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PREFACE

1. Abstract

The aim of this research is to discuss how to ameedn a effective way survey response
and retention rates in online panels, a burningeisshich can be viewed as a marketing
problem in the social sciences.

The study was carried out within the PAADEL projéeanel on Agriculture food And
Demographic Evaluating Lombardy) supervised by ésedr Silvia Biffignandi
Director of the Centre for Statistical Analyses &wvey Interviewing at the University
of Bergamo (Italy).

The author is well-aware of the social networksdajse in the web context and of the
related huge potential that can be exploited féormation purposes especially in the
marketing domain. So he firstly considers the théehind the methods for motivating
people to participate in a survey, to respond ancdetain for the full duration of a

study. Then three hypotheses are formulated anelt@s order to investigate the effects

of combined strategies on participation and abiniti

So by means of a web-based panel experiment tleanas draws the attention to
empirical evidence of phenomena that could be déeuldn order to increase survey
response and panel retention rates, namely themdspt tendency to lie and the trend

of his trust in the inquirers.

Anyway, in order to enhance the construct validityguantitative experiment and a

qualitative research are integrated in a mixed @ggr design.

The findings suggest that the trend of dropoutesker when the relationship with the
inquirers is framed as based on something likeprecity than when it isn't.

Furthermore increasing tendency to lie in comptetire questionnaire and diminishing
declared trust in survey authors and sponsors $eenork as effective predictors of
dropouts and non-responses in following experinveaves. And so two indices are



proposed that can help panel managers to moniwrwifingness to respond: the
Pinocchio Ratio and the Candide Ratio.

In short the research implies that stressing thgrecity features of relationship can’t
increase survey response but can reduce pandioatin web-based studies. Moreover
it points out that the more respondents tend tdhie less they are willing to participate
in following panel waves. Furthermore the less irgms enjoy the trust of people under
investigations in social sciences, the more patsetise likely to drop out and to non-

respond.

Nevertheless this study with the reported onlinpeexnent is not without limitations:

on the one hand having recourse to all the memifeassub-population and not to a
probability sample of the overall population mayaken the chance of generalize the
findings. On the other hand using different amoohtquestionnaires and diverse

intervals between waves and reminders could afffrctesults.

The main practical implication for marketing resgaand social sciences investigations
at-large lies in the remark that reciprocity franeekvused as incentive doesn’t seem to
be very effective in increasing response rate @&-ttme survey: therefore spending on
implementation could be deemed unnecessary to dah® contrary, in panels where
the relationship with the inquirers is framed asdahon reciprocity something happens.
So it's worthwhile considering the possibility efserting in online questionnaires some
items that can provide answers which work as ptedicof future dropouts or non-

responses. These items enable inquirers to monitlingness to respond through the
proposed indices and allow panel managers to ietervpromptly in order to limit

attrition.

The originality and the value of the study comerfrthe choice made by the author of
collecting and processing a large e-mails data lthak represents an overall sub-
population with some descriptive characteristicdl ik@own. In fact the previous
knowledge of some respondent’s socio-demograplpecs enabled an easier analysis
of lies which was added to the estimate of declanest: that allowed the construction
of the two indices working as predictors, namely Binocchio Ratio and the Candide

Ratio.



2. Worldview (larger philosophical ideas espousedytthe author)

The author makes explicit his pragmatic worldvi€dhérryholmes, 1992). This general
orientation arises out of actions, rather than @dent conditions (Creswell, 2009,
p.10) as in post-positivism. The matter of concerrwhat actually works, a viable

solution to a problem. In this worldview researclsefree to choose the methods, the
techniques, and the procedures that best meet rmeetipurposes. The strategies of

inquiry naturally favoured are mixed-methods.

3. Keywords

Candide Ratio, Framing, incentives, panel attritiimocchio Ratio, reciprocity, survey

response, questionnaire, web panels.



4. Outline of chapters

INTRODUCTION

In this part of the study | begin by explaining wlry order to gather useful data, it's
important to explore effective ways to recruit aethin participants in online surveys,
even though an apparently more satisfactory exahahghformation seems to occur in
increasingly widespread social networks. Then it seviewing literature that describes
strategies for recruiting survey respondents. Tuoaid is on researches that investigate
why people choose to take part in surveys or refbsstly empirical perspectives are
considered and later effects of incentives are @xaan Afterwards | concentrate on
Web-based surveys and on the pillars of their @ttr@aness, the low cost and the easy
use, which appear to be questioned by some schdlaesefore | move on to the
analysis of response’s deep determinants and wmagrdynamics in literature. In
particular, the reciprocity concept and the excleafrgmework are examined before
dealing with well-known methodologies based onl#iter approach. Finally the study
cope with criticism towards exchange framework aggnifrom researchers who
emphasize the systematic failure of rational choitke chapter ends with some
considerations about biases and ethical problemsplgieooted in traditional
inducements to survey participation: in order toerceme them it envisages

implementing a reciprocity pattern in a market pecgive.

RESEARCH QUESTIONS AND STUDY CONCEPTUAL FRAMEWORK

The chapter starts off by arguing about why re-ararg the concept of reciprocity in
the domain of survey research could help to oveecathical problems and biases
closely related to traditional incentives. Then domcept and the norm of reciprocity
are examined in the Gouldner’s perspective. Firthkkythree hypotheses to be tested in
the experiment are formulated and presented alsenésns of graphic conceptual
frameworks. Hypothesis 1. People are more likelpddicipate and to be retained in a
web-survey if at the first e-contact the framinglué request to take part emphasizes the
reciprocity aspects of the relationship rather thathese points are missed out.
Hypothesis 2: Over successive waves of longitudensiudies there’'s a negative trend



of perceived reciprocity that affects panel atintiand this trend can be monitored by
designing questionnaires conveniently. Hypothesis By enhancing perceived
reciprocity in the relationship between particigaand inquirers in each wave, decrease

in response rate can slow down throughout the paaets.

METHODS AND RESEARCH DESIGN

This part of the study deals with the strategiesngtiiry adopted, a mixed approach
design where the three hypotheses were testedjiratitative experiment and further
qualitative information was drawn from direct obsg#ions on sample members.
However, before starting to collect data it hasnbeecessary to cope with two
problems: what to offer to the sample members aomt tb measure the trend of
perceived reciprocity. The first problem was tadkig/ implementing an “info for info”
pattern. The second was handled by investigatingtlven respondent lies, a sign that he
doesn’t take care of maintaining a relationshipeldasn reciprocity, and by estimating
the trust component following the Organizationalisirinventory approach. Then it's
introduced the quantitative experiment protocolaawning the three-wave panel study
conducted in September, October and November 20thlarsample of 502 members,
one-half in the experimental condition and the othalf in the control condition.
Finally it's depicted the qualitative experimentofacol relative to the investigation
carried out in order to obtain supplementary infation by means of qualitative

observations of other sample members in both camditduring the waves.

RESULTS

This chapter contains a summary of the quantitagixperiment and shows through
some tables the trend of response rate, of tendémcyespondent to lie, and of
perceived trust in the two experimental conditiousr the three waves. It also provides

a narrative of the qualitative experiment findings.



DISCUSSION

In this part of the study | argue about the resoftthe test and about the findings. In
Hypothesis 1, | supposed that the reciprocity fraanivould have a positive effect on
response. This hypothesis was not supported innitial wave. In Hypothesis 2, |
supposed that over successive waves of longitudisaildies there’s a negative trend of
perceived reciprocity that affects panel attritaord that this trend can be monitored by
designing questionnaires conveniently. This hypsithe/as supported. In Hypothesis 3,
| supposed that by enhancing perceived reciproaitythe relationship between
participants and inquirers in each wave, decreaseesponse rate can slow down
throughout the panel waves. The hypothesis wasfarsupported. In particular three
categories of reasons are discussed that coulduacéar the reciprocity’s deleterious
effect in the first wave. Finally, I maintain th&bm the analysis of the data it is
possible to develop two indices which enable to ieorthe willingness to respond and
work as predictors of dropouts or non-responséatar waves of panels: the Pinocchio
Ratio and the Candide Ratio. On the one hand thre the Pinocchio Ratio falls over
the waves, the more dropouts and non-responsesnéikely, and inversely the more
this ratio rises over the waves, the more dropauats non-responses are likely. On the
other hand the more the Candide Ratio rises oeewtves, the more dropouts and non-
responses are unlikely, and inversely the morerttis falls over the waves, the more
dropouts and non-responses are likely. | also a$kat by monitoring in this way
sample members the online panel managers can emergromptly in order to limit
attrition or to increase effectively survey resppasd retention over the waves, even by
implementing the traditional boosting strategiest jun the nick of time. The chapter
continues with the association analysis betweenvér@bles considered in the study

and finally ends with the research limitations #melresearch agenda.

ADDENDUM 1

This part of the study shows the questionnaires,rkitations and the reminders used
in the experimental condition and in the contratdition of the three waves both in the

quantitative experiment and in the qualitative expent.



ADDENDUM 2

This part of the study provides the fields notesemhobservations of the qualitative

experiment in the three waves are incorporated.
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INTRODUCTION

1. Preliminary considerations

A few years ago people used wired gadgets sucleleghbnes to communicate, but
now the Internet has reshaped the habits. Todaytend to use desktop, laptop
computers, and tablets not only for work but also flaily communication and

entertainment: the advent of social networkingssiteges more and more people to join
the world wide web and the implications are sigaifit in business, science, and

everyday life (Barabasi, 2003).

So Internet-based data collection grounded on eegarhave increased in recent years.
It proved to be very useful for marketing and mbreadly for social sciences. So it's

very important to explore effective ways to recantd retain participants online.

This task requires the development of a suitableegumethodology by drawing on a
large set of skills and scientific expertise whadn evoke that kind of syncretism we
often find in marketing. And yet the consonancevien deeper than a mere intellectual

attitude since it actually appears to reach comdiogrensions.

It's no accident that in marketing literature anpérasis is more and more noticed on
concepts like “prosumer” and “persumer” which refera new consumption attitude
basically oriented by the producer-consumer exchafgnformation, respectively from
the Web 2.0 and from the Web 3.0 standpoint.

Actually, in the former perspective the focus istba fact that prosumer, a portmanteau
word formed by producer and consumer, creates Yalusompanies by communicating
preferences online and producing content collabaigt without receiving wages

(Ritzer and Jurgenson, 2010).

Similarly, in the latter approach the persumerpmlgination of person and consumer,
shows a renewed awareness of his power in thearsaip with the brands, based on
the need of innovative, frank and mutual commurocat Looking for quality,

originality, simplicity, flexibility, transparency,daring, sustainability, social and
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ecological compromise, humility, and credibilityetipersumer is a critical spirit who
wants to experience the difference and the auttigntf trademarks: so producers have
to anticipate desires in order to surprise andtifits purpose the contacts in social

networks are essential (Huertas, 2010).

But in either case the problem of how to colle& thaximum of information stands out
and every strategy is faced with striking a balaheeveen costs and difficulties to
execute, in addition to perplexity about generaiimaof results (Hanneman and Riddle,
2005).

In fact on the one hand full network methods whyakld excellent data require that
information be collected from each subject throagbhensus approach. Nevertheless,
these methods prove to be expensive, complex, tied oot viable like in the field of
the potential consumers of a brand, since it'sequitpossible for researchers to reach

the whole target population online.

On the other hand snowball methods in social ndtsvand in the Web at-large can
generate self-selected biased samples not repatisendf the whole target population

and so bear misleading observations, findings,iriedences.

Therefore it is imperative to continue having raseuto traditional probability
sampling designs also in the Internet-based ddlaction in order to gather significant
information and to make useful investigations iattitudes, facts and events relevant to

the research.

12



2. Literature review of the topic

Predictably, a large body of literature exists tdascribes strategies for recruiting
survey respondents. It often focuses on the useeHadtiveness of incentives in order

to boost response and retention rates.

In fact low cost and ease of use due to advancepl@eapabilities and reduced digital
divide make Internet surveys attractive in spitsahe potential limitations (Bethlehem
and Biffignandi, 2012). In particular two of the st@ritical aspects are weak response
rates, which could indicate a non-response biasyeal or potential difference between
data collected online compared with those colleatealdifferent way.

Thus accuracy of method for enhancing response td monitoring tendency and
reason to not respond or to give false answersmesca key element in order to

increase reliance on Internet mode in survey rebdald.

But although we know a lot about survey respondemts their demographic
characteristics or their standard answers to meams, we know a little about why

people choose to participate (Porst and von Br@95).

2.1 Why people choose to take part in a survey oefuse

In their study of 1995 Porst and von Briel triedatmswer to the question by means of
open-ended responses in a 5 waves panel with ldi@ipants and they found 3 pure

types of subjects.

Firstly, with a 31 percent of respondents, therdw@se who participate due to altruistic
reasons, as the fact that survey furthers someoparinportant to the respondent, or the
fact that respondent feels its fulfilling a soamaligation. Secondly, with a 38 percent of
respondents, there’re those who participate duesutwvey-related reasons as their
interest in the topic or the interviewer’s appddlirdly, with 30 percent of respondents,

there’re those who participate due to miscellanesiber reasons, a variety of reasons

13



even egoistic that authors call personal reas@fgranstance the fact they promised to
respond or they can take some advantage in resppndi

Other researchers studied why people refuse tecipatie in survey and how worries of
respondents might affect the quality of the datkected (Couper et al., 2008; Groves
and Couper, 1998; Singer, Van Hoewyk, and Neugeba2@03): concerns about
privacy and confidentiality as well as alienatioonh society are among main reasons.

2.2 The Leverage-Saliency Theory, an empirical pepgctive

Finally Groves, Singer and Corning (2000) describiesl decision to participate in a
survey through a model they called “Leverage—SalieriTheory” of survey
participation. They argue that this decision restridm multiple factors, some of them
survey-specific as topic or sponsorship, otherssqrespecific as concerns about
privacy and confidentiality, and others specificth@ respondent’s physical or social
environment. Each factor may move a subject towaraway from cooperation with a
survey request, but every factor assume differezighis for different individuals and
become salient for a specific person when the pialerespondent is contacted to
introduce the survey and request participation.

According to the authors among these factors tmses@f civil obligation and the
interest in the survey topic are crucial. And witference to the role of topic in
stimulating survey participation, some experimergaidence has been provided by
several researchers (Groves, Presser and Dipkal; ZBfbves et al., 2006): people
cooperate at high rates when faced with a survgyest on a topic of interest to them.

From the Leverage-Saliency Theory standpoint, neogeas well as nonmonetary
incentives are inducements offered to compensatthéoabsence of factors that might
stimulate cooperation: definitely incentives shawne effectiveness, greater if prepaid
and lower if promised, as their long history of usemail surveys certifies (Church,

1993).

Therefore survey organizations, in order to coutgadencies to noncooperation, often

offer incentives to respondents, that are matenaionmaterial inducements given to

14



respondents in exchange for their participatiorstudies. Traditionally incentives are
offered at the outset and sometimes after the pdras refused, in an extreme attempt

to convert the refusal.

2.3 The effects of incentives

In his 1993 meta-analysis of the experimentaldiieére on the effects of incentives in
mail surveys, Church considers incentives along dmeensions: on the one hand with
reference to the monetary or nonmonetary natutheoincentive and on the other hand
as regards the choice of offering it with the aditnailing or making it contingent on the

return of the questionnaire.

According to his findings, prepaid incentives prdendnigher response rates while
promised incentives do not. Besides prepaid moydtarentives promote response
rates higher than gifts offered with the initiaintact. Finally response rates increase

with growing amounts of money.

It's noteworthy that effects of incentives in otHends of surveys, as telephone and
face-to-face, don'’t differ significantly from tho$eund in mail surveys (Singer et al.,
1999). In fact the 1999 meta analysis shows thartives increase response rates in
telephone and face-to-face surveys without actufrdnce in effects by mode of

interviewing.

Moreover, an interesting experiment suggests theéntives work particularly by
reducing refusal rate, rather than by reducing nbacontact (Shettle and Mooney,
1999), and similar findings also comes from anothesearch carried out by the
University of Michigan Survey Research Center (8mgvan Hoewyk and Mabher,
2000).

Furthermore, larger incentives don’t appear to aadparticipants in a survey to accept
higher risk in responding honestly than they woulidh smaller ones (Singer and
Couper, 2008) even though concerns about privadycanfidentiality seem to have a

small but significant effect on response (SinganVWoewyk and Neugebauer, 2003) .
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In any case as regards postal questionnaires asgd several experiments the odds
of response can increase more or less by havimgiree to specific strategies.

In particular using monetary incentives, prepaidconditional on response, improve
enrolliment, as well as using short questionnapessonalized questionnaires or letters,
or using colored ink. It's also useful sending diesaires through recorded delivery,
using stamped return envelopes, sending first gdass contacting participants before
sending questionnaires or doing follow up contaBedter odds of response come from
providing non-respondent with a second copy of goestionnaire, from designing

questionnaires in such way to be of more interesparticipant, and from avoiding

question of a sensitive nature. Finally the spaostspr of an university boosts the

response rate more than the sponsorship of a cacraherganization (Alexander et

al., 2008; Castiglioni, Pforr and Krieger, 2008,vizdlds et al., 2002; Tourangeau et al.,
2009).

But, since survey research is constantly evolvingh whe introduction of new
technologies, online surveys begin to replace swaweys and it's questionable whether
they produce the same result. According to Poote lasomis (2009) the information
collected is almost the same between the two medes if at present there are some
demographic differences in respondents. Indeednetesurvey respondents seem to
have an average income higher than mail surveycgents, a difference that could

reflect different levels of proficiency and intetraecess (Poole and Loomis, 2009).

Thus also in the specific field of web-based stsidiee role of incentive in motivating
survey participation it's worthy of investigationné in fact has been widely

documented.

With reference to effectiveness of material inceggi on response rate, the meta-
analysis of incentives experiments shows that #réance response and retention rates
in Web studies too, although weakly. But they mativ people to participate in a
different way compared with offline studies: theifects seem to be independent of
whether they are prepaid or conditional, monetangammonetary as gifts, lotteries, gift
certificates. Besides their effects appear tonoependent of the sponsor’'s non-profit

or commercial nature and of the length of the daestire (Goritz, 2005, 2006a).
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As regards nonmaterial incentives, donations taitthan behalf of respondents seem
quite ineffective as well as the offer of surveguks (Goritz, 2005; 2009).

In short, from a pragmatic point of view it is aslble to offer incentives because they
promote response and retention even if the dimardidheir actual effectiveness have
to be assessed every time: incentives motivatelpdopstart a Web survey and once
they have been recruited in a survey they are tilagly to be retained if an incentive is
offered (Garitz, 2006b).

So paying an incentive appears to be effectivaéneiasing response rates in online and
offline surveys, but assuring a wide participatisnespecially important in research
based on panels, since early participation seteilng for the response and the

retention rate over the whole life of the panel.

Actually in offline studies the non collaboratiom @ subsequent wave is generally
predicted by prior non collaborative attitude ewemen non-respondents to first wave
are re-contacted in subsequent waves (Presser,).1888 also in online panels
completing a given wave seems to be an indicatordsponding to next wave (Goritz
and Wolff, 2007; Goritz, Wolff and Goldstein, 2008)hile incentives increase
participation at the beginning but the positiveeetffalls throughout the waves (Goaritz,
2008) unless they are proffered in the subsequewegs (Bandilla and Haas, 2009).

