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he Problem

Fraud in opt-in survey data
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THE PROBLEM : RISKS OF OPT-IN SURVEY SAMPLING AmeriSpeak

Risks of Opt-in Survey Sampling
% Pew Research Center

Sometimes called opt-in,

convenience sampling, or non- Online opt-in polls can produce
probability surveys, whatever you misleading results, especially for
pall it, often leads to a.dqta quality young people and Hispanic adults
Issues that can result in inaccurate

results.

Greenbook

The Rising Issue of Bad Data in
Online Surveys: Causes and
Contributing Factors




THE PROBLEM : RISKS OF OPT-IN SURVEY SAMPLING AmeriSpeak
e

TY, PRIVACY, AND ETHIC February 25, 2025

Truth To Be ToId Five Realities
About Online Sample That
Compromise Data Quality

C¢ Greenbook

« Limited Participant Validation Within Online Panels Presents a Significant Challenge
to Ensuring Unique and Authentic Respondents

« Most Panels Rely on a Self-Selection Model With No Limits on Respondent
Participation

« The Majority of Suppliers Blend Sample From Multiple Sources, Even Those Touting
Their Proprietary Panels

 Fraud Easily Blends Into Your Data

« Marketing Materials Often Misrepresent the Supplier's Actual Capabilities, Including
Quality, Panel Size, and Profiling Information



RESEARCH OPPORTUNITY :

The Advertising Research Foundation (ARF)

Foundations for Quality study.
17 U.S. Nonprobability panel providers.

Benchmark questions asked to assess
Nonprobability accuracy.

Results: Wide variation across panels in the
survey estimates.

THE NONPROBABILITY CANARY IN THE COALMINE

Ameriﬁpeak

Comparison of Smoking Prevalence;
Benchmark vs. 17 Opt-In Panels

Benchmark
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Buying a single company stock usually provides a safer return than a stock
mutual fund? (Percent False)

. . Opt-In point estimate
Point Estimates Opt-In _ 66.6% 20% lower than the
benchmark
TrueNorth well within
benchmark

Benchmark: SCF 2016 50.0% 55.0% 60.0% 65.0% 70.0% 75.0% 80.0%
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Buying a single company stock usually provides a safer return than a stock
mutual fund? (Percent False)

Opt-In purchase rate
AmeriSpeak

Average Absolute Error

Conventional weighting
Weighted Opt-In Error _ 11.9% has little impact on
closing gap

With TrueNorth, Opt-In
TrueNorth Error I 0.6% purchase rate less than
1 pp higher

Benchmark: SCF 2016 0.0% 4.0% 8.0% 12.0% 16.0%
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How likely are you to purchase a new car or light truck in the
next 12 months?

Point Estimates senctmr || - -

on Car Purchase

Opt-In point estimate
benchmark
TrueNorth within
benchmark

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%
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How likely are you to purchase a new car or light truck in the
next 12 months?

Opt-In purchase rate
Average Absolute Unweighted Opt-In Error _ 14.3% ’1\2 pp'ls1pighel'=<r, cp. to
meriSpea
Error Across
All Items on

Conventional weighting
Weighted Opt-In Error 13.3% has little impact on
Cal’ PUFChaSG 9 P _ closing gapp

With TrueNorth,
TrueNorth Error - 2.8% Opt-In purchase rate

only 2-3 pp higher

0.0% 5.0% 10.0% 15.0% 20.0%



Rethinking

Part of the solution?

Probability

Panels
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PROBABILITY PANELS : WHAT IS A PROBABILITY PANEL?

Probability panels: A refresher

Key Features

© Random Selection: Participants are chosen
randomly, minimizing bias and enhancing
the accuracy of the data.

© Representative Sample: The panel
reflects the diversity of the population,
providing reliable insights into public
opinion and behavior.

© High Data Quality: The rigorous selection
process ensures high-quality, reliable data.

AmeriSpeak
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%{é Pew Research Center

Comparing Two Types of Online
Survey Samples

Opt-in samples are about half as accurate as probability-
based panels

Larger errors on online opt-in samples, especially for
18- to 29-year-olds and Hispanic adults

\verage absolute error on benchmark variables

Opt-in samples

All aduits 26 @ ®ss
Ages 18-29 .6 @ @112
Hispanic .6 @ : : @108

Public Opinion Quarterly

Apples to Oranges or Gala versus Golden Delicious?
Comparing Data Quality of Nonprobability Internet

Samples to Low Response Rate Probability Samples
David Dutwin, Trent D. Buskirk  Author Notes
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PROBABILITY PANELS : HOW PROBABILITY DIFFERS FROM OPT-IN SURVEYS

