’re going after target populations, and 

we’re looking for the best, most representative way to bring people into that survey. You have to have a trusted 

research partner that knows what to ask and what to do – and notices the differences between particular 

patterns.

Paul: I think it’s a ‘fit for use’ issue. If you’re taking a sample to model out the biases of a larger, machine-level 

data set, then your true sector validation sample, which is used to model out demographics, has to be 

representative. On the other hand, there are sometimes when a sizable panel performs better than a high 

probability online sample.
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Thank-you!                                                     