Therefore researchers appear to face similar pmablén using traditional mail

techniques or internet-based methods to carrywwegs and panels.

2.4 The focus on Web-based surveys leads to examinmesponse’s deep

determinants and underlying dynamics

Nevertheless the easy use, the low cost, and thanadd capabilities in targeted
populations make more and more attractive Intesaeteys as well as e-panels and so a

significant difference emerges.

In fact online studies seem to have a specific g@tklimitation: Web-based surveys
and panels often present lower response rate Heatraditional ones, also those mail-

based. The phenomenon could indicate a non-resgmase(Manfreda, Batagelj and

17



Vehovar, 2002) while, particularly from a pragmagtandpoint, it appears to question
two of the pillars in the Web attractiveness: th& tost and the easy use.

The need of inducing participation leads indee@asshers to employ incentives and
this choice can incur growing costs and complexgtes if response rate is low and
dropout rate is high. For this reason, in ordermplement in Web strategies also
effective in limiting the trend of expenditures acmimplexity, it's worth investigating

theoretical accounts on inducements that can lyeepbnse.

This approach requires the researchers to put temjyo aside the widespread
empirical perspective that Groves, Singer and @ori2000) summarized in their
appealing model of Leverage-Saliency Theory, butalibws to highlight some

response’s underlying dynamics and deep deterngnant

Actually, there are different conceptual frameworteat enable to explain the
effectiveness of inducements: among these perspsdine theoretical strand based on
the norm of reciprocity, those grounded on a thedrsocial exchange, and on a theory

of economic exchange stand out.

2.5 The reciprocity concept and the exchange framewmk

In reference to the first standpoint which is grded on the reciprocity concept
Gouldner (1960) remarked that reciprocity can bawveid as a moral norm, probably

one of the universal and principal components ofaihcodes.

This assumption implies that people are more likelycontribute to others which
provide them with benefits than to those which du. rOf course under particular
conditions somebody may bestow something on anaotbsgpite a lack of reciprocity, as
in the case where power arrangements force a sogitlor group to benefit another
with little or no reciprocity. Nevertheless recipity motivates people to contribute
whenever such conditions don’t occur (Gouldner,0)96

Thus, since participation to the surveys is mangatessentially within Census

procedures managed by public authorities, whenratbgearchers in the domain of
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social sciences need to collect data from peopley toften have recourse to an

exchange framework.

In this instance the theoretical approach can based both on social exchange theory
(Blau, 1964; Homans, 1961; 1974; Thibaut and Kell&b9) and on a economic model
such as the personal equity theory (Adams, 1965).

The social exchange theory conceptualizes socialtiors in terms of exchange
processes and postulates that every human relaiponms featured by the use of a

subjective cost-benefits analysis with the comparisf alternatives.

Some authors are more interested in the psycha@bgionditions that induce
individuals to engage in exchange processes aassstine partner’'s exchange behavior
in terms of psychological theory (Homans, 1961;4)97

Other researchers focus on exchange as the elemgrgdicle of social life where
social structure are rooted, and are more willmgualyze exchange processes as the
micro-foundation of macro-sociological phenomenk&a(31964).

Furthermore, it was noted that the social compar@ocess described by the exchange
framework grounded on the relationship between imgbviduals is too limited and
meaningless. In fact a complex social system requar stable external reference point
anchored in the world outside of, but impinging tre dyadic relationship (Berger et
al., 1972).

Anyway, social exchange theory considers costsefiienoutcome, comparison level,
satisfaction, and dependence as underlying detantsnof relationships. In this
perspective, the costs are sacrifices of times tdsmoney, lost opportunities, in short
the energy invested in a relationship (Blau, 1964 benefits consist of things such as
material or financial gains, improvement of sogtdtus, or achievement of emotional
pleasure, that is the gratification a person enjiogs participating in a relationship
(Thibaut and Kelley, 1959). Finally the outcomealéescribed as the difference between
benefits and costs.

However, since different individuals have varioupectations about their relationships,
the satisfaction with a relationship depends onentiban just the outcome: their level of

satisfaction differs based on the individual’'s estpgons. For instance a person who
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doesn’t expect very large outcomes would be mos#yeaatisfied than another who
expects more in relationships. Thus the concepsatisfaction is defined to be the
difference between the outcome and the comparesa (Thibaut and Kelley, 1959).

But the concept of satisfaction is not enough tiemheine whether people stay within a
relationship or leave for an alternative: indeednsbody can stay in unhappy
relationships as well as leave happy relationsfiipen the key element becomes the set
of relationships available and a person with maitgrzate relationships is less
dependent on the relationship considered. Hencethtbery comes to formalize the
notion of dependence as the difference betweemnut®ome and the comparison level
of alternatives (Thibaut and Kelley, 1959).

It's noteworthy that the overall set of alternatvean be led both by extrinsic factors
(e.g. the density of the population a person is benand intrinsic factors (e.g. the
individual's shyness about meeting new people).s€éhfactors can affect the set’s
extent of subjects available to a person for fognam alternate relationship and the
level of dependence on a current relationship. lege sometimes there are barriers to
leaving relationships (e.g. a shared financial antpas well as considerations on the
investment that a person has already made (e.gmm like a couple that has spent
many years together) which have an important inmibeeon the choice (Thibaut and
Kelley, 1959).

On the other hand, the personal equity theory sthEt people who feel they are either
over or under rewarded for their efforts becomenprto experience distress or to feel
disturbed and this condition leads people to stforerestoring equity to relationships
(Adams, 1965). In fact people consider that theytegated fairly if they perceive the
ratio of their contributions to the relational eadge to their outcomes to be equivalent
to those around them. So individuals who percehat & relationship is inequitable

attempt to eliminate the distress by restoring tyqdidams, 1965).
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2.6 The Total Design Method and the Tailored DesigMethod

Anyway, from a perspective based on the social &xgb framework, Dillman (1978;
1991; 2000) made some attempts in order to corisaucomprehensive system of

technigues and procedures which can promote hgporese rates in mail surveys.

The Total Design Method (TDM) asserts that quesiam® recipients are most likely to
respond when they expect that the perceived benefitresponding outweigh the
perceived costs of responding (Dillman, 1978; 19%D according to this theoretical
frame, the survey implementation process might gedihhe perceived cost (e.g. by
making questionnaire short and easy to completejease the perceived rewards (e.g.
by making the questionnaire itself interesting itb dut), and increase trust (e.g. by

using prestigious sponsorships and official staigh

Finally, consequence of the rise of internet, #rmearcher adapted the original TDM to
the different survey context and developed theofad Design Method where base

elements are shaped further for particular tar@@tsnan, 2000).

Similarly Biner and Kidd by using the personal éguipproach conducted in 1994 an
experiment in order to test the size of responssuivey questionnaires. They found
that, when the monetary incentive was justifiedaasattempt to induce feelings of
obligation to return the questionnaire, the resporste was higher than when the
incentive was justified as an appreciative gest@e.the condition focused on a fair
relationship appears to produce increasing respoosgared to a standard condition
(Biner and Kidd, 1994).

2.7 The criticism towards exchange framework comingrom the Prospect Theory

and the framing approach

Nevertheless, theories focusing on exchange comesghice human interaction to a
merely rational process and an important limitationthese theoretical approaches
based on the personal assessment of costs andtbeneies from the Prospect Theory
(Kahneman and Tversky, 1979; 1984; Tversky and Katan, 1992; 1996), a seminal
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criticism towards the concept of rational choicesoalespoused by some survey
researchers (Tourangeau and Ye, 2009).

On the one hand Kahneman and Tversky found thgbl@dend to frame alternative
courses of action in terms of gains or losses ftbencurrent situation rather than in
terms of the final position and into the bargaieytlare more sensitive to losses than to
gains of the same objective magnitude.

On the other hand Tourangeau and Ye (2009) in Hieewf the prospect theory made a
panel experiment showing that it may be betterramné the request to take part in a
survey by emphasising the costs of nonparticipatiather than the benefits of
collaboration.

So a suitable framing is confirmed the key factoewery contact occasion as well as
during the overall interview. The implication isatmot only the survey presentation but
every item might be designed in order to maximiee iesponse rate and to contain the
temptation of skipping (Bethlehem and Biffignand012; Tourangeau, Rips and
Rasinski, 2000; Tourangeau et al., 2009), sincen emessages of encouragement are
quite ineffective in order to increase the questare completion and the break-off
reduction (Sakshaug and Crawford, 2010).

2.8 The emergence of biases and ethical problemsathcan be overcome by

implementing a reciprocity pattern in a marketing perspective

But it's also noteworthy that the higher sensitivib losses than to gains could imply a
larger respondents bias when an incentive is affehe fact several subgroups in
populations are typically more needy than otherd sm these people could be more
willing to participate in a research to improve evmomentary their situation if

incentives are offered, monetary above all (Durnsh @ordon, 2005).

Thus, a negative effect could become their overesgmtation in the participants
sample, but some further ethical problems arige, thhe undue or coercive influence of

incentives on survey participation.
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The latter question seems to be widely studiedelsgarchers. In the main they exclude
the emergence of insurmountable ethical questionamost circumstances, since

according to their experiments not even largerntiges induce participants to accept
higher risks than they would be unwilling to acceith smaller ones (Fry et al., 2006;

Grady, 2005; Singer and Couper, 2008).

But the former problem, namely a possible over espntation of some type of
respondents, remains an outstanding matter of conedich drives to look for a

different framework in order to overcome the bias.

In the author opinion a re-examination of the wéys implementing the norm of
reciprocity could offer some clues. Moreover it cago supplies researchers with a
perspective ethically neutral, since a consequefdhe systematic failure of rational
choice showed by the prospect theory is that people be manipulated by savvy
architects of choice, either speculators or libeatapaternalists (Thaler and Sunstein,
2008).

Finally, from this point of view any attempt to syatize the effort into increasing
survey response and reducing panel attrition in \&@hes to be a part of Marketing

theory.

In fact since Kotler defines marketing as “a saigrocess by which individuals and
groups obtain what they need and want through iaggatoffering, and freely
exchanging products and services of value withrsth@otler, 2009, p. 6) a reciprocity

approach in order to gather information appeargawitate towards it.

And even the concept of Information Society confiogn European Commission (EIS,
2010), that is a community grounded on informatavalue for individuals and
groups, strengthens the idea that an effective amgh of information can fall into an

economic category.

Therefore, it is no accident that EU policy framekvéor the information society and
media “i2010” promoted strikingly the positive cohtution of information and
communication technologies (ICT) to the economyjety and personal quality of life
(EIS, 2010).
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So in this perspective also the Kotler's words takearticular nuance: “Companies of
all kinds — from consumer product manufacturersclifsas Nokia or Ericsson in
Sweeden), to health care insurers (e.g. Bupa inUhged Kingdom), from car
manufacturers (e.g. BMW or Porsche in Germany)aiokb (such as Société Générale
in France or Rabobank in Holland), from non-probtganisations (Amnesty
International, which was founded by a British lawyeao industrial product
manufacturers (e.g. Airbus — a French, German,iimgind Spanish conglomerate) —
all have to use marketing to understand their castomers and grow their businesses”
(Kotler, 2009, p. 4).

In fact even though in his opinion marketing reskgporocess follows six steps - i.e.
Define the problem and research objectives, Devéh@presearch plan, Collect the
information, Analyse the information, Present thedings, and Make the decision
(Kotler, 2009, p. 191) - the researcher especradlgds to deal with the central problem

of how to collect information in a effective way.

Concerning this Kotler points out that “many maekstare taking their surveys online
where they can easily develop, administer and cbllemails and Web-based
questionnaires” and immediately admits that “Of reey by putting out so many
surveys, companies may run the risk of creatingvesy burnout’ and seeing response
rates plummet.” (Kotler, 2009, p. 197).

So he really does suggest marketers: “Keeping wegwhort and simple and avoiding
contacting the same customers too often are tws keylrawing people into the data
collection effort. Offering incentives is anotherayv companies get consumers to
respond.” (Kotler, 2009, p. 197).

Then he proposes a large set of hints on colleafdrehavioral data, on experimental
research, on research instruments such as questiesnon sampling plan, as well as
online interviews (Kotler, 2009, pp. 197-205) amdhe not only absorbs some useful
tools in the marketing field but he also promotesm to the status of marketing drivers.

And that is why, in the heading of the present asdg collecting effectively

information from people in Web is defined as a neéirig challenge for social sciences.
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Moreover, even in the Italian marketing academiamework exists which focuses on
the value exchange with the customer also in dioelanly informative or symbolic,
the Systemic Marketing Approach (Marino, 2007b, J$7-161).

This perspective is centered on the couple Totdéfprise Value and Value for the
Customer: it states that in order to create vatneHfe company it must be offered also a
true and significant value for the client. So itnecessary to decode the preferences
correctly and to propose suitable attributes (Marz007a, pp. 198-213).

The task not only deals with the problem of effesly collecting information but
somehow overlaps too with the ability of the firmfitting with customers expectation
of satisfaction and gratification, also by exchaggnformation.

So this kind of external value creation requires phrticipation of the overall enterprise
system, from the bottom to the top, involving thevernance too, in the double
expression of inside and outside relations (Gdiin2000; 2001; 2002) also oriented to
data collection.
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RESEARCH QUESTIONS AND STUDY CONCEPTUAL
FRAMEWORK

1. Why to re-examine reciprocity concept

As previously stressed, incentives raise in suragyementation at least two problems

to which there’re no easy solutions.

On the one hand some people can seize the oppgrtarsatisfy a life need by taking
part in a survey where an incentive is granted dspondents: thus the sample
interviewed will not represent faithfully the saraphrgeted. Moreover the risk of an
excessive response rate from some subgroup of \thealb population, a so-called
coverage error, is especially significant in weloveys “since the target population
mostly is broader than the frame population (acieb users), and it has been difficult
— up to now — to construct a correct frame of Webrs’. So “inference from such

samples are reasonably affected by selection Kgiffignandi and Pratesi, 2003, p. 4).

On the other hand ethical concerns emerge due dofatt that a shrewd use of
incentives can constitute a manipulation of posmgspondents and pose a threat to the
self-determination of vulnerable subjects. In factorder to increase participation a
dexterous survey manager, by designing the requestrding to the human biases, can

take advantage of the mistakes that people systaitaimake.

Moreover, the Prospect Theory is a seminal critictewards the concept of rational
choice and rational assessment of costs and benegikchange frameworks.

This being the case, it could be worthwhile expigrthe concept of reciprocity in the
domain of survey research and in the relationshgis/een inquirers and people under
request of participation in a panel. In this coridadeed there is a pattern of mutually
contingent exchanges that lean on a moral norm @nda gratification which is
necessarily connected neither to the needs ofcpdatisubgroups in the population nor

to an assessed value of the exchanged elementdi@uull 960).

26



2. The norm of reciprocity in the Gouldner’'s perspetive

In the Gouldner’s thought, reciprocity between tsujects, A and B, is defined as a
transaction, and an important implication of thigaming lies in the fact that “B’s
service to A is contingent upon A’s performancepositive functions for B”. In other
words “a social unit or group is more likely to toloute to another which provides it

with benefits than one which does not”.

Of course he acknowledges that “there are certanem@l conditions under which one
pattern may provide benefits for the other despilack of reciprocity. An important
case of this situation is where power arrangemeotsstrain the continuance of
services. If B is considerably more powerful thanBAmay force A to benefit it with

little or no reciprocity.”

Nevertheless, he emphasize in particular that “Bloisial arrangement, to be sure, is
less stable than one in which B’s reciprocity maties A to continue performing
services for B (...)” (Gouldner, 1960, p. 163).

And concerning this, it's noteworthy that Gouldséresses the need to avoid what he
calls the “Pollyanna Fallacy”, an optimistic assuiop about the fact that entities
“securing satisfactions from others will invariablye grateful and will always
reciprocate” (Gouldner, 1960, p. 164). In fact peacity will not operate in every case,
but its occurrence can be documented empiricallyvels as the fact that reciprocal

relations stabilise the relationship patterns.

In his opinion the lack of reciprocity is neitheocgally impossible nor invariably
disruptive of the relationships, since they cam ascur with little or no reciprocity as
when power disparities allow one subject to coarvather. But he adds that “there may
also be special mechanism which compensate foormtral the tensions which arise in

the event of a breakdown in reciprocity.

Among such compensatory mechanism there may beralljt shared prescriptions of
one-sided or unconditional generosity, such agCtmgstian notion of ‘turning the other
cheek’ or ‘walking the second mile’, the feudal inat of ‘noblesse oblige’, or the

Roman notion of ‘clemency’. There may also be aaltprohibitions banning the
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examination of certain interchanges from the staimdpof their concrete reciprocity, as
expressed by the cliché, ‘it's not the gift but 8entiment that counts’(...)” (Gouldner,
1960, p. 164).

In these patrticular cases the focus is on some epsgbory arrangements that enable
problematic pattern to remain stable, since thieilgig which in ordinary is guaranteed
by reciprocity, then requires exceptional mechasismappear in relations.

That is why finally it can make sense implementageciprocity pattern in order to

increase response rate (i.e. the ratio of people ladd the first page of a questionnaire
to all people who are invited), to enhance retentiosurveys (i.e. the people who have
loaded the first page of a questionnaire stay tinéillast page and don’t drop out), and
to slow down panel attrition (i.e. the decreaseréaspondents over the waves), if

possible in a way that contains consequent costs.

3. The three hypotheses formulated and tested

So according to the researcher in a context wheaseb emerge (coverage errors),
where ethical concerns appear (threats to theds¢édfrmination of vulnerable subjects)
and the effect of the rational choice failure mesi$ itself, a reciprocity pattern may
enable to face all these problems in addition tweiasing response rate, to enhancing
retention in surveys and to slowing down panelitetir. Furthermore, a careful
monitoring of the trend in perceived reciprocityoyides information valuable in

planning remedial measures throughout the panetsvav

Therefore, the following hypotheses were formulated tested within the PAADEL
project (Panel on Agriculture food And DemograpBialuating Lombardy) supervised
by Professor Silvia Biffignandi Director of the Qe for Statistical Analyses and

Survey Interviewing at the University of Bergamtaly).

Hypothesis 1: People are more likely to particigatd to be retained in a web-survey if
at the first e-contact the framing of the requestake part emphasizes the reciprocity

aspects of the relationship rather than if thesetp@re missed out.
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Hypothesis 2: Over successive waves of longitudeasiudies there’s a negative trend
of perceived reciprocity that affects panel atintiand this trend can be monitored by

designing questionnaires conveniently.

Hypothesis 3: By enhancing perceived reciprocity the relationship between
participants and inquirers in each wave, decreaseesponse rate can slow down

throughout the panel waves.
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4. The conceptual framework of the hypotheses

Conceptual framework of the hypothesis 1:
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Conceptual framework of the hypothesis 2:
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Conceptual framework of the hypothesis 3:
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METHODS AND RESEARCH DESIGN

1. Strategies of inquiry

In order to test the hypotheses a statistical exygart was carried out and further

information was drawn from direct observations ample members.

