WORLD

ESOMAR Research World Article

ETHNIC AND CULTURAL SURVEYS

Challenges and best practice

By Leendert de Voogd

Published by ESOMAR: December 2007

First presented in: Research World

Copyright © ESOMAR 2007. All rights reserved.

ISSN: 1567-3073

\

gyzf/%?/éﬂy g@
Dom ”///// 7%%,
Yoo 4%/ %zﬁ/é A

V&
N

\

\\

Al

\

NN
N\
\\\\\\\“‘\
N
O

N

N

RESEARCH

www.esomar.org



WORLD

ESOMAR Research World Article

ABOUT ESOMAR
ESOMAR is the world organisation for enabling better research into markets, consumers and societies.

With over 4,500 members in 100 countries, ESOMAR's aim is to promote the value of market and opinion research in
illuminating real issues and bringing about effective decision-making.

To facilitate this ongoing dialogue, ESOMAR creates and manages a comprehensive programme of industry-specific
and thematic conferences, publications and communications as well as actively advocating self-regulation and the
worldwide code of practice.

ESOMAR was founded in 1948.

ABOUT ESOMAR MEMBERSHIP

ESOMAR is open to everyone, all over the world, who believes that high quality research improves the way businesses
make decisions. Our members are active in a wide range of industries and come from a variety of professional
backgrounds, including research, marketing, advertising and media.

ESOMAR members, as well as their company contact details, are listed in the ESOMAR Directory of Members.
Members agree to abide by the ICC/ESOMAR International Code of Marketing and Social Research Practice, which has
been jointly drafted by ESOMAR and the International Chamber of Commerce and is endorsed by the major national
professional bodies around the world.

Membership benefits include the right to be listed in the ESOMAR Directory of Research Organisations and exclusive
use of the ESOMAR Membership Mark. Registration to all ESOMAR events, including the Annual Congress, is available
at preferential Members' rates as well.

Members can also access a range of publications (either free of charge or at a preferential rate) and receive a
complimentary subscription to Research World - the only magazine for market research professionals worldwide to
provide news and views from all industry sectors.

Full details on latest benefits and application are available online at www.esomar.org.
CONTACT US

ESOMAR
Vondelstraat 172
1054 GV Amsterdam
The Netherlands

Tel.: +31 20 589 7800

Email: customerservice@esomar.org
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ETHNIC AND CULTURAL SURVEYS

By Leendert de Voogd

What are the challenges in conducting surveys on
ethnicity and religion?

Private companies and public institutions increasingly
want research programs that focus on ethnic and
religious minorities. Companies want to tailor their
offer to specific target groups and institutions aim

to combat discrimination although some politicians
do not rule out socalled ‘positive” discrimination for
minorities.

Identifying people within a specific ethnic or
religious group is not easy. We normally have three
classifications: immigrants, ethnic minorities and
religious minorities. These terms may be defined and
interpreted differently depending on the language
and country involved, which is why it is crucial for
the research industry to agree on unambiguous and
globally valid definitions. The work of the EU Agency
for Fundamental Rights (FRA) could be helpful in
this respect (see http://fra.europa.eu/fra/index.
php?fuseaction=content.dsp_cat_cont ent&catid=43a
80527705€e6).

A priori

Different methods can be used to identify people
within a minority group.

‘A priori targeting’ methods involve identifying a
specific group before going on the field. For instance
the onomastic method, often used in Germany,
involves scanning telephone directories for names
known to be typical of a certain ethnic group. This
however would be prohibited in France, where it

is forbidden by the CNIL (Commission Nationale de
l'Informatique et des Libertés) to build lists of people

who are assumed to belong to a specific ethnic
group, without their prior permission. Moreover,
onomastic methods introduce a sample bias as they
exclude mixed families where the father is not from
the targeted population and it is difficult to include the
second generation.

Another ‘a priori targeting’ approach would be to
concentrate interviews in areas known to have a high
proportion of relevant minorities. This method might
be practical but the specific nature of the interview
setting can impact socio-demographic characteristics
and responses to certain questions.

‘Facies’ targeting, through face-to-face data collection,
enables interviewers to recruit respondents based

on their physical attributes, how they are dressed

or religious symbols they wear, but this is allowed in
some countries and forbidden in others.