How Probability Differs from Opt-in Surveys

Opt-in Sampling

Pros:
@ Fastand Cheap
@ Niche Targeting

Cons:

@ Greater Variance of Estimates, thus
® Inconsistent Results

® Unknown Bias

AmeriSpeak
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Probability Sampling

Pros:

@ Accuracy and Representativeness
@ Minimizes Bias

@ Generalizability

@ Statistical Rigor

Cons:
® Costand Time
® Declining Response Rates

13



PROBABILITY PANELS : UNDERSTANDING PROFESSIONAL RESPONDENTS IN NONPROBABILITY PANELS AmeriSpeak 14

Surveys taken in the past 30 days by panel type

Survey Taking Frequency B AmeriSpeak® (probability panel) 1 Non-probability panel
Differences Between 3000
Probability and 2500
Nonprobability Panelists £ o0
Ei 1500
Case4Quality Study: 3% E 1000

heaviest users do 20% of -
all surveys; 40% of all are
completing 100 surveys
daily.

- B
5-8 912 13+

Count of Surveys Taken

Slide 10: Question: “How many surveys have you completed in the past 30 days?”
Source: The survey was administered in 2022 to 3,331 AmeriSpeak® probability panelists and 5,855 nonprobability panelists.



RESARCH FINDINGS : UNDERSTANDING PROFESSIONAL RESPONDENTS IN NONPROBABILITY PANELS AmeriSpeak

S

Multiple Panel Membership Differences
Between Probability and Nonprobability Panelists

Average number of panel memberships by panel type

5

A
ﬂ
B
44
Q
5 2
T 1.3
£
Z

0

AmeriSpeak® Tourangeau et al. 2013 Gittelman and Trimarchi 2009
(probability panel) (non-probability panel) (non-probability panel)

Panel type
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HOW WE'RE ADDRESSING THESE ISSUES :

Non-response follow-
up recruitment builds a
more accurate and
representative
composition, capturing
a wider range of
participants who might
otherwise be missed

°
B &
Recruitment

Profile Survey
Web, Phone

i

NON-RESPONSE FOLLOW-UP RECRUITMENT AmeriSpeak

NORC National Frame

'
{#} Invited Sample {§}
v
FECHAN

Initial Recruitment
Postcards, Recruitment Package, Telephone

\
) >
Random Not
s d Non-Responders Selection - Gl
4—

.

Active for
Client Surveys
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Non-Response

¢
Follow-Up ’
* Face-to-Face Interviewing
» FedEx or Priority Mailing &

* Enhanced Incentive




f Opt-In is not to be trusted, and
Probability is too expensive and too slow,
what is/are the solution(s)?
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Probably Leveraging:
Use-Cases where probably makes sense

Ameri:Speak



HOW WE'RE ADDRESSING THESE ISSUES : OUR SOLUTIONS AmeriSpeak 19

AmeriSpeak

OMNIBUS

Fastest and least expensive general population probability research available
» Access AmeriSpeak panel quality

* Runs two-four times monthly

» Four-day survey fields, 1,000 interviews

« Roughly $1 per question per interview

» Ask three questions, get 30 back



HOW WE'RE ADDRESSING THESE ISSUES : OUR SOLUTIONS AmeriSpeak 20

ATrueNorth

Leverage some probability data to model and reduce bias in the opt-in samples
« Conduct 25% in AmeriSpeak, 75% in opt-in
* Results in a reduction of 50-70% of bias

« Lowers variance of bias substantially...the more biased the answer the more
TrueNorth reduces it.

* Yes, more expensive than 100% opt-in and a longer field...but a reasonable
compromise



HOW WE'RE ADDRESSING THESE ISSUES : OUR SOLUTIONS AmeriSpeak 21
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Benchmarking and Calibration

Use a single probability survey to benchmark all of your opt-in surveys

 Field a benchmark survey (omnibus or custom)

« Weighting protocols developed to apply to every opt-in survey fielded afterward

» Allow “business as usual” but with a substantial increase in quality



HOW WE'RE ADDRESSING THESE ISSUES : OUR SOLUTIONS AmeriSpeak 22
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Qualitative
Recruiting from a Representative Sample
« Panelists are “light use” qualitative respondents

 Profiling at panel recruitment minimizes screener falsification



HOW WE'RE ADDRESSING THESE ISSUES : OUR SOLUTIONS AmeriSpeak 23
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Benchmarking and Calibration for Al (in development)

Expand the training data for synthetic data by incorporating data generated from high
quality NORC surveys, including 10 years of AmeriSpeak data, the General Social
Survey and other datasets



Questions?
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Thank you. s

Executive Director, AmeriSpeak

Get Your Research Right
—_—
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