However, it's noteworthy that before designing tlaga collection and the questionnaire
it has been necessary to cope with two preliminagblems: what to offer to the

sample members and how to measure the trend cfipedcreciprocity.

2. The problem of what to offer to the sample membes — The “info for info”

pattern

Relative to the former question some clues carebevered in the Gouldner’s thought.
In his 1960's study he argue that “beyond recigyoeis a pattern of exchange and
beyond folk beliefs about reciprocity as a factliéd, there is another element. a
generalized moral norm of reciprocity which defireestain actions and obligations as

repayments for benefits received.” (Gouldner, 1960,68).

The author then suggests that the norm of recifyracia universal form requires two
interrelated duties: people should help and showtdinjure those who have helped
them. So such a norm of reciprocity can be foundllivalue systems and in particular

it constitutes one of the principal components arsually present in moral codes.

Gouldner admits that the universality of the ruteesh’t imply that it is unconditional.
In fact the basic character of the reciprocity isg@obligation only contingently, hence
in response to the benefits bestowed by othergthéunore these obligations of

repayment are contingent upon the imputed valubeobenefit conferred.

Therefore the value of the benefit and of the debt relation with many situations and
varies with them. Among these situations are notdwdadhe intensity of the recipient’s

need at the time the benefit was conferred, theivemtimputed to the donors, the
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resources of the benefactor and the nature ofdhstiaints which are perceived to exist
or to be absent (Gouldner, 1960, p. 169).

Therefore a debt which is generated by the none@procity may vary with the status

of the people within the society, but there’s asaroblem of equivalence, since the rule
stipulates that the amount of the return has tanbde roughly equivalent to what had
been conferred.

And with reference with the latter question, eglemae may have at least two forms.
The first alludes to what Gouldner calls “heteroptoc reciprocity”, and in this case
equivalence means that the things exchanged magrizetely different but should be
equal in value, the so called ‘tit for tat’. Instedhe second form refers to the
“homeomorphic reciprocity”, where equivalence mayply that exchanges should be
concretely alike or even identical in form, wittspect to the things exchanged or to the

circumstances under which they are exchangedotlealked ‘tat for tat’.

Consequently, according to this approach, it shaeldlifficult to justify in the survey
domain a recourse to incentives that are not btrazirrelated with the value of the
information asked for. And anyway this value prdgalllepends more on the
respondent’s time sacrifice than on the actual hvoftan information received from a

sole participant, which is mainly unimportant.

For this reason it should be a reasonable choe®ffer of something very similar in
form to what is requested, that is in short propgsinformation in exchange for
information. By doing so, a sort of reciprocityimplemented which is intermediate if

compared to the Gouldner’s heteromorphic and horogginic patterns.

The kind of thing exchanged is the same, even thaig thing is not identical.
Moreover, as regards the problem of how to estintateralue in order to attain an
absolute equivalence, also this concern can beslkgga since the single information’s

value is so small that it can be assessed neititerms of loss nor in terms of gain.

Thus, the findings of Prospect Theory become inagble to the context and even the
objection about the time spending could be overcoiefact both parties are
consuming their time in the interaction and botldhia any case the exit option that

enable them to break off the relation when it begoreveal itself too time-consuming.
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Therefore the first problem, that is choosing wivatcan offer to the sample members,
has been solved by proposing to people some intman exchange for the

information they were asked for. | call this stggten “info for info pattern”.

3. The problem of how to measure the trend of peroesd reciprocity

Instead, with reference to the second questionghahow we can measure the trend of
perceived reciprocity, a preventive reasoning waslenabout the emergence of trends

throughout the panels waves.

Goritz and Wolff in their 2007’s research obtairedirect positive effect on response
by using an incentive at the first wave and a waadirect positive effect, mediated by
a Markov process in the later waves where incerdien’t offered. They also found

that retention at a given wave can be considenatiable predictor for response at the
next wave (GOoritz and Wolff, 2007).

In particular they tested a first-order Marcov chprocess where response at a certain
wave depends on response at the previous: this Infittde the experimental results
significantly better than the alternative model ttlessumed independence among

response variables at different waves.

The findings are significant and shed light on thexlining trend in panels. They
suggest that survey managers could use this infayman order to diagnose impending

non-response and then could conveniently act ttrasinor prevent it.

But the dependence pattern centered on the offesingin incentive need some
specification in the reciprocity approach. In fet element that's missing after the first
wave of the mentioned experiment seems to be tipeession of reciprocity from

inquirers who stop granting incentives to partiaijga

So, by abandoning the former behavioral schemeeviemiprocity in relationship was
framed through the exchange of incentive for infation, the outcome has been a
declining trend in response rate. In other woradssample members felt that a change

occurred in the relation and the former pattern thaswn off balance: inquirers were
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still looking for information but were no more offieg what they offered at the previous

wave.

For this reason it's possible to state that thetippants perceived a decrease in
reciprocity which was confirmed at every subsequeave and was reflected in the

declining trend of response rate.

Thus monitoring the declining trend of perceivedipeocity becomes a key strategy to
prevent any decrease in response rate and sodbkpris how to directly investigate

this trend by means of the data that can be celliegith the e-questionnaires.

But if items and question have to be administeredrder to measure the perceived
reciprocity at every wave, the purpose requiresiiod the aspects which characterize

it: among them stands out the trust.

This construct is defined as composed of “confidenositive expectations regarding
another’'s conduct” (Lewicki, McAllister and Bies998, p. 439) and it “leads to better
work relationships, improved decision making, anehanced organizational

effectiveness” (Jeffries and Becker, 2008).

Trust is of great interest to scholars in manydelin the workplace it has important
implications for the outcomes of groups and indinal$ as well as of organizations.
Trust is essential for understanding interpersomadl group behavior, economic
exchange, social stability, and managerial effectess (Hosmer, 1995).

The role of trust has been emphasized in teamwas&arch (Jones and George, 1998),
in studies on risk-taking and outcomes throughoatkwrelationships (Mayer, Davis
and Schoorman, 1995; Mesquita, 2007), in analyls@hoice in governance structures
(Chiles and McMackin, 1996), in research on respsn® crisis and downsizing
(Mishra, 1996; Mishra and Spreitzer, 1998), and siudies on organizational

competitive advantages (Jones, 1995).

Nevertheless in this study the focus is on theslifletween trust and cooperation
according to the findings of Jeffries and Beck€0&).

The two authors developed and tested a model sif éand cooperation by drawing upon

Fishbein and Ajzen’s theory of reasoned action $)9%hich is widely used in research
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across many disciplines since it still demonstrateslictive utility in a lot of situations
and across a variety of behaviors.

The theory of reasoned action holds that a indafiduntention to engage in a behavior
is the most proximate determinant of that behawWecause it has a demonstrated
relationship to behavior (Fishbein and Ajzen, 198ghavioral intention, in turn, is
determined by attitude toward the behavior and ghbjective norms regarding the
behavior, while attitude toward the behavior camssief the degree to which an

individual has a favorable or unfavorable evaluatbdthe same behavior.

Furthermore, attitude toward a behavior is a fuarcof the expectation that engaging in
the behavior will lead to particular consequen@ey] the individual’'s evaluation of

those consequences.

Moreover, subjective norms reflect the perceivediaressure to engage in a given
behavior and are a function of the belief abouttivaeother people, whose opinions are
relevant in the context, think the individual shibwngage in the behavior and the
individual’s motivation to comply with the othens the context (Jeffries and Becker,
2008, pp. 318-319).

But Jeffries and Becker introduce an important riication in the theory (2008, p.

219), since in Fishbein and Ajzen’s thought theafdmehavior is cooperation and “the
relevant intention is intent to cooperate, the vah subjective norms are norms
regarding cooperation, and the relevant attitudattgude toward cooperation”. The
modification is to use the concept of trust in plad attitude toward cooperation due to
the fact that they want to explain the relationshgtween trust and cooperation.
Furthermore they believe that attitude toward coafpen is included within the kind of

trust targeted.

Then they argue that there’s an attitudinal chara¢b trust, that attitude is an
evaluation of a specific entity, and that persatttude toward a certain entity can be
affected by personality traits, environmental fasto prior experiences, and
characteristics of the attitude object. So theyeulivte, by quoting Whitener, Brodt,

Korsgaard and Werner, that “Trust can be vieweanaattitude held by one individual —

the trustor — toward another — the trustee. Thisude is derived from the trustor’s
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perceptions, beliefs, and attributions about thestée, based upon his or her
observations of the trustee’s behavior” (Whitertealg 1998, p. 513).

Moreover, in the authors perspective trust expectatencompass evaluative beliefs,
including the personal attitude toward cooperatiinfact, since attitudinal trust is
defined in terms of confident positive expectati@®ut another’'s conduct, the trust
expectations comprise the perceived probability blyacooperating with a given person
will lead to positive results rather than negatorees (Jeffries and Becker, 2008, p.
319).

Therefore following the theory of reasoned actidrgttitude toward cooperation is a
function of the beliefs that cooperating with aegiyoerson will lead to desirable results
rather than undesirable, then the evaluative lselieft characterize personal attitude

toward cooperation are encompassed within trusteggions.

But this means that an attitude toward cooperati@included in attitudinal trust and

so can justify the choice to replace attitude talvawoperation with attitudinal trust in

the model. Furthermore it allows to examine thecess that links trust and cooperation
(Jeffries and Becker, 2008, p. 320).

However, trust is most likely not solely responsildbr developing the intent to
cooperate despite the fact that a person who trastgven subject believes that
cooperating will have positive outcomes. In facedo subjective norms, the person
should generally intend to cooperate with the stibjeut the commitment to cooperate

can be weak.

The concepts of subjective norms, in the contextanperative behavior, refers to the
perceived social pressure to engage in cooperatmodnpersonal motivation to comply
with this pressure (Jeffries and Becker, 2008 ,20) 3

According to Jeffries and Becker (2008, p. 320) Key of the reasoning is that
including the concept of perceived norms in trusidels “can explain why trust at the
interpersonal level in organizations may not leatigh levels of cooperation and why

cooperation may occur in situations where trugivs’.

And the explanation supported by their experimenthiat high levels of trust may

produce only a weak or moderate intent to coopgerdteperceived social or
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organizational norms act against cooperation. @rctintrary, when trust is low, people
may choose to cooperate if they perceive strongnador cooperation (Jeffries and
Becker, 2008).

Then such a result can help shed light on the proldf how we can measure the trend
of perceived reciprocity. In fact the relationstbptween the inquirer and a survey
participant may be considered as a very simple nizgéion, a basic organization

grounded on a norm, namely the mentioned normaxbrecity.

Thus it's possible to assess the level of recipyottiat the participant assigns to the
relation by estimating the degree of his trusthe tnquirer and by evaluating if he
sincerely complies with the norm of reciprocity.

For this reason in the questionnaire there’re tvatidoies of questions directed at
investigating these aspects. On the one hand sdems ienvisage asking for
information that the survey designer already hafisut participant. Therefore the
answer allows the inquirer know whether respondiest a sign that the participant

doesn’t take care of maintaining a relationshipeldasn reciprocity.

On the other hand some questions aim at invesigdkie trust component following

the Organizational Trust Inventory research.

This approach (the so-called O.T.l.), proposed lbyn@ings and Bromiley (1996),
intends to offer a tool in order to define and nueasthe trust that influences

interactions among individuals and organizations.

The authors firstly give a definition of organizatal trust as believing or feeling that
others keep commitments, negotiate honestly, anchalotake excessive advantage.
Then they develop and propose a long questionmdireh enable to measure the three

dimensions of trust (Cummings and Bromiley,1996).

Certainly discussion about trust and its measurémentinued: several researchers
stress the point that interpersonal trust in ogtions and relationships is a complex
construct with more than three dimensions, a siea¢ahany-sided concept difficult to
grasp with surveys (McKnight, Cummings and Cheryad®07; McKnight, Cummings
and Chervany, 1998; McKnight and Chervany, 2000KMght and Chervany, 2001-
2002; McKnight, Chouldhury and Kacmar, 2002)
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Moreover, subsequently on the wake of Cummings Bmomiley’s study some
researchers presented an adaptation of O.T.ltdbar people, and a reduced—form of
the questionnaire that offers better psychometrapg@rties and has been positively

tested by using structural equation modeling (Molet al. 2007).

Nevertheless, it's a question of fact that the foguthe current research is not on a
exact assessment of the respondent’s trust imtherer but on its evolution throughout

the waves of the experiment.

Therefore in designing the questionnaire it wassmmred sufficient inserting only
some significant items drawn out of the reducedsfanentioned, concerning three
components of trust: the affective/emotional dimemsthe cognitive dimension and the
behavioral intention (Cummings and Bromiley,199&jdtto et al. 2007).

4. Quantitative experiment protocol

So a three-wave experiment was conducted onlineSéptember, October and
November 2011. The topic of the surveys was theswmption of special foodstuffs
like the biological, those directly sold by prodigeand those bought through

purchasing groups.

The items concerning this topic were 8. In additmwo batteries of items were included
in the questionnaires: 3 questions pertaining taatgaphic profiles of participants, and

3 further items inserted in order to evaluate resjeat’s trust regarding the inquirer.

As regards 2 items on demographics, the survey gess&new in advance which was
the true participant’s characteristic and thus doahlize whether the respondent lied or

not.

In respect of the latter items about trust, thegt haen formulated on the base of the
mentioned O.T.l. adaptation (Vidotto et al., 2007).

E-mail invitations were sent to a sample of 502vitials who are members of local
governments in the province of Bergamo. The chofdie target population was made

due to the fact that in Italy publishing online @ihmnaddress and curriculum vitae of
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every official is required by law. Such circumstas made easier the task of collecting
a respectable database with updated informationalbremployees that are well-

distributed all over a given territory.

Of course this option can appear to have a comliGation emphasized by a part of
web-survey literature, namely the remark that “peowho connect for business
purposes do not seem to be willing to participatthe survey” (Biffignandi et al., 2002,
p. 12).

In this case, however, it is mitigated by the féwat the target population doesn’t
connect for mere business purposes, but also ier dod strengthen the openness of
government and bureaucracy to citizenry. So actuidllseems instead to occur a
different phenomenon also reported by the reseescheell-educated users tend to
respond faster than the others” (Biffignandi et2002, p. 12).

Anyway, the mean age of the individuals that wespested to take part in the surveys
was 50 years, and 43,02% (n = 216) were female.

The members of the sample were randomly assignesheoof two conditions. In the
control condition (n = 250), individuals did notesve any information in exchange for
the information that was demanded. In the recipyombndition (n = 252), individuals
received unusual recipes for appreciating the spdoiodstuffs mentioned in the
questionnaires and diverse information about theattteristics, the properties and the
availability of products by redirecting to specalivebsites. This assignment was kept

constant over the three waves.

Note that the study was not announced as a longalcesearch at the outset. Instead,
in the second wave (W2) and without prior noticelividuals were told that this was a
follow-up to a study in which they were invited aib@ weeks before. In the third wave
(W3), they were told that this was the final paftaostudy in which they had been

invited before.

In substance an informal panel was organized wkiggeparticipation wasn't made
official by a request to take part in it: the optizwas aimed at preventing a potential
distortion in the response rate due to the earlgeetation of several waves of

guestionnaires.
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Moreover, not only people who responded in a giwame were invited to the following
wave, but also those who didn’t respond. In factides the link to the questionnaire
specific to every wave, those who didn't respondeneed again in the e-mail a
reminder of the previous questionnaires with a igh@equest to participate and in the
invitation it was specified that they could taketpa the prior waves by completing

online surveys.

Invitations and e-mail reminders were sent weesliarget population since periodicity
and number of soliciting messages were based orert@rical evidence of a pilot

survey where reaction to e-mail was prompt. Furtioge, this evidence is consistent
with literature which reports a reaction in abowbtworking days from the sending
(Biffignandi and Pratesi, 2000; 2002) so that eleenveek should have been enough”
between the messages (Biffignandi and Pratesi,, J0@%).

5. Qualitative experiment protocol

Since mixed methods procedures can work in a cosmcutriangulation strategy, in
addition to the quantitative experiment a qualgtinvestigation was carried out in

order to obtain supplementary information aboutrtfater of concern.

This approach is drawn out from Creswell thought aan be summarized in his topic
sentence: “the researcher collects both quanttand qualitative data concurrently and
then compares the two databases to determineré ikeconvergence, differences, or

some combination® (Creswell, 2009, p. 213).

The same concept is expressed in different wordstlgr researchers but the meaning
is very similar. For instance there’re authors whfer to comparison as confirmation,

disconfirmation, cross-validation, or corroborati¢@reene, Caracelli and Graham,
1989; Morgan, 1998; Steckler et al., 1992).

Anyway, the main problem lies in identifying a paosefully selected site and
appropriate people for the study that will besiphible researcher understand the topic

and the research question. But there is no nebdwe recourse to random sampling or
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selection of a large number of participants anessias typically found in quantitative
research.

In fact in the discussion about participants ardssfour different aspects have been
identified by Miles and Huberman (1994) above #ile setting, namely where the
research will take place, the actors, that is whib lve observed or interviewed, the

events, namely what the actors will be observenhterviewed doing, and the process,
that is the evolving nature of events undertakenthly actors within the setting

(Creswell, 2009, p. 178; Miles and Huberman, 1994).

So the focus is on collecting information throughstuctured or semi-structured
observations and interviews, documents, and visizeérials as well as establishing the
protocol for recording information (Creswell, 2009, 178). But it is still essential
picking out the type or types of data to be co#ld¢since in qualitative studies inquirers
may collect multiple forms of data and so spendoaswmerable time gathering

information in the natural setting.

In fact the collection procedures in this kind eksearch involve four basic types:

observations, interviews, documents, audio-visuzlenals.

In particular as regards observations, there ave éptions within the type of data
collection: 1) the complete participant where reslear conceals his role, 2) the
observer as participant where the role of researshé&nown, 3) the participant as
observer where the observation role is secondapgtiicipant role, and 4) the complete

observer where the researcher observes withoutipating.

Besides, it's noteworthy that observation has magyantages. First of all researcher
has a first-hand experience with participant. Sdbpresearcher can record information
as it occurs. Then unusual aspects can be notizealgdobservation. Finally it's useful

in exploring topics that may be uncomfortable fartgipants to discuss.

However, there are also some limitations in thipetyof data collection. In fact
researcher sometimes may be seen as intrusivege whil certain cases private
information may be observed that researcher carepmirt. Moreover researcher may
not have good attending and observing skills. Furttore certain participants may

present special problems in gaining rapport (Crds2@09, p. 179).
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Anyway, in order to supplement information collett¢hrough the quantitative

investigation, qualitative observations were made researcher took field notes on the
behaviour and the activities of individuals at theearch site in a semi-structured way,
that is by using prior guidelines on what data teuh record and the procedures for

recording data.

Actually the observer engaged in a complete paditi role where observation was
concurrent with participation and where before en¢e the field he planned the

approach to recording information by means of dqua. In this protocol it was stated

that descriptive notes, like the portraits of thartigipants, the reconstruction of

dialogue, the description of physical setting, déimel accounts of particular events, or
activities, should be separated from reflectiveesobn the researcher’'s personal
thoughts, such as “speculation, feelings, probleihsas, hunches, impressions, and
prejudices” in line with Bogdan & Biklen’s advic&992, p. 121; 1998).