Thirdly, there is the ‘self-identification” method
whereby potential respondents identify themselves
as belonging to one or more of the target groups.
Although probably the most expensive approach,
this is certainly the least questionable as the decision
stays with the respondent but then the penetration
rate must be sufficiently high to justify the cost.

Inadequate

The choice of sampling approach depends on how
much information about the target population is
available. Desk research indicates that this is often
inadequately documented by official or reliable data
sources.

According to FRA, “There is great variety within the
EU in the degree to which a Member State’s census

Copyright © ESOMAR 2007



Reaearch World December 2007

or national population register is useful for identifying
racial/ethnic inequality.... In the UK a question on
ethnic background has formed part of the official
census since 1991. In other countries their official
population data registers whether the individual's
parents were born abroad, thus making possible the
identification of second generation immigrants, but no
more than this.

In most of the ten new Member States which joined
the EU in 2004 there is a question on ‘nationality’
which is understood more in ethnic terms than in
terms of citizenship, and can be used to identify
members of long-standing ethnic or national
minorities within a country’s borders (for example,
Hungarians in Slovakia, Hungarians in Romania, etc.).
However, these are incapable of identifying more
recent immigrant groups.

“Most of the remaining countries ask only about
citizenship and place of birth. This means that in most
EU countries official data are of limited use for the
purpose of identifying groups exposed to racial/ethnic
discrimination, and evaluating measures against

it, and are of even more limited use for providing
comparability between Member States.”

Face-to-face

Given this context, quota sampling is not relevant

in many countries. Two expensive options remain:
random digit dialling for the recruitment phase
followed by focused enumeration, and random route
cluster sampling.

In the first case, respondents are screened using
CATI and asked to say whether they consider that
they belong to a specific group. They are then

invited to participate in an interview. Face-to-face

Is preferable as it reassures respondents who will
give better responses on sensitive topics such as
voting questions and in some countries, working
with interviewers of the same origin can facilitate
contacts. After the interview, they are asked to
indicate whether any of their acquaintances are from
the same group based on clear criteria. However, the
reliability and representativeness of this approach

could be open to question because of declining land
line telephone penetration rates in many locations.

If we have enough information about the target
population in terms of relative share and geographical
spread, random route cluster sampling is another
possibility and this, according to the FRA, can be

one of the most efficient and reliable ways to sample
minority ethnic groups.

Are some questions taboo? In theory no, providing
they are unbiased and meaningful. Respondents can
always refuse to answer guestions they think are
too personal or sensitive. However, questions about
religion or politics cannot be asked in many places,
and in China and some Middle Eastern countries for
instance, public authorities must give prior approval
to the questionnaire and/or study results. As this is
time-consuming and can jeopardise the research
programme, it should always be considered in

a proposal in response to a specific request for
quotation.

Cautious

This kind of research requires a lot of care and
there is a wide variation between countries on

the existence and reliability of national data about
minorities and immigrants. National laws also vary
widely making it difficult to find a homogeneous
approach for international research. This means we
need to be very cautious when conducting this type
of research and even more so when it comes to
multicountry projects.

An ethical approach is absolutely necessary and

it is essential that we advise our clients on what

Is possible and what are the limitations of difficult
research programmes taking into account the national
context, specific legislation and the lack of available
information about certain target groups. Sometimes

it is better to not to go ahead with a project that will
jeopardise the client’s reputation and ours. ®

Leendert de Voogd is global head of TNS
- Political & Social
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modified, transmitted or made available in any form or by any means, electronic, mechanical, photocopying
or otherwise, unless otherwise agreed with ESOMAR.

In spite of careful preparation and editing, this publication may contain errors and imperfections. Authors,
editors and ESOMAR do not accept any responsibility for the consequences that may arise as a result
thereof. The views expressed by the authors in this publication do not necessarily represent the views of
ESOMAR.

By the mere offering of any material to ESOMAR in order to be published, the author thereby guarantees:

J that the author - in line with the ICC/ESOMAR International Code of Marketing and Social
Research Practice - has obtained permission from clients and/or third parties to present and publish
the information contained in the material offered to ESOMAR:

. that the material offered to ESOMAR does not infringe on any right of any third party; and

. that the author shall defend ESOMAR and hold ESOMAR harmless from any claim of any
third party based upon the publication by ESOMAR of the offered material.
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