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 ODbfuscating the data collection
Process

 Focusing on treating the symptoms

 Masking the problem through data
cleaning

We’ve made this bed by...
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Data should be
clean
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Data should be
real
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Data should be
representative
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Data should be
reliable



when trust in
survey research
IS so low?




What’s the
COSt?
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How would you
like to waste
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your money
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LOI: 12 min LOI: 10 min

N: 500 N: 500

OE: 3 OE: 3

CPI: $5 CPI: $10
Complexity: Low Complexity: High

Removals: 20% Removals: 30%



o Sample
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B2C: $250

B2B: $750




Field Mgmt

™

B2C: $115
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B2C: $225

$340

B2B:




Missed Deadline

Refielding
Bonus:
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How would you like to waste your money?

a) Sample

b) Field management
c) Data cleaning

d) Refielding

e) All of the above



Sample: $250

—ield Mgmt: $115
Data Cleaning: $225
Refielding: $70

Waste: $660

Sample: $750

Field Mgmt: $230
Data Cleaning: $340
Refielding: $145

Waste: $1465
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You’ve reached
the boss
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The real cost IS
l0SINg a project
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The real cost IS
losing a client




O

What should
you do?
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| ead the
discussion
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| ead with your
guality program



Craft an effective data quality playbook Q‘)

v Employ best-in-class tech

v Address fraud threats comprehensively
v' Be selective with supply

v Account for the whole project lifecycle
v Educate yourselves and your clients

v Employ best-in-class humans
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