So 30 observations were made relative to 10 sufectevery wave 5 of which in the
reciprocity condition and 5 in the control conditjosince they opened the e-malil
containing the link to the questionnaire until thawcided to respond or not to respond,
and in the positive case until they completed ite Tinit of analysis in this study is the
addressee of the e-mail. The observer told himipusly that he would receive an
invitation to a survey from his university befomng in order to help improve the text

of the questionnaires.

In sum this part of the research is focused upendidita set of 10 subjects who were
dealing with the invitations and who were obsergtladng the waves of the survey. The
sample of individuals is conceived as an apartdatstituted by members of local

governments in the province of Aosta. People weis kn the dark about the real goal

of the experiment.

It was told them that due to their important exgece in working with computers they
had been chosen as examiners in the alpha tesufay which would be administered
later to a sample of a target population. Sincesttigects observed are colleagues of the

researcher they were easily approachable under pa¢tenses.

During the observations extensive notes were takeaverything happened, including
as many verbatim quotes as possible, notes onrgestxpression and body language
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that accompanied the process. The observer anustdefore the subject received the
e-mail and lingered until the e-mail was openede Bhservations were incorporated
into the field notes that were written up within burs according to the Yin’s

suggestions (2003). In the form also demograpHaramation was written and details
about time, place, and date of the field settingemghthe observation took place
(Creswell, 2009, p. 183).

In addition to the fields notes, the researchedus®rmal on-site interactions with

participants in order to query the processes. yata in excess of 20 typed A4 pages.

Moreover, since the unit of analysis is the pensbo received an e-mail invitation, the
study considered how these e-mail interfered wighusual working routine.

Finally, in order to supply a contribution to theoplem focused in the research
question, a thematic qualitative analysis has lmesued: the data for analysis were
organized and prepared so a general sense offthrenation was obtained by reading
through all them and by reflecting on their overa#éaning.

Then, a more detailed analysis has been made witidiag process, according to the
conceptualization proposed by Rossman and RalB®8) as well as by Creswell
(2007): text data were segmented in sentencesragiagphs into categories labeled with
a term based in the actual language of the paaitjghe so-called in vivo term.

Thus, through the coding process a description geserated that involves a detailed
rendering of information about people, places awents in the setting in order to
clearly identify the themes and the connectionsragrtbem. The result is a qualitative
narrative that conveys the findings of the analgsid so closes with the interpretation

and the proposed meaning of the data.

45



RESULTS

1. Tables and summary of the quantitative experimen

Table 1 shows a summary about the trend of respaatisein the two experimental

conditions over the three waves.

TREND OF THE RESPONSE RATE

TABLE 1 Units Units in Units Total Respondenty Respondents Response| Response | Response
in experimental in amount of in in control rate rate in rate in
mailing group control | respondenty experimental group aggregate | experimental| control
list group group group group
Wave 1 502 252 250 154 70 84 30,67% 27,72% 33,60%
14.092011
Reminder =286M =145M =141M =95M =41M =54M =33,21%M | =28,27%M | =38,29%M
21.09.2011 +216F +107F +109F +59F +29F +30F +27,31%F | +27,10%F | +27,52%F
Wave 2 501* 251 250 95 46 49 18,96% 18,32% 19,60%
28.09.2011
Reminder =286M =145M =141M =48M =21M =27M =16,78%M | =14,48%M | =19,14%M
01.10.2011 +215F +106F +109F +47F +25F +22F +21,86%F | +23,58%F | 20,18%F
Wave 3 500** 251 249 84 39 45 16,80% 15,53% 18,07%
12.10.2011
Reminder
19.10.2011 =285M =145M =140M =42M =20M =22M =14,73%M | =13,79%M | =15,71%M
Final Reminder +215F +106F +109F +42F +19F +23F +19,53%F | +17,92%F | +21,10%F

02.11.2011
Closing date

13.11.2011

* One subject (F) refused to take part in the waexpressly and asked to be deleted from the mydibh

** One subject (M) refused to take part in the w8vexpressly and asked to be deleted from the mydikt after he received the reminder of the waz

2. Another subject (M) asked to be deleted fromntiadling list after he received the invitation tawve 3 but didn’t refuse to take part in it expngssl

Label:

M = mdde= female
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Table 2 shows a summary about the tendency foronelgmts to lie in the two

experimental conditions over the three waves, a #igt the participant doesn’t take

care of maintaining a relationship based on recipyo

TENDENCY FOR RESPONDENTS TO LIE

TABLE 2 Total Respondenty Respondents False False False False Total amount
amount of in in control answers answers answers | answers of lies
respondents| experimental group about sex in| about age in| about sex| about age
group experimental| experimental| in control | in control
group group group group
Wave 1 154 70 84 3 5 1 3 12
=95M =41IM =54M =3M =3M =1M =2M =9M
+59F +29F +30F +0F +2F +0F +1F +3F
Wave 2 95 46 49 0 1 0 1 2
=48M =21M =27M =0M =1M =1M
+47F +25F +22F +1F +0F +1F
Wave 3 84 39 45 0 0 0 2 2
=42M =20M =22M =0M =0M
+42F +19F +23F +2F +2F
Label: M = md&le female

Table 3, table 4, and table 5 show a summary abwitevolution of trust in the

inquirers estimated through the trend of three camepts: the affective/emotional

dimension, the cognitive dimension and the behaviotention. These trends enable to

roughly assess the level of reciprocity that theigaant assigns to the relation.
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TREND OF TRUST'S AFFECTIVE/EMOTIONAL DIMENSION

Experimental group Control group
TABLE 3 Mistrust | Feeble | Neither | Feeble| Trust | Mistrust | Feeble | Neither | Feeble Trust
mistrust | mistrust| trust mistrust | mistrust| trust
nor nor
trust trust
Wave 1 8 18 21 6 16 7 21 38 4 8
=5M =M =12M =5M =M =AM =15M =23M =AM =AM
+3F +9OF +9F +1F +7F +3F +6F +15F +OF +4F
Wave 2 4 16 9 4 9 3 17 23 2 3
=0M =8M =AM =2M =6M =1M =M =13M =2M =1M
+4F +8F +5F +2F +3F +2F +8F +10F +OF +2F
Wave 3 3 9 8 5 9 1 14 15 1 8
=0M =6M =AM =AM =2M =0M =M =6M =1M =AM
+3F +3F +4F +1F +7F +1F +5F +9F +OF +4F

Label: M = lmd = female
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TREND OF TRUST’'S COGNITIVE DIMENSION

Experimental group

Control group

TABLE 4 Mistrust | Feeble | Neither | Feeble| Trust | Mistrust | Feeble | Neither | Feeble| Trust
mistrust | mistrust| trust mistrust | mistrust| trust
nor nor
trust trust
Wave 1 6 17 23 6 17 6 18 38 7 9
=3M =OM =13M =5M =10M =3M =14M =23M =6M =4M
+3F +8F +10F +1F +7F +3F +4F +15F +1F +5F
Wave 2 4 12 11 4 11 3 16 21 3 4
=0M =7M =5M =2M =6M =1M =8M =13M =3M =1M
+4F +5F +6F +2F +5F +2F +8F +9F +0F +3F
Wave 3 3 9 7 3 11 2 10 16 2 9
=0M =7M =4M =2M =3M =1M =7M =M =1M =4M
+3F +2F +3F +1F +8F +1F +3F +9F +1F +5F
Label: M = male F mfale
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TREND OF TRUST’S BEHAVIORAL INTENTION

Experimental group

Control group

TABLE 5 Mistrust | Feeble | Neither | Feeble| Trust | Mistrust | Feeble | Neither | Feeble Trust
mistrust | mistrust| trust mistrust | mistrust| trust
nor nor
trust trust
Wave 1 8 5 13 23 19 4 5 15 29 23
=3M =3M =M =13M | =12M =2M =2M =M =25M =13M
+5F +2F +4F +10F +7F +2F +3F +8F +4F 10F
Wave 2 2 1 6 11 18 1 1 9 28 9
=0M =1M =4M =3M =8M =1M =1M =4M =18M =2M
+2F +0F +2F +8F +10F +0F +0F +5F +10F +7F
Wave 3 0 2 4 11 16 1 2 9 16 11
=1M =2M =M =6M =0M =1M =4M =11M =4M
+1F +2F +4F +10F +1F +1F +5F +5F +7F
Label M = Imd& = female
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2. Narrative of the qualitative experiment findings

In the first wave five members of the sample werehie control condition. The first
subject observed in this condition gave an impogssi being willing to respond if the
questionnaire comes from nonprofit organizatiora #njoy good reputation and if the
topic of the survey is intriguing. Since he receiie questionnaire in the control
condition, no incentive was given him but he didodmplain about this. As the
decision to respond is not determined by the incerthere’re other elements like the

interest in the topic and the reputation of thensjpo that occur.

The second subject in control condition seemecetwitling to respond as general rule
since in her opinion surveys are an opportunitjeton and to become well-aware in
choices. As she received the questionnaire in t¢méral condition, no incentive was
given her but she didn’t complain about this. Sitioe decision to respond cannot be
determined by the incentive other elements oc&erdi sort of intellectual curiosity and

the opportunity to learn something.

The third subject appeared to be willing to respasdjeneral rule since surveys are an
opportunity to express an opinion and to be ligddlen8ince she received the
questionnaire in the control condition, no inceatiwas given her but she didn't
complain about this. As the decision to responchoaibe determined by the incentive

other elements intervene like the opportunity tpregs an opinion and to be listened.

The fourth subject in control condition seemed @owblling to respond as general rule
since she likes participate in web surveys out ofiosity or in the spirit of

collaboration. As she received the questionnairthécontrol condition, no incentive
was given her but she didn't complain about thig.t8e decision to respond is not
determined by the incentive and among triggersdeponding there’s the curiosity and

the wish to make herself useful.

The fifth subject appeared to be willing to respasl general rule since she likes
participate in web surveys in order to be usefulhi® community especially when the
survey is administered by a non-profit researchtesenSince she received the
questionnaire in the control condition, no inceatiwas given her but she didn’t

complain about this. The decision to respond cabeatetermined by the incentive and
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among triggers for responding there’s the feellrg the information collected is useful
to the community, the suitable framework of theitimon, the topic, and the kind of

sponsorship

In the first wave five members of the sample werthe reciprocity condition. The first
subject seemed to be willing to respond if the tjaeeaire comes from nonprofit
organizations that enjoy good reputation and gihesimpression of appreciating the
incentive offered in the experimental reciprocityndition. The decision to respond is
not determined by the incentive but this lattertaken with curiosity or pleasure.
Among triggers for responding there’s the oppotyund participate in some serious
research.

The second subject appeared to be willing to re$@sngeneral rule since surveys are
an opportunity to think over several topics ane@xpress an opinion. Finally she gives
the impression of appreciating the incentive offerne the experimental reciprocity
condition. The decision to respond is not deterchibg the incentive but this latter is
taken with curiosity or pleasure. Among triggers riesponding there’s the opportunity

to express an opinion, to become aware of impopeotilems, and to learn something.

The third subject in reciprocity condition seemed to be willing to respond as general
rule since she doesn’t like questionnaires andnii@@s although sometimes she is
interested in topics discussed. She appeared peevkdaid few words but finally she
gave the impression of appreciating some incentiVhe decision to respond could be
determined by the incentive but among triggersrésponding there also could be the

interest in the topic and a kind of acquiescence.

The fourth subject seemed not to be willing to oegpas general rule since she doesn’t
like surveys although she admits appreciating tieentive. The decision to respond
could be determined by the incentive but amongénig for responding there also could

be a kind of acquiescence.

The fifth subject in this condition appeared nob®willing to respond as general rule
since he doesn't like surveys due to the hiddemdg®f the sponsors. The decision to
respond could be determined by the incentive budreniriggers for responding there

also could be a kind of acquiescence.
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In the second wave five members of the sample wettee control condition. The first

subject observed in this condition seemed to béngito respond as general rule but
admits that long questionnaires are a burden ome$gondent’s endurance. Since she
received the questionnaire in the control condjtiom incentive was given her but she
didn’t complain about this. As the decision to @sp cannot be determined by the

incentive other elements occur like the curiosity.

The second subject appeared to be willing to re$@dthhough she claimed to be very
busy. Since she received the questionnaire in ¢éimra condition, no incentive was
given her but she didn't complain about this. Thexision to respond cannot be
determined by the incentive and among triggersrésponding there could be the

interest in the topic.

The third subject in control condition seemed towbking to respond as general rule
since surveys are an opportunity to meditate oers¢problems. Since she received the
questionnaire in the control condition, no inceatiwas given her but she didn't
complain about this. As the decision to responchoaibe determined by the incentive
other elements intervene like the opportunity tket@ deeper dive into matters of

topical interest.

The fourth subject appeared to be willing to respdrthe questionnaires are not too
long and deal with relevant themes. Since he redetlie questionnaire in the control
condition, no incentive was given him but he didtoimplain about this. The decision
to respond can be determined by elements likehbersess of the questionnaire and the

opportunity to meditate on current events.

The fifth subject in this condition gave an impieasof being willing to respond and

urged to start the filling operation perhaps dri\®ncuriosity. She stresses the point
that short questionnaire are more likely to beedllin. Since she received the
questionnaire in the control condition, no inceatiwas given her but she didn’t
complain about this. So the decision to respontbisdetermined by the incentive and

among triggers for responding there could be thiosity.

In the second wave five members of the sample wetiee reciprocity condition. The
first subject seemed to be willing to respond asega rule and gave an impression of
appreciating the incentive offered in the experitakmeciprocity condition. The
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decision to respond is determined neither by tkentive nor by the topic of the survey
but the former is taken with curiosity and pleaswiele the latter seems to stir him to

debate. Among triggers for responding there coeld Bort of acquiescence.

The second subject appeared here to be willinggpand although before he told me
that he doesn'’t like surveys due to the hidden dgesf the sponsors. However, he
shows a significant lack of trust in survey managand sponsors. The decision to
respond in this case could be determined by tlezédst in the topic and in the incentive

but among triggers for responding there also cbeld kind of acquiescence.

In the third observation the subject seemed to Bengvto respond even though she
previously said that she doesn't like questionsaard interviews. Anyway, she gave
an impression of appreciating some incentives dnalong interest in the topic. The
decision to respond could be determined by thenimee but among triggers for

responding there also could be the interest indpe and a kind of acquiescence.

The fourth subject in reciprocity condition appehreot to be willing to respond as

general rule since she previously told me thatdgesn’t like surveys and now she said
few words but she emphasizes the importance otrsd&s in surveys. The decision to
respond could be determined by a sort of acquiesceand among triggers for

responding there isn’t the incentive since she 'tipimnt the page with the recipe and
the link to the website.

The fifth subject seemed to be willing to resposdganeral rule since in her opinion
surveys are an opportunity to think over severpic®and to learn something although
depending on the organizer and sponsor. She ales @n impression of appreciating
the incentive offered in the experimental recipipciondition. The decision to respond
is not determined by the incentive but this laietaken with curiosity or pleasure.
Among triggers for responding there’s the oppotiutd become aware of important

problems and to learn something.

In the third wave five members of the sample wer¢he control condition. The first
subject observed in this condition appeared to iisgvto respond if the questionnaires
deal with intriguing topics. Since he received tjuestionnaire in the control condition,

no incentive was given him but he didn’'t complaimoat this. As the decision to
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respond cannot be determined by the incentive ofhetors intervene, like the
opportunity to meditate on current events and d kilhacquiescence.

The second subject seemed to be willing to resgomzk she presses into filling out the
qguestionnaire on her own initiative. As she recgitlee questionnaire in the control
condition, no incentive was given her but she didiwmplain about this. Since the
decision to respond is not determined by the ineerdamong triggers for responding

there could also be a sort of acquiescence.

The third subject in control condition appeareddowilling to respond as general rule
and is very intrigued by the topic. She also clartgat surveys are an opportunity to
say what you think. Since she received the quasdioe in the control condition, no
incentive was given her but she didn’t complainuwdltbis. As the decision to respond
cannot be determined by the incentive other elesnecttur like the interest in the theme

and the opportunity to express an opinion.

The fourth subject gave an impression of beinginglito respond since she urges to
start the filling operation but she’s in a hurrheSseemed to compete in a sprint race.
Since she received the questionnaire in the coatmadiition, no incentive was given her

but she didn’t complain about this. As the decigimmespond is not determined by the

incentive among triggers for responding there canalé sort of acquiescence.

The fifth in this condition seemed to be willing tespond although she claimed to be
very busy. She casts doubt on the possibility diecting helpful information since she
doesn’t trust in what people maintain. Since sheeived the questionnaire in the
control condition, no incentive was given her bug slidn’t complain about this. As the
decision to respond cannot be determined by thenihe among triggers for

responding there could be a sort of acquiescence.

In the third wave five members of the sample warthe reciprocity condition. The first
subject appeared to be willing to respond and epmssed into filling out the
questionnaire on her own initiative. Moreover sippears to appreciate the incentive
offered in the experimental reciprocity conditiofhe decision to respond could be
determined by the incentive but among triggersrésponding there also could be the

interest in the topic.

55



The second subject seemed to be willing to res@endeneral rule since she actually
invited me to witness the compilation of the quastiaire. By making comments about
the topic she also gives an impression of appiiagiat. Finally she admits that she
likes the incentive offered. The decision to regp@not determined by the incentive
but this latter is taken with pleasure. Among tegg for responding there’s the
opportunity to compare her point of view with otlperspectives.

The third subject in reciprocity condition appeatede willing to respond and gave an
impression of appreciating the incentive offered tive experimental reciprocity
condition. He seems to be interested in the topiceshe speaks about it but among
triggers for responding there could be a sort gquéscence.

The fourth subject seemed to be willing to respand appeared to be interested in the
topic. He also claimed that an intriguing theme gmompt people to take part in

surveys. The decision to respond in this case coheldetermined by the interest in the
topic and in the incentive but among triggers fsponding there also could be a kind

of acquiescence.

The fifth subject in this condition seemed to bdlimg to respond although in the
previous observation she told me that she doesk& burveys and that the
questionnaires have to be short. Moreover now stghasizes that quietness and time
are key elements in the task of taking part in sysv without saying she suggests that
these factors are often missing and this in imiptigfierence to the disruption in the first
attempt to fill out the questionnaire. The decisiorrespond could be determined by a
sort of acquiescence and among triggers for respgrttiere isn’t the incentive since
she didn’t print the page with the recipe and thke {o the website one more time.
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DISCUSSION

1. Test of the hypotheses and findings

| have presented a longitudinal experiment on tfeeeof reciprocity framing for study
participation in online panels and surveys. In Hpesis 1, | supposed that the
reciprocity framing would have a positive effect @msponse. This hypothesis was not
supported in the initial wave. Instead, using remgfty frame for the first time had the
surprising effect of lowering response rates anerehy increasing research costs.
Because this was the first time that this sample wHered a reciprocity frame,
unfamiliarity with procedure could explain the laok effectiveness of the framing.
However, not knowing or not being used to recem@procity frame or minding the
effort it takes to collect the gift cannot expldine negative effect, especially given that
the people in the reciprocity condition were alseeg the opportunity to take part
without considering and gathering the informatidiei@d as remuneration.

