Sampling in Qualitative and
Quantitative Research

A practical how-to
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A famous sampling mistake
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A famous sampling mistake

That’s Truman . L

They only asked rich, white
people with telephones
who’d they vote for.
Sadly, they published their
mistake
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Even with proper sampling...beware!

“...predicting behavior on the basis of
knowledge of attitude is a very hazardous
venture.” Meaning, predicting social
behavior is often misguided. Keep that in
mind!

1948 Votes in the Making—

A Preview

BY HELEN DINERMAN

Thit article it @ preview from the findings of the 1948 Elecrion Study, con-
ducted by Chicago, Columina, and Carnell Universities.
Eaely in 1948, Paul ¥, Laxarsfeld, Dermard  predicr the eleconn has sddod significance w

Rerehon, and Flmo C, Wilson, a1l of whom  the findings from his cooperative rmesech
dod beent direcly eoncerned with the clection  projece, sme of the peeliminary fiadings of

study comducsed in Lrie Comnty, Ohio, during
the 1940 peessleatial campaipn, decaded
repeat and elatorate that audy during the
1948 campmigs, and to formalate plam for 3
otineing study of votng beluvior, Accord.
ingly, a group of intorested spomons was
sscmbled, and & communiey sclected for aa
intonsive continaing analysis of the political

which are presented in this article.

In additon 10 the three esiverifies—
Chiago, Columida, and Cornell—which pars
ticipasnd in this study, the wonon inclade
the Anth-Defamation League, Columiia Droad-
cating Systerm, Elmo Roper, Standard ON
Company of New Jersey, the Elmira Star
Gazette, and Timee, Inc, The Hield work way

Jucred 1 | Public Opinion

thinking of & ssegde of the popul dureng
the period prior 10 and immediately following
the gresdential electons

The failure of the national polls correctly to

Resrsech, Toc,
The author i & maff member of Inserea.
tional Public Opioon Rescarch, Inc.

ON NOVEMEIR 3, 2 new national game was boen. Everyone was trying
to discover What Went Wrong with the Polls. One columnist played
the game by wondering how the pollsters would have come out if they
had “pressed one thingumajig instead of another.” All this contributed
to the fecling that polling and predicting elections on the basis of sur-
veys was a kind of magic, and that what went wrong with the polls on
November 2 was as unforeseeable as a bolt out of the blue.

actual situation bears very little, if any, similarity to this pic-
ture. happened on November 2 was merely a demonstration—a
very dramatic demonstration—of something most research people have
known for a long time; namely, that predicting dehavior on the basis
of knowledge of astitude is a very hazardous venture. It is all the more
hazardous to the extent that the attitude is complex and the knowledge
about it incomplete. And predicting votes merely on the basis of ex-
pressed vote intention and without reference to the social conditions in
which the expression occurs is not only hazardous but is also contrary
to social science methodology.




What exactly IS a "sample™?




What exactly IS a "sample”
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A subset of the populatlon, selected by o
either “probability” or “non-probability”
methods. If you have a “probability
sample” you simply know the likelihood

of any member of the population being
included (not necessarily that it is -"1

*‘
“random.” *
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What do quant researchers worry
about?

/I really spend a lot W - ~

\ . .
| want to know what of time wondering | want to make sure

causes something how to measure (I wonder how small others can repeat
patterns generalize to big | my findings.

else. things.
WW patterns. 7 /
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Assumptions of quantitative
sampling

-

We want to generalize to the
population.

7 )

Random events are predictable

TN,

We can compare random events Therefore...
to our results.

\_ 4 )
Probability sampling is the best
approach.

A\ /
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What do qual researchers worry
about?

| want to see the
world through the
eyes of my

respondent \/_/

4 .
N | want to describe
the context in a lot /~,

of detail.

W

4 N

| want to show how

social change occurs. I’'m | to be flexible and
interested in how things | able to change.

J

come to be.

4 lreally want my
research approach

A

=
1
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Assumptions of qualitative

-

\

Social actors are not predictable
like objects.

sampling

-

Randomized events are irrelevant

to social life. =
\ /

~

Vs

and inefficient.
-

Probability sampling is expensiv

pY

Therefore...

4 )

Non-probability sampling is the
best approach.

\ J
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Types of samples

Simple
Random

Probability samples

Systematic
Random

Stratified

Multi-stage
Cluster

Con-
venience

Non-probability samples

Snowball

Quota

Theoretical
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Simple Random Sample

1. Get a list or “sampling frame”

a. This is the hard part! It must not
systematically exclude anyone.

b. Remember the famous sampling mistake?
2. Generate random numbers
3. Select one person per random number
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Systematic Random Sample

1. Select a random number, which will be
known as k

2. Get a list of people, or observe a flow of
people (e.q., pedestrians on a corner)
3. Select every kthperson

a. Careful that there is no systematic rhythm to
the flow or list of people.

b. If every 4t person on the list is, say, “rich” or
“senior’ or some other consistent

pattern’ aVOId thls methOd G Copernicus Consulting



Stratiflied Random Sample

. Separate your population into groups or
“strata”

. Do either a simple random sample or
systematic random sample from there

a. Note you must know easily what the “strata”
are before attempting this

b. If your sampling frame is sorted
by, say, school district, then you're able to

use this method
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Multi-stage Cluster Sample

. Get a list of “clusters,” e.g., branches of a

company

. Randomly sample clusters from that list
. Have a list of, say, 10 branches
. Randomly sample people within those

branches
a. This method is complex and expensive!
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The Convenience Sample

1. Find some people that are easy to find
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The Snowball Sample

1. Find a few people that are relevant to
your topic.

2. Ask them to refer you to more of them.
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The Quota Sample

. Determine what the population looks
like In terms of specific qualities.

. Create “quotas” based on those
gualities.

. Select people for each quota.
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The Theoretical Sample

General
research
questions

Sample
based on

those
ideas

T——

Collect
relevant
data

1

Hit
saturation

D — ——

Generate

specific
hypo-
theses

Begin
quant

research

Recruit
random
sample

Concept-
Interpret ual and Write up
data | | theoretical findings
work
‘ ]
.
Collection Tlght'e'r
of more |<--- spgcsfs-
date cation of
question
— N—
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What about generalizing?

a N O N

“Our findings have a margin of “The average man is 35% more
error of + or - 4%, 19 times out likely to choose this option
of 20 over the average woman.”

\ NG /
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Proviso In non-probability
sampling: no generalizing
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Ethnographers sample...

People J [ Places J [ Contexts ]
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Interviewers sample...

People J [ Places J




Content analysts sample...

B N




How many?

 Qualitative researchers seek “saturation”

— “How many” isn’t the issue. Do you understand the
phenomenon? Have you learned enough?

— Mere numbers are irrelevant. You want “verstehn” or deep
understanding
« Quantitative researchers seek statistical validity

— Can you safely generalize to the population? Have you
systematically excluded anyone? (See the “famous sampling
mistake”!)
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Improving Response Rates

* Personalize the invitation
» Offer money -- no strings attached!
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