Three categories of reasons could account foratipnocity’s deleterious effect.

Firstly, although | avoided alluding overly to tingerits of the specialist websites to
which | redirected them in order to gather moreiinfation, some panelists — especially
if they had just skimmed the e-mail invitation —-utmb still have thought that the panel
was endorsing the websites and their webmastetsaathaorganizations different from
the university research sponsor. Despite the faat tedirecting respondents to a
website in order to gather more information is fodecharge, | could not conduct my
experiment without promoting the specialist welsséead webmasters to some degree:
this is unavoidable when one is working with oreliservices and data bases. The
promotion of websites and webmasters company cbale given panelists pause if
they had not explicitly signed up for this. If thigere true, however, other methods
involving different providers, should be deletesoas well. Further experiments could
investigate whether panelists’ dislike is genemdizo the promotion of any kind of
website and webmaster or restricted to sensitieasarabout which Internet users are

often apprehensive. Moreover, future experimentsdcolarify whether such a dislike
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is specific to (or exacerbated by) noncommercialetg such as the one at hand, or
whether members of any online panel, including mrmoercial market-research panel,

resent the promotion of a commercial company.

The second category of reasons for the recipracitiéleterious effect pertains to
intrinsic versus extrinsic motivation. It has bermgested that offering something can
reduce people’s interest in taking on work, or aincdiminish the quality of their
achievements. It could corrupt a person’s intrimsmtivation by degrading to the level
of mere exchange what he or she intends to be argem service. Furthermore,
incentives could waste an opportunity to expressothin opinion and to be listened. In
a similar vein, the offer of information could caupeople to question whether this
actually compensates them for their efforts, whetseing asked to participate without
incentive appeals to goodwill and altruism (Dillmd®78). However, this explanation
is limited to noncommercial panels: indeed, in mmmercial panels, the motivation to
help in research is likely stronger than in comnarpanels and so it can become a

gratification as well as an effective incentivdd&e part in a survey.

Finally, and this is the third category, using tieeiprocity frame could reduce the
feeling that researchers are working seriously prtesof the sponsor’s reputation.
People could wonder if one’s contribution is reathportant, even essential, since the
inquirers aren’t able to convey this message, hlyt wy to implement an exchange.

On the contrary, it's interesting to notice that #'xchange framing seems to slow down

the response rate drop in the second wave.

However from the third wave on the downturn of tesponse rate in the control group
seems to ease off as though people who agreegon@sn the second wave constitute a

special subgroup retained for long.

In Hypothesis 2, | supposed that over successiwesvaf longitudinal e-studies there’s
a negative trend of perceived reciprocity that @Hepanel attrition and that this trend
can be monitored by designing questionnaires caaé.

This hypothesis was supported since an appropngiementation of questionnaires
enabled to monitor the trend of the respondentsepexd trust in the inquirers and the

tendency to lie. Actually this tendency wasn’'t nigréecreasing due to the fact that
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respondents who mistrusted or lied then refusethke part in later waves and so
disappear in the following tally.

This phenomenon was patrticularly evident in the ganson of the trend analysis
concerning the experimental group with the one t# tontrol group where the
reciprocity condition wasn’'t present and couldrffeat perceived trust or tendency to
lie. So in the latter group the decreasing patteems to emerge more distinctly.

In the Hypothesis 3 | supposed that by enhancingcepeed reciprocity in the
relationship between participants and inquirereach wave, decrease in response rate

can slow down throughout the panel waves.

The hypothesis was partially supported especialith weference to the transition
between the first and the second wave since tHeirfathe response rate of the
experimental group in reciprocity condition was imuess definite and strong than in

the control group.

2. A two indices proposal for predicting later respnse in panels

Anyway, from the analysis of the data it was pdssib develop two indices that enable
to monitor the willingness to respond and work aedjctors of dropouts or non-

responses in later waves of panels.

So researchers by monitoring online panelists ia Way can intervene promptly in
order to limit attrition or to increase effectivedyrvey response and retention over the
waves, even by implementing the traditional boas$strategies just in the nick of time.
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3. The Pinocchio Ratio

The first proposal for an index of forthcoming doop and non-response is:
lies in wave X / respondents in wave X

| call this index Pinocchio Ratio in reference ke tlying main character of the 1883
Carlo Collodi's homonymous novel.

Meaning in a panel: The more this ratio falls ottee waves, the more dropouts and
non-responses are unlikely - The more this raiesriover the waves, the more dropouts

and non-responses are likely.

Table Pinocchio Ratio Experimental group Control group
(*100 in order to limit decimals)

Wave 1 Total 11,4 4,7
Wave 1 M 14,6 5,5
Wave 1 F 6,8 3,3

Wave 2 Total 2,1 2
Wave 2 M 0 3,7
Wave 2 F 4 0

Wave 3 Total 0 4,4
Wave 3 M 0 0
Wave 3 F 0 8,6

Label: M = make= Female
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4. The Candide Ratio

The second proposal for an index of forthcomingodud and non-response is:
sum of trust declarations in the 3 dimensions imend / respondents in Wave X

| call this index Candide Ratio in reference to tdamdid main character of the 1759
Voltaire’s homonymous novel.

Meaning in a panel: The more this ratio rises dher waves, the more dropouts and
non-responses are unlikely — The more this ratle éver the waves, the more dropouts
and non-responses are likely.

Table Candide Ratio Experimental group Control grou

Wave 1 Total 1,24 0,95
Wave 1 M 1,07 1,03
Wave 1 F 1,13 0,80

Wave 2 Total 1,23 1
Wave 2 M 1,28 1
Wave 2 F 1,2 1

Wave 3 Total 1,41 1,04
Wave 3 M 1,20 1,36
Wave 3 F 1,63 0,95

Label: M = make= Female
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5. The association analysis between considered \avles

Association analysis aims at identifying relatiapshor affinities between entities
and/or variables. So it could be worthwhile cargywut this procedure with particular
reference to key elements of the study. Therefoie dnalysis is conducted as regards
reciprocity assigned by participants to the relatlop with inquirers betrayed by
declarations of trust and by lies in questionneasgponses over the three waves.

For this purpose these are the available data:

Wave 1 = 154 respondents

Wave 2 = 95 respondents

Wave 3 = 84 respondents

Items with verifiable answers = 2 per questionnaire

Items about trust = 3 per questionnaire

Total amount of false answers in Wave 1 =12

Total amount of false answers in Wave 2 = 2

Total amount of false answers in Wave 3 = 2

Trust declarations in Wave 1 = 167 (34 of whichatigk to affective/emotional
dimension, 39 to cognitive dimension, and 94 toavatral intention)

Trust declarations in Wave 2 = 106 (18 of whichatigk to affective/emotional
dimension, 22 to cognitive dimension, and 66 toavaral intention)

Trust declarations in Wave 3 = 102 (23 of whichatigk to affective/emotional

dimension, 25 to cognitive dimension, and 54 toavatral intention)

Table A sums up data (Y = Answers; X = Waves)

Table A Obtained False Answers Trust Total
Answers declarations
Wave 1 770 12 167 949
Wave 2 475 2 106 583
Wave 3 420 2 102 524
Total 1665 16 375 2056
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generates Table B and Table C

The reckoning of conditional relative distributiozsd of marginal relative distributions

Table B Relative Relative Relative Total
distribution of | distribution of | distribution of
Obtained False Answers Trust
Answers declarations
Wave 1 0,4624 0,75 0,4453 1,6577
Wave 2 0,2852 0,125 0,2826 0,6928
Wave 3 0,2522 0,125 0,272 0,6492
Total ~1 ~1 ~1 ~
Table C Relative Relative Relative Total
distribution of | distribution of | distribution of
Obtained False Answers Trust
Answers declarations
Wave 1 0,8113 0,0126 0,1759 ~1
Wave 2 0,8147 0,0034 0,1818 ~1
Wave 3 0,8015 0,0038 0,1946 ~1
Total 2,4275 0,0198 0,5523 ~3

With the change in the Y expression mode, the Xditmmal relative distribution also
changes (although not much) and, with the changenX expression mode, the Y
conditional relative distribution also changesh@aitgh not much), so the variables seem

not to be statistically independent.

For this reason a relationship between them shexikt.

A case of spurious association between the twabkes can be rejected since they are
logically dependent. In fact a relationship is welbwn in literature: people who

respond in a given wave are more likely to resparttie following and the dependence
pattern fits a first-order Markov chain process ii@dand Wolff, 2007).
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Then some association indices can be calculated Trable A:
Chi-square = 52,4075

Phi = 0,0504

Crameér's V = 0,0357

Lambda = 0,0000

Anyway, if X and Y are independent, Lambda = 0 ibus not true the contrary since

Lambda can equal O even though the two variables’'tamdependent, like in the
current context.

Then it's conceivable elaborating a Table D whengrovements in dropout and non-
response predictions coming from information aldalge answers and trust declaration
are clearly shown.

In the second column liars are added to peoplesttys responding compared to Wave

1 since by non-responding they both choose tolgdstak a relationship just begun.

Table D Respondents Liars + people People with Total
who stops confident
responding behavioral
compared to intention
Wave 1
Wave 1 154 12 Q4 rxx 260
Wave 2 95 61* B66**** 222
Wave 3 84 T72%* B4xrkskk 210
Total 333 145 214 692

* = 2+59 and 59 = 154 — 95
** = 2470 and 70 = 154 — 84

*** Trust declarations in Wave 1 = 167 (34 of whichlative to affective/emotional

dimension, 39 to cognitive dimension, andt®4ehavioral intention)
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**** Trust declarations in Wave 2 = 106 (18 of whiaelative to affective/emotional
dimension, 22 to cognitive dimension, andt6®ehavioral intention)
**&* Trust declarations in Wave 3 = 102 (23 of wdhi relative to affective/emotional

dimension, 25 to cognitive dimension, andté4ehavioral intention)

Also from Table D some association indices canabeutated:
Chi-square = 70,5468

Phi =0,3193

Cramér's V = 0,2258

Lambda = 0,0759

Therefore, since Lambda = 0,0759 it may be possiblemprove non-response
predictions in following waves by considering resgent expression modes compared
to first wave. In this particular case the amounpmdiction errors about dropout and

non-response could decrease by 7,59%.

Moreover it's also conceivable elaborating a Tdblehere in the second column liars
are added to people who stops responding compaugibtr Wave.

Table E Respondents Liars + peopld®eak of people Total
who stops confident
responding

compared to

prior Wave
Wave 1 154 12 94*x* 260
Wave 2 95 61* 6O *** 222
Wave 3 84 13** DY FHAF* 151
Total 333 86 214 633

* = 2+59 and 59 = 154 — 95
** =2+711and 11 =95 -84
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*** Trust declarations in Wave 1 = 167 (34 of whicélative to affective/emotional
dimension, 39 to cognitive dimension, andt®4ehavioral intention)
***+* Trust declarations in Wave 2 = 106 (18 of whiaelative to affective/emotional
dimension, 22 to cognitive dimension, andté@®ehavioral intention)
**&%* Trust declarations in Wave 3 = 102 (23 of wdh relative to affective/emotional
dimension, 25 to cognitive dimension, andté4ehavioral intention)

Also from Table E the same association indicesheaoalculated:
Chi-square = 57,8662

Phi = 0,3024

Cramér's V =0,2138

Lambda = 0,0728

Therefore, since Lambda = 0,0728 it may be possiblemprove non-response
predictions in following waves by considering resgent expression modes compared
to prior wave. In this particular case the amounprediction errors about dropout and

non-response could decrease by 7,28%.
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6. Research limitations and research agenda

Nevertheless this study with the reported onlingeexnent is not without limitations.

On the one hand having recourse to a particuladeviob-population about which it
was possible to take a census of the members an@sarting to a probability sample
of the overall population may weaken the chanogeoikeralize the findings.

On the other hand using different amount of questiires and diverse intervals

between waves and reminders could affect the sesult

Therefore the applicability of the of the findingsstudies using more than three waves

or different intervals between waves remains tediablished in future research.

Anyway, in the present study the reciprocity coioditwasn’'t beneficial in terms of
percentage and absolute value of people respordimgared to control condition from

the initial wave up to the final.

However, the advantage brought about by the noesahent condition began shrinking
with the second wave. If declining trend insteadrediching a lower limit continue
beyond the third wave, at a particular number ofegahigher than three the use of this
kind of inducement would become beneficial but sadupposition have to be tested in
online panel studies with more than three wavesfutber research is needed to fill
this gap.

Moreover, this study was conducted in a no-optrline panel. Although there are no a
priori reasons why results should not apply toiopnd no-probability-sampled panels,

Future research needs to explore the facet ofrti@dgm in an empirical manner.

Finally, a strength of the research is the randasigament of participants to

experimental conditions, which renders alternagixplanations for the effect unlikely.

Moreover the two indices proposal in order to predater response in panels is a

unique contribution of the present study.

In sum, our results show that it's possible to pis#itably the Pinocchio Ratio and the
Candide Ratio that enable to monitor the willinghesrespond and work as predictors

of dropouts or non-responses in later waves oflpane
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This is the viable solution suggested in orderirtotlattrition or to increase effectively
survey response and retention over the waves opdhels: by a monitoring oriented
design researchers can intervene promptly and iewplement the traditional boosting

strategies just in the nick of time.
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ADDENDUM 1

1. Questionnaires, invitations, reminders (Wave 1)

Document 1 - Draft of the e-mail request to take pathe first survey (Wave 1)

\ ¢ L

e Cenfro per le Analisi Statistiche e le Indagini campionarie
4y |

Sede /o Universita degli Studi di Berzamo ==F ]
Via dei Caniana,n. 2 24127 BERGAMO ‘ O' Ly
\ B

Tel. 033 2032316 |
Direttore: Prof. Silvia BIFFIGNANDI

Oggetto: Proposta di collaborazione a ricerca del Centaliginstatistiche e indagini
dell'Universita di Bergamo.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) La invita a collaborare alla propattvita.

Trovera in allegato la lettera di invito con speeife modalita ed istruzioni per la
partecipazione.

La ringraziamo anticipatamente per la Sua collabioree.
Bergamo, 14 settembre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 2 - Draft of the invitation letter attadie the e-mail (control group Wave 1)

Z‘ ‘ ~
A N 'f," Centro per le Analisi Stafisliche e le Indagini campionarie
ey |

Sede ¢/o Universita degh Studi di Bergamo == i
Via dei Caniana, n.2 24127 BERGAMO | ACH
Tel 0332032316 | O B
Direttore: Prof. Sitvia BIFFIGNANDI _

Oggetto: Ricerca del CASI (Centro Analisi Statistiche e dguhi) c/o Universita di
Bergamo sui prodotti biologici.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) ha selezionato un campione di imfdivida intervistare per effettuare
un’indagine sul tema dei prodotti biologici. llsundirizzo € stato selezionato per
collaborare all'indagine.

Attraverso il breve questionario (14 domande) cleeviene proposto al link sotto
indicato potra esprimere la Sua opinione in mara@@nima e liberamente.

Non ci sono risposte giuste o sbagliate, ma ssjooste che possono descrivere il Suo
punto di vista nella maniera piu chiara e semplice.

Le risposte vengono raccolte con procedura autamet sul sito sicuro di
Surveymonkey che é specializzato nella gestiontéstita di questionari e presso cui
CASI ha esternalizzato la funzione tecnica di siggio dei dati.

La Sua collaborazione nel fornirci le informazigighieste € molto importante per la

buona riuscita dello studio in corso e Le chiedigmeccio gentilmente di rispondere in
modo sincero a tutti i quesiti.
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Ci teniamo a sottolineare ancora che tutte le g@pdornite saranno trattate secondo
procedure statistiche in maniera assolutamenteimuaoa nel completo rispetto della
normativa sulla privacy.

La invitiamo quindi a collaborare alla nostra inoteegaccedendo al questionario tramite
il seguente link.

Clicchi sul link per compilare il questionario:
XHXXXXXXXXXXXXXXXK

La ringraziamo anticipatamente per la Sua collabioree.
Bergamo, 14 settembre 2011

[l direttore del CASI

Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 3 - Draft of the invitation letter attadite the e-mail (experimental group
Wave 1)

Z‘ \ ‘
| "*,“ Centro per le Analisi Stafistiche e le Indagini campionarie
gy _____________________________________________________________________________|

Sede c/o Universita degli Studi di Bergamo [ i
Viadei Caniana n.2 24127 BERGAMO | A (_\.
Tel 033 2052316 G V)
Direttore: Prof. Silvia BIFFIGNANDI

Oggetto: Ricerca del CASI (Centro Analisi Statistiche e dguhi) c/o Universita di
Bergamo sui prodotti biologici.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) ha selezionato un campione di imldivida intervistare per effettuare
un’indagine sul tema dei prodotti biologici. llsundirizzo € stato selezionato per
collaborare all'indagine.

Attraverso il breve questionario (14 domande) cleeviene proposto al link sotto
indicato potra esprimere la Sua opinione in mara@@nima e liberamente.

Non ci sono risposte giuste o sbagliate, ma ssjooste che possono descrivere il Suo
punto di vista nella maniera piu chiara e semplice.

Le risposte vengono raccolte con procedura autame sul sito sicuro di
Surveymonkey che é specializzato nella gestiontéstita di questionari e presso cui
CASI ha esternalizzato la funzione tecnica di siggio dei dati.

La Sua collaborazione nel fornirci le informazigithieste € molto importante per la

buona riuscita dello studio in corso e Le chiedigmeccio gentilmente di rispondere in
modo sincero a tutti i quesiti.
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Ci teniamo a sottolineare ancora che tutte le stpdornite saranno trattate secondo
procedure statistiche in maniera assolutamenteiguaoa nel completo rispetto della
normativa sulla privacy.

Siamo consapevoli che rispondere al questionamopootera da parte Sua un impegno
di qualche minuto che Lei potrebbe dedicare ac attivita e per questo motivo in

cambio della Sua collaborazione, al termine delstjoeario, Le proponiamo alcune

informazioni sul tema dell'alimentazione che Larpbbero interessare.

La invitiamo quindi a collaborare alla nostra insteegaccedendo al questionario tramite
il seguente link.

Clicchi sul link per compilare il questionario:
XHXXXXXXXXXXXXXXXK

La ringraziamo anticipatamente per la Sua collabioree.

Bergamo, 14 settembre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 4 - Final draft of the questionnaire adsténed to control group (Wave 1)

\ ( ‘
: %
%,

Ya5y

Sede ¢/o Universita deghi Studi di Bergamo
Via dei Caniana, n.2 24127 BERGAMO
Tel. 033 2052516

Direttore: Prof. Sitvia BIFFIGNANDI

Cenfro per le Analisi Statistiche e le Indagini campionarie
- — — — — — — — = - —  —  §

Sezione A.1
Informazioni generali su chi risponde
*1. Sesso

o Femmina
o Maschio

Sezione A.2
Informazioni generali su chi risponde
*2. Eta

Anno di nascita

Scegliere una fascia
v

Sezione A.3

Informazioni generali su chi risponde

*3. Frequenza di acquisto prodotti alimentari

o Acquisto regolarmente
o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.1
Indagine sui prodotti biologici
*4. Opinione sui produttori

Chi coltiva piante ed alleva animali in modo biologco non intende soltanto offrire
prodotti senza residui di fitofarmaci o concimi chmici di sintesi, ma soprattutto
vuole evitare I'impatto negativo sull’ambiente dellinquinamento di acque, terreni
ed aria.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.2

Indagine sui prodotti biologici

*5. Opinione sui consumatori

Chi consuma prodotti biologici evita I'assunzione d prodotti con residui di
fitofarmaci o concimi chimici di sintesi, ma sopratutto contribuisce a limitare
I'impatto negativo sul’ambiente dell'inquinamento di acque, terreni ed aria.
Grado di accordo con I'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo

o Parzialmente in disaccordo
o In disaccordo
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Sezione B.3

Indagine sui prodotti biologici

*6. Frequenza di acquisto di prodotti biologici
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai

Sezione B.4
Indagine sui prodotti biologici
*7. Frequenza di consumo extracasalingo di prodottbiologici

o Al ristorante, in pizzeria od in mensa chiedo fagoente di potere consumare cibo
biologico

o Non mi sono mai posto il problema di consumareo diliologico fuori dal mio
domicilio

o Frequento esclusivamente esercizi pubblici dove serviti cibi biologici

Sezione B.5
Indagine sui prodotti biologici
*8. Propensione ad acquistare

Se i prodotti biologici avessero un prezzo ugualeguello dei prodotti non biologici,
od almeno costassero poco di piu, li acquistereijpspesso.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione B.6

Indagine sui prodotti biologici

*9. Visibilita dei prodotti biologici nei punti vendita generalmente frequentati
o Mi sembra che i prodotti biologici siano postiun luogo ben visibile

o | prodotti biologici non sono valorizzati e bis@gecercarli
o Sono disponibili pochissimi prodotti biologici

Sezione B.7
Indagine sui prodotti biologici

*10. Incentivazione del consumo di prodotti biologii da parte delle pubbliche
autorita

o Le pubbliche autorita in genere promuovono cameadn sensibilizzazione per
incrementare il consumo di prodotti biologici

o L’acquisto ed il consumo di prodotti biologici inesso esclusivamente all’iniziativa
dei cittadini

o Soltanto alcuni organismi pubblici si impegnandlangoromozione dei prodotti

biologici

Sezione B.8
Indagine sui prodotti biologici

*11. Organismo pubblico che pud promuovere piu aut@volmente il consumo di
prodotti biologici

o Regione

o Provincia

o ASL (Azienda Sanitaria Locale)
o Comune

o Scuola

o Stato
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Sezione C.1
Considerazioni sui questionari e sulle indagini
*12. Prima impressione

Ho spesso la sensazione che gli autori dei questonsi approfittino un po’ degli
intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione C.2
Considerazioni sui questionari e sulle indagini
*13. Valutazione successiva

Riflettendo sul contenuto dei questionari, penso @heffettivamente i ricercatori si
approfittino un po’ degli intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione C.3
Considerazioni sui questionari e sulle indagini
*14. Propensione a rispondere

Nonostante un iniziale fastidio, in me vince sempréintenzione di rispondere ali
guestionari che vengono proposti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione D
Ringraziamenti ed indirizzo per contatti

Grazie per avere partecipato a questa indagine edvare dato un utile contributo
alla nostra ricerca.

Restiamo a disposizione per qualsiasi comment@gesimento.

L’indirizzo mail cui scrivere éroberto.artaz@unibg.it
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Document 5 - Final draft of the questionnaire adstémed to experimental group
(reciprocity condition) Wave 1

-
; "’

b, Cenfro per le Analisi Statistiche e le Indagini campionarie
4y |

Sede c/o Universita degli Studi di Bergamo ==

Via dei Candana, n.2 24127 BERGAMO | ACH
Tel. 035 2052316 G 3
Direttore: Prof. Sitvia BIFFIGNANDI

Indagine sui Prodotti Biologici (modGS0) UNIVERSITA DI BERGAMO — CASI

Sezione A.1
Informazioni generali su chi risponde
*1. Sesso

o Femmina
o Maschio

Sezione A.2

Informazioni generali su chi risponde

*2. Eta

Scegliere una fascia
Anno di nascita v
Sezione A.3

Informazioni generali su chi risponde
*3. Frequenza di acquisto prodotti alimentari
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.1
Indagine sui prodotti biologici
*4. Opinione sui produttori

Chi coltiva piante ed alleva animali in modo biologco non intende soltanto offrire
prodotti senza residui di fitofarmaci o concimi chmici di sintesi, ma soprattutto
vuole evitare I'impatto negativo sull’ambiente dellinquinamento di acque, terreni
ed aria.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.2

Indagine sui prodotti biologici

*5. Opinione sui consumatori

Chi consuma prodotti biologici evita I'assunzione d prodotti con residui di
fitofarmaci o concimi chimici di sintesi, ma sopratutto contribuisce a limitare
I'impatto negativo sul’ambiente dell'inquinamento di acque, terreni ed aria.
Grado di accordo con I'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo

o Parzialmente in disaccordo
o In disaccordo
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Sezione B.3

Indagine sui prodotti biologici

*6. Frequenza di acquisto di prodotti biologici
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai

Sezione B.4
Indagine sui prodotti biologici
*7. Frequenza di consumo extracasalingo di prodottbiologici

o Al ristorante, in pizzeria od in mensa chiedo taguente di potere consumare cibo
biologico

o Non mi sono mai posto il problema di consumareo diiologico fuori dal mio
domicilio

o Frequento esclusivamente esercizi pubblici dove serviti cibi biologici

Sezione B.5
Indagine sui prodotti biologici
*8. Propensione ad acquistare

Se i prodotti biologici avessero un prezzo ugualeguello dei prodotti non biologici,
od almeno costassero poco di piu, li acquistereilpspesso.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione B.6

Indagine sui prodotti biologici

*9. Visibilita dei prodotti biologici nei punti vendita generalmente frequentati
o Mi sembra che i prodotti biologici siano postiun luogo ben visibile

o | prodotti biologici non sono valorizzati e bis@gecercarli
o Sono disponibili pochissimi prodotti biologici

Sezione B.7
Indagine sui prodotti biologici

*10. Incentivazione del consumo di prodotti biologii da parte delle pubbliche
autorita

o Le pubbliche autorita in genere promuovono cameadn sensibilizzazione per
incrementare il consumo di prodotti biologici

o L’acquisto ed il consumo di prodotti biologici inesso esclusivamente all’iniziativa
dei cittadini

o Soltanto alcuni organismi pubblici si impegnandlangoromozione dei prodotti

biologici

Sezione B.8
Indagine sui prodotti biologici

*11. Organismo pubblico che pud promuovere piu aut@volmente il consumo di
prodotti biologici

o Regione

o Provincia

o ASL (Azienda Sanitaria Locale)
o Comune

o Scuola

o Stato
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Sezione C.1
Considerazioni sui questionari e sulle indagini
*12. Prima impressione

Ho spesso la sensazione che gli autori dei questonsi approfittino un po’ degli
intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione C.2
Considerazioni sui questionari e sulle indagini
*13. Valutazione successiva

Riflettendo sul contenuto dei questionari, penso @heffettivamente i ricercatori si
approfittino un po’ degli intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione C.3
Considerazioni sui questionari e sulle indagini
*14. Propensione a rispondere

Nonostante un iniziale fastidio, in me vince sempréintenzione di rispondere ai
questionari che vengono proposti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione D
Ringraziamenti ed indirizzo per contatti

Grazie per avere partecipato a questa indagine edvare dato un utile contributo
alla nostra ricerca.

Come segno tangibile della nostra gratitudine e rmEmMbiare la Sua cortesia, Le
segnaliamo innanzitutto un sito istituzionale utper reperire informazioni sugli
alimenti e poi Le proponiamo una ricetta.

Il sito e quello dell'lstituto Nazionale di Ricerper gli Alimenti e la Nutrizione. Si

tratta di un ente pubblico di ricerca, sottopostia &igilanza del Ministero delle

Politiche Agricole, Alimentari e Forestali, ed epiu autorevole ente italiano le cui
attivita di ricerca, formazione e divulgazione sianvolte allo studio degli alimenti e

del loro ruolo nel mantenimento della salute eanplevenzione del rischio di malattie
correlate all'alimentazione. Il sito e raggiunggtalll'indirizzohttp://www.inran.it/

La ricetta proposta é quella del "Pollo ai mirtilli
Tempo di preparazione 90 minuti

INGREDIENTI per 4 persone: 1 pollo abbastanza geantl limone, 5 cucchiali
abbondanti di olio, sale e pepe.
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Per la salsa: 2 cestini di mirtilli, 1/2 bicchiedtePorto, 50 gr di zucchero, 1 arancia, 1
bicchiere di succo d'arancia.

PREPARAZIONE: lasciate il pollo intero, salate gate all'interno. Legatelo con uno
spago sottile e ponetelo in una casseruola caa &dl il limone intero. Fatelo rosolare a
fuoco lento per almeno 40 minuti, aggiungendo undpsale. Nel frattempo lavate ed
asciugate i mirtilli metteteli in una pentola insieme allo zuccherouadicchiere di
succo d'arancia ed alla scorza grattugiata di &aircorate quindi col porto la salsa e
portate ad ebollizione mescolando continuamente faex sciogliere lo zucchero.
Cuocete per 15 minuti finché la salsa sara densadilasciate intiepidire. Finalmente
tagliate il pollo e servitelo a pezzi con la sagaarte.

Restiamo a disposizione per qualsiasi comment@gesimento.

L’indirizzo mail cui scrivere éroberto.artaz@unibg.it
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Document 6 - Draft of the e-mail reminder sentha tirst survey (Wave 1)

..:‘.' | . ‘

e
,
¢

e Cenfro per le Andlisi Statistiche e le Indagini campionarie
gy |

Sede o/o Universita deghi Studi di Berzamo = i
Via dei Camiana, n. 2 24127 BERGAMO ‘O. (‘-.
\ B

Tel. 035 2052516 |
Direttore: Prof. Silvia BIFFIGNANDI

Oggetto: SEGUE “Proposta di collaborazione a ricerca deit@eanalisi statistiche e
indagini dell’Universita di Bergamo”.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) circa una settimana fa L’aveva mdta collaborare alla propria
attivita.

Con la presenta ringraziamo sentitamente quantndatcolto la nostra proposta ed
intendiamo comunicare a chi non lo avesse ancdta te puo ancora trovare in
allegato la lettera di invito con specificate mada¢d istruzioni per la partecipazione.

Grazie ancora per I'attenzione.

Bergamo, 21 settembre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

S'D./

L'indirizzo WEB del CASI
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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2. Questionnaires, invitations, reminders (Wave 2)

Document 7 - Draft of the e-mail request to take pathe second survey (Wave 2)

\AC

*
“
¢

b Cenfro per le Analisi Statistiche e le Indagini campionarie
4y |

Sede /o Universita degli Studi di Bergamo = i
Via dei Caniana, n.2 24127 BERGAMO io. |
Tel. 035 2052516 | V)
Durettore: Prof. Silvia BIFFIGNANDL

Oggetto: Nuova proposta di collaborazione a ricerca delt@eanalisi statistiche e
indagini dell’Universita di Bergamo.

Buongiorno,

avendo concluso I'attivita di distribuzione dei gtienari sui prodotti biologici,

il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) La invita nuovamente a collabordl® propria attivita su di un tema

affine.

Trovera in allegato la lettera di invito con speeife modalita ed istruzioni per la
partecipazione.

La ringraziamo anticipatamente per la Sua collabioree.
Bergamo, 28 settembre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 8 - Draft of the invitation letter attadie the e-mail (control group Wave 2)

‘ | n‘
' %

b Cenfro per le Analisi Statistiche e le Indagini campionarie
gy |

Sede /o Universita degli Studi di Bergamo [ i
Via dei Caniana, n. 2 24127 BERGAMO | ACH
Tel. 035 2052516 G V)
Direttore: Prof, Silvia BIFFIGNANDL

Oggetto: Ricerca del CASI (Centro Analisi Statistiche e dguhi) c/o Universita di
Bergamo sul cibo a Km 0.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) dopo avere selezionato un campionadividui per l'indagine sul
tema dei prodotti biologici ha ritenuto di utilizeal medesimo campione per effettuare
un’indagine sul tema del cibo a Km 0.

Come nella precedente indagine (ancora apertaalifioottobre prossimo per chi non
avendo ancora risposto lo intendesse fare oragvatso un breve questionario di 14
domande che viene proposto al link sotto indicaitygpesprimere la Sua opinione in
maniera anonima e liberamente.

Ricordiamo nuovamente che non ci sono risposteeiassbagliate, ma solo risposte
che possono descrivere il Suo punto di vista me#laiera piu chiara e semplice.

Le risposte vengono raccolte con procedura autame sul sito sicuro di
Surveymonkey che é specializzato nella gestiontéstita di questionari e presso cui
CASI ha esternalizzato la funzione tecnica di siggio dei dati.

La Sua collaborazione nel fornirci le informazigighieste € molto importante per la

buona riuscita dello studio in corso e Le chiedigmeccio gentilmente di rispondere in
modo sincero a tutti i quesiti.
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Ci teniamo a sottolineare ancora che tutte le stpdornite saranno trattate secondo
procedure statistiche in maniera assolutamenteiguaoa nel completo rispetto della
normativa sulla privacy.

La invitiamo quindi a collaborare alla nostra inshegaccedendo al questionario tramite
il seguente link.

Clicchi sul link per compilare il questionario:
XXXXXXXXXXXKXXXXK

La ringraziamo anticipatamente per la Sua collahoree.
Bergamo, 28 settembre 2011

Il direttore del CASI

Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 9 - Draft of the invitation letter attadite the e-mail (experimental group
Wave 2)

Z‘ . ‘
| "*,” Cenfro per le Analisi Statistiche e le Indagini campionarie
ey _________________________________________________________________________|

Sede /o Universita degli Studi di Bersamo [ i
Via dei Caniana,n. 2 24127 BERGAMO | ACH
Tel. 035 2052516 C V)
Darettore: Prof, Sitvia BIFFIGNANDI

Oggetto: Ricerca del CASI (Centro Analisi Statistiche e dguhi) c/o Universita di
Bergamo sul cibo a Km 0.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) dopo avere selezionato un campionadividui per l'indagine sul
tema dei prodotti biologici ha ritenuto di utilizeal medesimo campione per effettuare
un’indagine sul tema del cibo a Km 0.

Come nella precedente indagine (ancora apertaalirfioottobre prossimo per chi non
avendo ancora risposto lo intendesse fare oragvatso un breve questionario di 14
domande che viene proposto al link sotto indicaitrdesprimere la Sua opinione in
maniera anonima e liberamente.

Ricordiamo nuovamente che non ci sono rispostetgyiossbagliate, ma solo risposte
che possono descrivere il Suo punto di vista melaiera piu chiara e semplice.

Le risposte vengono raccolte con procedura autamei sul sito sicuro di
Surveymonkey che € specializzato nella gestiongststa di questionari e presso cui
CASI ha esternalizzato la funzione tecnica di siggio dei dati.

La Sua collaborazione nel fornirci le informazigithieste € molto importante per la
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buona riuscita dello studio in corso e Le chiedigmecacio gentilmente di rispondere in
modo sincero a tutti i quesiti.

Ci teniamo a sottolineare ancora che tutte le gwpdornite saranno trattate secondo
procedure statistiche in maniera assolutamenteimuaoa nel completo rispetto della
normativa sulla privacy.

Siamo consapevoli che rispondere al questionamopootera da parte Sua un impegno
di qualche minuto che Lei potrebbe dedicare ack attivita e per questo motivo in

cambio della Sua collaborazione, al termine delstijoeario, Le proponiamo alcune

informazioni sul tema del cibo a Km 0 che La pobeio interessare.

La invitiamo quindi a collaborare alla nostra inshegaccedendo al questionario tramite
il seguente link.

Clicchi sul link per compilare il questionario:
XXXXXXXXXXXKXXXK

La ringraziamo anticipatamente per la Sua collahoree.
Bergamo, 28 settembre 2011

Il direttore del CASI

Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 10 - Final draft of the questionnaire adstered to control group (Wave 2)

\ ( ‘
1 +*

%

UTT

Sede c/o Universita degli Studi di Berzamo
Via dei Caniana,n. 2 24127 BERGAMO
Tel. 035 2052516

Direttore: Prof. Silvia BIFFIGNANDI

Cenfro per le Andlisi Stafistiche e le Indagini campionarie
==

Sezione A.1
Informazioni generali su chi risponde
*1. Sesso

o Femmina
o Maschio

Sezione A.2
Informazioni generali su chi risponde
*2. Eta

Anno di nascita

Scegliere una fascia
v

Sezione A.3

Informazioni generali su chi risponde

*3. Frequenza di acquisto prodotti alimentari

o Acquisto regolarmente
o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.1
Indagine sul cibo a chilometri zero
*4., Prodotti, biodiversita e tradizioni

Il cibo a chilometri zero, poiché viene prodotto localmente, contribuisce a
salvaguardare la biodiversita agraria e le tradizimi.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.2
Indagine sul cibo a chilometri zero
*5. Prodotti, spreco e trasporto

Il cibo a chilometri zero, poiché viene prodotto loalmente, evita lo spreco di
risorse per il trasporto.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.3

Indagine sul cibo a chilometri zero

*6. Frequenza di acquisto di cibo a chilometri zero
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.4
Indagine sul cibo a chilometri zero
*7. Frequenza di consumo extracasalingo di cibo endometri zero

o Al ristorante, in pizzeria od in mensa chiedo taguente di potere consumare cibo a
chilometri zero

o Non mi sono mai posto il problema di consumare eilchilometri zero fuori dal mio
domicilio

o Frequento esclusivamente esercizi pubblici dove serviti cibi a chilometri zero

Sezione B.5

Indagine sul cibo a chilometri zero

*8. Propensione ad acquistare

Se il cibo a chilometri zero fosse piu facilmenteeperibile, lo acquisterei piu spesso.
Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo

o Parzialmente in disaccordo
o In disaccordo

Sezione B.6

Indagine sul cibo a chilometri zero

*9. Visibilita del cibo a chilometri zero nei punti vendita generalmente frequentati
o Mi sembra che il cibo a chilometri zero sia pastan luogo ben visibile

o Il cibo a chilometri zero non € valorizzato e Ilgsa cercarlo
o Sono disponibili pochissimi cibi a chilometri zero
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Sezione B.7
Indagine sul cibo a chilometri zero

*10. Incentivazione del consumo di cibo a chilometizero da parte delle pubbliche
autorita

o Le pubbliche autorita in genere promuovono cameadn sensibilizzazione per
incrementare il consumo di cibo a chilometri zero

o L’acquisto ed il consumo di cibo a chilometri zeeorimesso esclusivamente
all'iniziativa dei cittadini

o Soltanto alcuni organismi pubblici si impegnandlanggromozione del cibo a
chilometri zero

Sezione B.8
Indagine sul cibo a chilometri zero

*11. Organismo pubblico che pud promuovere piu aut@volmente il consumo di
cibo a chilometri zero

o Regione

o Provincia

o ASL (Azienda Sanitaria Locale)
o Comune

o Scuola

o Stato

Sezione C.1
Considerazioni sui questionari e sulle indagini
*12. Prima impressione

Ho spesso la sensazione che gli autori dei questonsi approfittino un po’ degli
intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione C.2
Considerazioni sui questionari e sulle indagini
*13. Valutazione successiva

Riflettendo sul contenuto dei questionari, penso @heffettivamente i ricercatori si
approfittino un po’ degli intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione C.3
Considerazioni sui questionari e sulle indagini
*14. Propensione a rispondere

Nonostante un iniziale fastidio, in me vince sempréintenzione di rispondere ali
guestionari che vengono proposti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione D
Ringraziamenti ed indirizzo per contatti

Grazie per avere partecipato a questa indagine edvare dato un utile contributo
alla nostra ricerca.

Restiamo a disposizione per qualsiasi comment@gesimento.

L’indirizzo mail cui scrivere éroberto.artaz@unibg.it
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Document 11 - Final draft of the questionnaire adstéred to experimental group
(reciprocity condition) Wave 2

*
' %

e Cenfro per le Analisi Statistiche e le Indagini campionarie
4y |

Sede /o Universita degli Studi di Berzamo =¥

Via dei Caniana,n. 2 24127 BERGAMO | AC
Tel. 035 2032316 C’ 3
Direttore: Prof. Silvia BIFFIGNANDI

Indagine sul Cibo a chilometri zero (modGCO0) UNIVERSITA’ DI BERGAMO —
CASI

Sezione A.1

Informazioni generali su chi risponde
*1. Sesso

o Femmina
o Maschio

Sezione A.2

Informazioni generali su chi risponde

*2. Eta

Scegliere una fascia
Anno di nascita v
Sezione A.3

Informazioni generali su chi risponde
*3. Frequenza di acquisto prodotti alimentari
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.1
Indagine sul cibo a chilometri zero
*4., Prodotti, biodiversita e tradizioni

Il cibo a chilometri zero, poiché viene prodotto localmente, contribuisce a
salvaguardare la biodiversita agraria e le tradizimi.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.2
Indagine sul cibo a chilometri zero
*5. Prodotti, spreco e trasporto

Il cibo a chilometri zero, poiché viene prodotto loalmente, evita lo spreco di
risorse per il trasporto.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.3

Indagine sul cibo a chilometri zero

*6. Frequenza di acquisto di cibo a chilometri zero
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.4
Indagine sul cibo a chilometri zero
*7. Frequenza di consumo extracasalingo di cibo endometri zero

o Al ristorante, in pizzeria od in mensa chiedo taguente di potere consumare cibo a
chilometri zero

o Non mi sono mai posto il problema di consumare eilchilometri zero fuori dal mio
domicilio

o Frequento esclusivamente esercizi pubblici dove serviti cibi a chilometri zero

Sezione B.5

Indagine sul cibo a chilometri zero

*8. Propensione ad acquistare

Se il cibo a chilometri zero fosse piu facilmenteeperibile, lo acquisterei piu spesso.
Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo

o Parzialmente in disaccordo
o In disaccordo

Sezione B.6

Indagine sul cibo a chilometri zero

*9. Visibilita del cibo a chilometri zero nei punti vendita generalmente frequentati
o Mi sembra che il cibo a chilometri zero sia pastan luogo ben visibile

o Il cibo a chilometri zero non € valorizzato e Ilgsa cercarlo
o Sono disponibili pochissimi cibi a chilometri zero
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Sezione B.7
Indagine sul cibo a chilometri zero

*10. Incentivazione del consumo di cibo a chilometizero da parte delle pubbliche
autorita

o Le pubbliche autorita in genere promuovono cameadn sensibilizzazione per
incrementare il consumo di cibo a chilometri zero

o L’acquisto ed il consumo di cibo a chilometri zeeorimesso esclusivamente
all'iniziativa dei cittadini

o Soltanto alcuni organismi pubblici si impegnandlanggromozione del cibo a
chilometri zero

Sezione B.8
Indagine sul cibo a chilometri zero

*11. Organismo pubblico che pud promuovere piu aut@volmente il consumo di
cibo a chilometri zero

o Regione

o Provincia

o ASL (Azienda Sanitaria Locale)
o Comune

o Scuola

o Stato

Sezione C.1
Considerazioni sui questionari e sulle indagini
*12. Prima impressione

Ho spesso la sensazione che gli autori dei questonsi approfittino un po’ degli
intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

116



Sezione C.2
Considerazioni sui questionari e sulle indagini
*13. Valutazione successiva

Riflettendo sul contenuto dei questionari, penso @heffettivamente i ricercatori si
approfittino un po’ degli intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione C.3
Considerazioni sui questionari e sulle indagini
*14. Propensione a rispondere

Nonostante un iniziale fastidio, in me vince sempréintenzione di rispondere ai
questionari che vengono proposti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione D
Ringraziamenti ed indirizzo per contatti

Grazie per avere partecipato a questa indagine edvare dato un utile contributo
alla nostra ricerca.

Come segno tangibile della nostra gratitudine e rmEmMbiare la Sua cortesia, Le
segnaliamo innanzitutto un sito voluto e gestito @Galdiretti, la principale
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organizzazione di imprenditori agricoli italianaglnquale e possibile reperire
agevolmente informazioni sui mercati ed i puntivéindita aderenti al circuito dei
prodotti a chilometri zero nei pressi della suadesza.

Il sito € quello di Terranostra sezione Lombardi. tratta dell'associazione per
l'agriturismo, l'ambiente ed il territorio promossia Coldiretti con la Fondazione
Campagna Amica per promuovere e diffondere la ‘ardiretta dei prodotti agricoli e
per sostenere l'esercizio dell'agriturismo attrewela valorizzazione dell'ambiente
rurale. Il sito e raggiungibile all'indirizzattp://www.lombardia.terranostra.it/

Le proponiamo quindi una ricetta: la "Minestra dstagne”
Tempo di preparazione 50 minuti

INGREDIENTI per 3 persone: 150 g di castagne seashditro e mezzo di latte, 100 g
di riso, due prese di sale, un cucchiaio di zuazlepolvere, due chiodi di garofano.

PREPARAZIONE: far bollire le castagne in una peatobn un po' di acqua salata. Far
bollire a parte il latte. Quando le castagne sooibec scolarle bene, rimetterle nella
pentola, versarvi sopra il latte bollente e facaldare nuovamente il tutto. Quando il
latte ricomincia a bollire, aggiungere il riso edhiodi di garofano e far cuocere per
circa 20 minuti. Al termine della cottura aggiungen cucchiaio di zucchero in polvere
e mescolare bene prima di servire.

Restiamo a disposizione per qualsiasi comment@gesimento.

L’indirizzo mail cui scrivere éroberto.artaz@unibg.it
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Document 12 - Draft of the e-mail reminder senth@ second survey (Wave 2)

\AC

*
“
¢

b Cenfro per le Analisi Statistiche e le Indagini campionarie
4y |

Sede /o Universita degli Studi di Bergamo = i
Via dei Caniana, n.2 24127 BERGAMO ‘ ACH
Tel. 035 2052516 O’ V)
Durettore: Prof. Silvia BIFFIGNANDL

Oggetto: SEGUE “Nuova proposta di collaborazione a ricedsd Centro analisi
statistiche e indagini dell’'Universita di Bergamo”.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) circa una settimana fa L'aveva mdta collaborare ad una nuova
attivita.

Con la presenta ringraziamo sentitamente quantndatcolto la nostra proposta ed
intendiamo comunicare a chi non lo avesse ancdta e pud ancora trovare in
allegato la lettera di invito con specificate madaed istruzioni per la partecipazione.

Grazie ancora per I'attenzione.

Bergamo, 5 ottobre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto Arté&&hD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

.(D./

L'indirizzo WEB del CASI
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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3. Questionnaires, invitations, reminders (Wave 3)

Document 13 - Draft of the e-mail request to ta&g g the third survey (Wave 3)

\ ¢ ~'

b Centro per le Analisi Stafisfiche e le Indagini campionarie
gy |

Sede c/o Universita degli Studi di Bergamo = i
Via dei Caniana, n.2 24127 BERGAMO io. Y
Tel. 035 2052316 | V)
Darettore: Prof, Silvia BIFFIGNANDI

Oggetto: CONCLUSIONE ciclo proposte di collaborazione aerche del Centro
analisi statistiche e indagini dell’'Universita degamo.

Buongiorno,

avendo concluso l'attivita di distribuzione dei gtienari sul cibo a Km 0 e sui prodotti
biologici,

il Centro di ricerca sulle analisi statistiche eindagini dell’'Universita degli Studi di
Bergamo (CASI) La invita a collaborare all’'ultimaerca del ciclo.

Trovera in allegato la lettera di invito con speeife modalita ed istruzioni per la
partecipazione.

La ringraziamo anticipatamente per la Sua collabioree.
Bergamo, 12 ottobre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto Arté&&hD student e collaboratore nella
ricerca del CASlIroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 14 - Draft of the invitation letter attadnto the e-mailcontrol group Wave 3

‘ \ ~’
' %

b Cenfro per le Andlisi Statistiche e le Indagini campionarie
.|

Sede ¢/o Universita deghi Studi di Berzamo === i
Via dei Caniana, n.2 24127 BERGAMO | ACH
Tel. 0352032316 | O' V)
Direttore: Prof. Silvia BIFFIGNANDI

Oggetto: Conclusione ciclo di indagini del CASI (Centro AisaStatistiche e Indagini)
c/o Universita di Bergamo ed invio ultimo questiooa

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) conclude con un’ultima ricerca suha dei gruppi di acquisto il ciclo
di indagini iniziato con il questionario sui protdotbiologici ed il successivo
guestionario sul cibo a Km 0.

Il campione di individui cui viene indirizzato ilugstionario € sempre il medesimo
(selezionato tra i soggetti che occupano posizidhiresponsabilita in enti ed
organizzazioni nel territorio della Provincia dilBamo) al fine di costruire un quadro
omogeneo dei fenomeni indagati presso un segmergopwlazione che spesso funge
da modello per la restante parte. Ci scusiamo quved i ripetuti invii di mail e
ringraziamo sentitamente chi ha voluto aderire iagiti.

Come nelle precedenti indagini (ancora aperte pemon avendo ancora risposto lo
intendesse fare ora), attraverso un breve quesiiodial4 domande che viene proposto
al link sotto indicato potra esprimere la Sua apiei in maniera anonima e liberamente.
Ricordiamo nuovamente che non ci sono risposteeiassbagliate, ma solo risposte
che possono descrivere il Suo punto di vista me#laiera piu chiara e semplice.
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Le risposte vengono raccolte con procedura autame sul sito sicuro di
Surveymonkey che € specializzato nella gestiontéstita di questionari e presso cui
CASI ha esternalizzato la funzione tecnica di siggio dei dati. La Sua collaborazione
nel fornirci le informazioni richieste € molto impante per la buona riuscita dello
studio in corso e Le chiediamo percio gentilmentespondere in modo sincero a tutti i
quesiti. Ci teniamo a sottolineare ancora che tigttesposte fornite saranno trattate
secondo procedure statistiche in maniera assolut@na@onima e nel completo rispetto
della normativa sulla privacy.

Pud accedere al questionario tramite il seguente licchi sul link per compilare il
questionario:

XHXXXXXXXXXXXXXXXK
La ringraziamo anticipatamente per la Sua collabioree.

Bergamo, 12 ottobre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASIroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 15 - Draft of the invitation letter attadhto the e-mail (experimental group
Wave 3)

‘ ‘ i'

b Cenfro per le Analisi Stafistiche e le Indagini campionarie
gy |

Sede /o Universita degli Studi di Berzamo = i
Via dei Caniana, n. 2 24127 BERGAMO | ACH
Tel 0352052316 C’ U
Direttore: Prof. Silvia BIFFIGNANDI

Oggetto: Conclusione ciclo di indagini del CASI (Centro AisaStatistiche e Indagini)
c/o Universita di Bergamo ed invio ultimo questiona

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) conclude con un’ultima ricerca suhéa dei gruppi di acquisto il ciclo
di indagini iniziato con il questionario sui protdotbiologici ed il successivo
guestionario sul cibo a Km 0.

Il campione di individui cui viene indirizzato ilugstionario € sempre il medesimo
(selezionato tra i soggetti che occupano posizidhiresponsabilita in enti ed
organizzazioni nel territorio della Provincia dilBamo) al fine di costruire un quadro
omogeneo dei fenomeni indagati presso un segmergopwlazione che spesso funge
da modello per la restante parte. Ci scusiamo quved i ripetuti invii di mail e
ringraziamo sentitamente chi ha voluto aderire iagiti.

Come nelle precedenti indagini (ancora aperte pemon avendo ancora risposto lo
intendesse fare ora), attraverso un breve quesiiodial4 domande che viene proposto
al link sotto indicato potra esprimere la Sua apiei in maniera anonima e liberamente.
Ricordiamo nuovamente che non ci sono risposteeiassbagliate, ma solo risposte
che possono descrivere il Suo punto di vista me#laiera piu chiara e semplice.
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Le risposte vengono raccolte con procedura autame sul sito sicuro di
Surveymonkey che € specializzato nella gestiontéstita di questionari e presso cui
CASI ha esternalizzato la funzione tecnica di siggio dei dati. La Sua collaborazione
nel fornirci le informazioni richieste € molto impante per la buona riuscita dello
studio in corso e Le chiediamo percio gentilmentespondere in modo sincero a tutti i
quesiti. Ci teniamo a sottolineare ancora che tigttesposte fornite saranno trattate
secondo procedure statistiche in maniera assolut@na@onima e nel completo rispetto
della normativa sulla privacy.

Siamo consapevoli che rispondere al questionamepootera da parte Sua un impegno
di qualche minuto che Lei potrebbe dedicare ack attivita e per questo motivo in

cambio della Sua collaborazione, al termine delstijoeario, Le proponiamo alcune

informazioni sui gruppi di acquisto che La potrefabiateressare.

Puo accedere al questionario tramite il seguente licchi sul link per compilare il
guestionario:

XXXXXXXKXXXXKXXXXK
La ringraziamo anticipatamente per la Sua collahoree.

Bergamo, 12 ottobre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASIroberto.artaz@unibg.it

L'indirizzo WEB del CASI é:
http://www.unibg.it/struttura/struttura.asp?cercasicintro
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Document 16 - Final draft of the questionnaire adstéred to control group (Wave 3)

‘~
%

e

T

Sede ¢/o Universita degli Studi di Berzamo
Via dei Caniana n.2 24127 BERGAMO
Tel. 035 2032316

Direttore: Prof. Silvia BIFFIGNANDI

Cenfro per le Andilisi Statistiche e le Indagini campionarie
= — — —— — —— — —— . "

Sezione A.1
Informazioni generali su chi risponde
*1. Sesso

o Femmina
o Maschio

Sezione A.2
Informazioni generali su chi risponde
*2. Eta

Anno di nascita

Scegliere una fascia
v

Sezione A.3

Informazioni generali su chi risponde

*3. Frequenza di acquisto prodotti alimentari

o Acquisto regolarmente
o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.1
Indagine sui gruppi di acquisto
*4, Gruppi di acquisto e solidarieta

| gruppi di acquisto sono formati da un insieme dipersone che decidono di
incontrarsi per acquistare all'ingrosso prodotti da ridistribuire tra loro: tali
gruppi di acquisto diventano solidali nel momenton cui decidono di utilizzare |l
concetto di solidarieta come criterio guida nellacelta dei prodotti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.2
Indagine sui gruppi di acquisto
*5. Gruppi di acquisto solidali (G.A.S.) e centralia delle persone

| gruppi di acquisto solidali testimoniano la riflessione di alcune persone sulla
necessita di cambiamenti profondi dello stile di ¥&a, come ad esempio la necessita
di evitare alcune forme di sfruttamento ancora diffise, per indirizzare il mercato
verso un‘economia che metta al centro le persondeerelazioni.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione B.3

Indagine sui gruppi di acquisto

*6. Frequenza di acquisto di prodotti attraverso igruppi di acquisto
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai

Sezione B.4

Indagine sui gruppi di acquisto

*7. Modalita informali con cui si viene coinvolti nei gruppi di acquisto
o Invito proveniente da colleghe o colleghi di lawvor

o Proposta da parte di amiche o di amici
o Sollecitazione dei vicini di casa

Sezione B.5
Indagine sui gruppi di acquisto
*8. Propensione ad acquistare attraverso i gruppi dacquisto

Se i gruppi di acquisto fossero piu diffusi e copsisero una gamma di prodotti piu
vasta, parteciperei piu spesso agli acquisti di gppo.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

127



Sezione B.6

Indagine sui gruppi di acquisto

*9. Impressione sulla diffusione dei gruppi di acqisto

o Mi sembra che i gruppi di acquisto siano una éediltfusa
o | gruppi di acquisto rappresentano un fenomenaimale

o Pur avendo avuto una certa espansione negli udtimi, i gruppi di acquisto restano
confinati nell’ambito di settori ristretti

Sezione B.7

Indagine sui gruppi di acquisto

*10. Principale aspetto qualificante dei gruppi diacquisto
o Possibilita di spuntare un buon prezzo per prodotjualita
o Opportunita di scambiare esperienze con altri @aagori

o Occasione di praticare un’alternativa di acquista in linea con il consueto modello
economico consumistico

Sezione B.8

Indagine sui gruppi di acquisto

*11. Principale aspetto problematico della partecipzione ai gruppi di acquisto
o Disponibilita di ampi spazi per stoccare le maajuistate

o Necessita di programmare gli acquisti secondergistiche del gruppo

o Capacita di allineare le proprie aspettative pbpri gusti a quelli del gruppo

o Maggiore dispendio di tempo per conseguire il lt&ga rispetto all’acquisto
attraverso i canali tradizionali
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Sezione C.1
Considerazioni sui questionari e sulle indagini
*12. Prima impressione

Ho spesso la sensazione che gli autori dei questonsi approfittino un po’ degli
intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione C.2
Considerazioni sui questionari e sulle indagini
*13. Valutazione successiva

Riflettendo sul contenuto dei questionari, penso @heffettivamente i ricercatori si
approfittino un po’ degli intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione C.3
Considerazioni sui questionari e sulle indagini
*14. Propensione a rispondere

Nonostante un iniziale fastidio, in me vince sempréintenzione di rispondere ali
guestionari che vengono proposti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione D
Ringraziamenti ed indirizzo per contatti

Grazie per avere partecipato a questa indagine edvare dato un utile contributo
alla nostra ricerca.

Restiamo a disposizione per qualsiasi comment@gesimento.

L’indirizzo mail cui scrivere éroberto.artaz@unibg.it
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Document 17 - Final draft of the questionnaire adstéred to experimental group
(reciprocity condition) Wave 3

\ ( ~
: %
)

T

Sede /o Universita degli Studi di Berzamo
Via dei Caniana,n. 2 24127 BERGAMO
Tel. 035 2032316

Direttore: Prof. Silvia BIFFIGNANDI

Cenfro per le Analisi Statistiche e le Indagini campionarie
= — —  — — "~~~

Sezione A.1
Informazioni generali su chi risponde
*1. Sesso

o Femmina
o Maschio

Sezione A.2
Informazioni generali su chi risponde
*2. Eta

Anno di nascita

Scegliere una fascia
v

Sezione A.3

Informazioni generali su chi risponde

*3. Frequenza di acquisto prodotti alimentari

o Acquisto regolarmente
o Acquisto saltuariamente
o Non acquisto mai
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Sezione B.1
Indagine sui gruppi di acquisto
*4. Gruppi di acquisto e solidarieta

| gruppi di acquisto sono formati da un insieme dipersone che decidono di
incontrarsi per acquistare all'ingrosso prodotti da ridistribuire tra loro: tali
gruppi di acquisto diventano solidali nel momenton cui decidono di utilizzare il
concetto di solidarieta come criterio guida nellacelta dei prodotti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione B.2
Indagine sui gruppi di acquisto
*5. Gruppi di acquisto solidali (G.A.S.) e centralia delle persone

| gruppi di acquisto solidali testimoniano la riflessione di alcune persone sulla
necessita di cambiamenti profondi dello stile di ¥&a, come ad esempio la necessita
di evitare alcune forme di sfruttamento ancora diffise, per indirizzare il mercato
verso un‘economia che metta al centro le persondeerelazioni.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione B.3

Indagine sui gruppi di acquisto

*6. Frequenza di acquisto di prodotti attraverso igruppi di acquisto
o Acquisto regolarmente

o Acquisto saltuariamente
o Non acquisto mai

Sezione B.4

Indagine sui gruppi di acquisto

*7. Modalita informali con cui si viene coinvolti nei gruppi di acquisto
o Invito proveniente da colleghe o colleghi di lavor

o Proposta da parte di amiche o di amici
o Sollecitazione dei vicini di casa

Sezione B.5
Indagine sui gruppi di acquisto
*8. Propensione ad acquistare attraverso i gruppi dacquisto

Se i gruppi di acquisto fossero piu diffusi e copsisero una gamma di prodotti piu
vasta, parteciperei piu spesso agli acquisti di gppo.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione B.6

Indagine sui gruppi di acquisto

*9. Impressione sulla diffusione dei gruppi di acqisto

o Mi sembra che i gruppi di acquisto siano una éediltfusa
o | gruppi di acquisto rappresentano un fenomenaimale

o Pur avendo avuto una certa espansione negli udtimi, i gruppi di acquisto restano
confinati nell’ambito di settori ristretti

Sezione B.7

Indagine sui gruppi di acquisto

*10. Principale aspetto qualificante dei gruppi diacquisto
o Possibilita di spuntare un buon prezzo per prodotjualita
o Opportunita di scambiare esperienze con altri @aagori

o Occasione di praticare un’alternativa di acquista in linea con il consueto modello
economico consumistico

Sezione B.8

Indagine sui gruppi di acquisto

*11. Principale aspetto problematico della partecipzione ai gruppi di acquisto
o Disponibilita di ampi spazi per stoccare le maajuistate

o Necessita di programmare gli acquisti secondergistiche del gruppo

o Capacita di allineare le proprie aspettative pbpri gusti a quelli del gruppo

o Maggiore dispendio di tempo per conseguire il lt&ga rispetto all’acquisto
attraverso i canali tradizionali
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Sezione C.1
Considerazioni sui questionari e sulle indagini
*12. Prima impressione

Ho spesso la sensazione che gli autori dei questonsi approfittino un po’ degli
intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione C.2
Considerazioni sui questionari e sulle indagini
*13. Valutazione successiva

Riflettendo sul contenuto dei questionari, penso @heffettivamente i ricercatori si
approfittino un po’ degli intervistati.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo
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Sezione C.3
Considerazioni sui questionari e sulle indagini
*14. Propensione a rispondere

Nonostante un iniziale fastidio, in me vince sempréintenzione di rispondere ai
questionari che vengono proposti.

Grado di accordo con 'affermazione

o In accordo

o Parzialmente in accordo

o Né in accordo e nemmeno in disaccordo
o Parzialmente in disaccordo

o In disaccordo

Sezione D
Ringraziamenti ed indirizzo per contatti

Grazie per avere partecipato a questa indagine edvare dato un utile contributo
alla nostra ricerca.

Come segno tangibile della nostra gratitudine e rmEmMbiare la Sua cortesia, Le
segnaliamo innanzitutto un sito voluto e gestitlbled@ete nazionale di collegamento dei
Gruppi di Acquisto Solidale, che diffonde informaazi su questa esperienza e ne
facilita cosi la diffusione.

Nel sito &€ possibile reperire l'elenco, i recagiti i settori merceologici dei G.A.S.
esistenti in Italia, suddivisi per area geografi¥a.si puo anche trovare un ricco
archivio di produttori interessati a vendere daeténte ai consumatori.

Il sito & raggiungibile all'indirizzittp://www.retegas.org/

Le proponiamo quindi una ricetta: la "Torta di redbantica”
Tempo di preparazione 60 minuti
INGREDIENTI per 4 persone: un litro di latte, 25@igriso, due uova intere, 150 g di

zucchero in polvere, 50 g di uvetta sultanina, 58 ¢urro, 50 g di farina, 100 g di
pangrattato, un limone, un po' di sale.
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PREPARAZIONE: far cuocere prima il riso nel lattenaun pizzico di sale, rimestando
spesso in modo che non attacchi al fondo dellagbeenfar rinvenire I'uvetta sultanina
in poca acqua tiepida.

Al termine della cottura aggiungere il burro, locebero, la scorza grattugiata del
limone, l'uvetta ben sgocciolata e passata nefiadalncorporare infine le due uova
ben sbattute. Mescolare il tutto con cura, quirdburrare uno stampo per dolci,
cospargerlo di pangrattato e versarvi il riso cotti i suoi ingredienti. Cospargere la
superficie di pangrattato e fiocchetti di burro.

Passare in forno molto caldo e far cuocere pewengna di minuti.

Questa torta puo essere degustata sia calda ddafre

Restiamo a disposizione per qualsiasi comment@gesimento.

L'indirizzo mail cui scrivere éroberto.artaz@unibg.it
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Document 18 - Draft of the e-mail reminder senthi@ third survey (Wave 3)

ACl

"'," Centro per le Analisi Stafistiche e le Indagini campionarie
|

Sede c/o Universita degli Studi di Bergamo == i
Via dei Camiana,n. 2 24127 BERGAMO | ACH
Tel 035 2052516 | C V)
Direttore. Prof, Silvia BIFFIGNANDI :

Oggetto: RINGRAZIAMENTI FINALI per la partecipazione al dw di ricerche del
Centro analisi statistiche e indagini dell’Univégsili Bergamo.

Buongiorno,

Il Centro di ricerca sulle analisi statistiche eiddagini dell’'Universita degli Studi di
Bergamo (CASI) nel corso delle ultime settimanealihvitata a collaborare ad un ciclo
di ricerche sui prodotti biologici, sul cibo a Knef infine sui gruppi d’acquisto.

Con la presenta ringraziamo sentitamente colorohelm@o accolto le nostre proposte e
ci scusiamo per I'eventuale fastidio arrecato copetuti invii di mail.

Abbiamo infatti indirizzato gli inviti sempre allstesso campione di soggetti,
selezionato tra coloro che occupano posizioni shoesabilita in enti ed organizzazioni
nel territorio della Provincia di Bergamo, e cidfiake di costruire un quadro omogeneo
dei fenomeni indagati presso un segmento di pofiazche spesso funge da modello
per la restante parte.

Cogliamo I'occasione per comunicare a chi non avemscora risposto all'ultimo
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questionario e lo intendesse fare ora che in allegad ancora trovare la lettera di
invito con specificate modalita ed istruzioni peplrtecipazione.

Grazie ancora per I'attenzione.

Bergamo, 19 ottobre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI ehttp://www.unibag.it/struttura/struttura.asp?cercasicintro
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Document 19 - Draft of the last e-mail remindertserthe third survey (Wave 3)

\Cl

"'," Cenfro per le Analisi Statisliche e le Indagini campionarie
gy |

Sede ¢/o Universita degli Studi di Bergamo E= i
Via dei Caniana,n. 2 24127 BERGAMO io| Y
Tel. 033 2052316 | V)
Direttore: Prof. Silvia BIFFIGNANDI

Oggetto: 13 novembre 2011 CHIUSURA LINK dei questionari delo di ricerche del
Centro analisi statistiche e indagini dell’Univéasili Bergamo.

Buongiorno,

nel rinnovare i ringraziamenti a coloro che hanoooto I'invito a partecipare al ciclo
di ricerche sui prodotti biologici, sul cibo a KmeOsui gruppi di acquisto, il Centro di
ricerca sulle analisi statistiche e le indaginil'teliversita degli Studi di Bergamo
(CASI) comunica che i LINK di accesso ai questionarranno disattivati il 13

novembre prossimo.

Pertanto chi, non avendo ancora risposto, inteedessnpilare i questionari potra
accedere al sito entro la mezzanotte del 13.11.2011

Grazie ancora per I'attenzione.

Bergamo, 2 novembre 2011

Il direttore del CASI
Prof. Silvia Biffignandi

e

Il collaboratore di ricerca
dott. Roberto Artaz

Per informazioni contattare il dott. Roberto ArtBhD student e collaboratore nella
ricerca del CASlroberto.artaz@unibg.it

L'indirizzo WEB del CASI éhttp://www.unibg.it/struttura/struttura.asp?cercasicintro

140



ADDENDUM 2

1. Field notes (Wave 1)

Observation n. 1 ModGSO BIO:

Name of the individual observed: lvan ISABEL
Date of birth: 05.09.1972
Gender: Male

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — ltaly) —
engineering and design department

Educational qualification: bachelor’'s degree inhétecture

Date and time: 12.09.2011 — from 15h33 to 15h44

Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: BIO modGSO0

Observer: Roberto Artaz

<The subject is sitting at desk in his office. lttee end of the day shift. “Ciao, posso
entrare” (Hi, may | come in?) - | say, becausedw that before powering down the
computer and leaving his office he looks at theadlsmonce more. “Ehila! Vieni, sto
uscendo” (Hey, come in, I'm leaving) — He answekstually, as | supposed, he’s
scrolling down the mails: he reads quickly the namithe senders, their web addresses
and extensions, as well as the objects. Then Ise®s0ome mails that he considers spam
but he holds the invitation to the survey and dian it. “Vedo che hai parecchia
posta!” (I see you have a lot of mails) — | sayid@ma di interessante ce n'é poca”
(Yes, but not many of interest) — He talks backtHa meantime he’s scratching his
goatee. He’s talking to himself about the topidle survey and reads the instructions
slowly. Then he enters the link and begins fillmgf the questionnaire. He responds to
the items evenly and after fulfilling the task hemiarks aloud “Si possono dedicare
cinque ad uno studio proveniente dalla tua uniteerde’ una cosa seria. Non e

141



un’iniziativa subdola, come quella di chi con laisa di chiedere informazioni cerca poi
di venderti olio!” (I can spend five minutes with r@search coming from your
university. It's a serious matter. It's not a sneakan, like that of somebody who under
the pretext of acquiring information then try tdl s®@u oil!). Then he prints the page
which reports both the recipe and the link to tipecglist website offered in the
reciprocity condition. Lastly he asks “Avevi bisagmi qualcosa?” (Did you need
something?). “Solo una cosa di poca importanzapsmho regolatore: la possiamo
esaminare domani. Ciao” (Just an important thingualthe town planning: we can
examine it tomorrow. Bye-bye.) — | answer. “A domafSee you tomorrow.) — He

says and moves out.>

Interpretation and proposed meanififpe subject seems to be willing to respond if the
questionnaire comes from nonprofit organizatiors t#njoy good reputation and gives
the impression of appreciating the incentive offerne the experimental reciprocity
condition. The decision to respond is not deterchibg the incentive but this latter is
taken with curiosity or pleasure. Among triggers riesponding there’s the opportunity
to participate in some serious research.

Observation n. 2 ModGSO BIO:

Name of the individual observed: Valeria SERIS
Date of birth: 29.05.1981
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — lItaly) —
registry office

Educational qualification: high school leaving dfiedtions

Date and time: 12.09.2011 — from 15h59 to 16h08

Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)

Kind of questionnaire administered: BIO modGSO0

Observer: Roberto Artaz

<The subject is sitting at his workspace and skefting out his desk before leaving the
city hall. “Adon, l'uvra dzorna” (Hello, did you gelone?) — | say when | come in.

“Tsink menéutte e moudo!” (Five minutes and | maw) — she replies and then she
adds “Aveitso jeusto le meil” (1 only look at theaits). “Ah, vuela lo sondadzo ke te
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dijae” (Ah, here is the questionnaire that you nmmed) — she exclaims and then she
begins responding. She comes along the questiocklyand before answering the
items on advantages that the researchers takeksthaninterviewees, she claims to
disagree absolutely. She stresses that by gathsomg information the interviewers
contribute to spread the public awareness of inapbrproblems and the interest in
several topics otherwise neglected. Then she engglsashat she likes filling out
questionnaires because it's an opportunity for esging her opinion. Finally, when she
reaches the end of the form, she shows her apposdor the recipe and the link to
the website by saying “E ceutta I'et-euna bagdait{And this is an useful gift).>

Interpretation and proposed meanifdie subject seems to be willing to respond as
general rule since surveys are an opportunity ittktbver several topics and to express
an opinion. Finally she gives the impression ofrapg@ting the incentive offered in the
experimental reciprocity condition. The decisionréspond is not determined by the
incentive but this latter is taken with curiosity pleasure. Among triggers for
responding there’s the opportunity to express aniap, to become aware of important
problems, and to learn something.

Observation n. 3 ModGCO BIO:

Name of the individual observed: Massimo IACHELINI
Date of birth: 23.02.1971
Gender: Male

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — Italy) —
accounts department

Educational qualification: high school leaving dfiedtions
Date and time: 13.09.2011 — from 12h08 to 12h30
Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: BIO modGCO
Observer: Roberto Artaz
<The subject is eating an apple during a breakisnoffice. When | pass next to his

workplace he says “Ehila, eccoci qui, se vuoi pssi vedere quella cosa che mi hai
inviato” (Hey, here we are, if you want we can #e thing you sent me). “Va bene”
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(Its 0.k.) — I answer him. So he starts his laptom looks for the mails. “Ah, un
guestionario sul cibo biologico, interessante!” (Ha questionnaire on biological
foodstuff, intriguing!” — he exclaims after readitite heading. Then he begin filling the
form. He reads carefully each item and sometimesumderlines his accord with
response categories by grumbling in a almost ingpgiicle way. Suddenly, he stops
drawing up and starts speaking of his dietary ermices. He tells me in particular that
he’s long since compelled to eat special wheatr$loAfterwards he starts filling again
and place his hand on the chin. When he comesetgubstions about interviewers he
thinks aloud that he isn’t prejudiced against resears but it depends on which kind of
sponsor there’s behind the study. In fact a spowkdch is supposed to be unselfish has
good chances of increasing the probability of respo Finally he completes the task
and gets back to work.>

Interpretation and proposed meanififpe subject seems to be willing to respond if the
questionnaire comes from nonprofit organizatiora #njoy good reputation and if the
topic of the survey is intriguing. Since he receiie questionnaire in the control
condition, no incentive was given him but he didodmplain about this. As the
decision to respond is not determined by the incerthere’re other elements like the
interest in the topic and the reputation of thensjpo that occur.

Observation n. 4 ModGCO BIO:

Name of the individual observed: Giuliana OTTIN
Date of birth: 08.02.1952
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — ltaly) —
tax office

Educational qualification: high school leaving dfiedtions
Date and time: 13.09.2011 — from 12h50 to 12h56
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: BIO modGCO

Observer: Roberto Artaz

144



<The subject is coming in his office and | meet luatside the door. “Bondzor, tot a
moddo?” (Good afternoon, how are you?) — | say, Bimerci e téu? A téu manka de
arghe?” (Fine, thanks. Can | help you?) — she arswe. “Magara se t'a dove
meneutte I'in purre vére calla tsousa ke I'ei maredgdMaybe if you have two minutes
we can see that thing | sent you). “Oi, 0i, veudrpg (O.k. let's go) — she replies. She
sits down at her workplace, leans the elbows ondisk and opens the electronic
mailbox. She finds the invitation to the survey dnsgjins reading the text with the left
hand placed on her cheek. She completes quicklytlestionnaire while jawing. She
tells me that in her opinion it's normal respondtaginterviews for free. In fact she
thinks that answering for nothing in return coutdany case enhance one’s knowledge
by fostering the comparisons. For this reason shelades that questionnaires are
helpful to respondents in order to make choices-awhre.>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule since in her opinion surveys are gpodpnity to learn and to become
well-aware in choices. As she received the questiva in the control condition, no
incentive was given her but she didn't complain wibthis. Since the decision to
respond cannot be determined by the incentive o#femnents occur like a sort of
intellectual curiosity and the opportunity to leaemething.

Observation n. 5 ModGCO BIO:

Name of the individual observed: Vanda GAL
Date of birth: 22.07.1965
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — ltaly) —
secretariat

Educational qualification: high school leaving dfiedtions
Date and time: 13.09.2011 — from 13h37 to 13h45
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: BIO modGCO

Observer: Roberto Artaz
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<l come in the office of the subject at the endh# lunch-break. “Bondzor, a te bién
mindja?” (Hi, had you a nice lunch?) — | say. “Magdira te! Lo mimo mindjé de coursia
a la refechon!” (Fancy that! The usual potluck ihuary in the canteen!) — she replies
and adds “Incora dzi menéutte de pousa e apr@ifationé. A propo, se pout fére tsu
questionnére ke t'a mandame). (Still ten minutembrand then | have to restart. By the
way, we can fill in the questionnaire you sent ni€)i, va bién” (Okay) — | say. She
starts the computer, lays the left hand on the teeatl opens the mails. She begins
reading the questionnaire step by step and thets staswering. Sometimes she wrings
her hands while pondering complex sentences. Ergherasserts: “De cou cice ke fan
de question son noyous, me l'ei la fei ke fan paréepe posséi véndre” (Sometimes
those who ask questions are boring but | think tHey’'t make this on purpose of
selling). And at last she says: “Totun repondrediét normal etot perké I'é t-euna
occajon d’ehtre ecouta’(In any case answeringaesnitbrm also because it's a chance to
be listened).>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule since surveys are an opportunity fwess an opinion and to be listened.
Since she received the questionnaire in the coatmadlition, no incentive was given her
but she didn’'t complain about this. As the decigimmespond cannot be determined by
the incentive other elements intervene like theoofymity to express an opinion and to
be listened.

Observation n. 6 ModGSQO BIO:

Name of the individual observed: Daniela CHATILLARD
Date of birth: 17.03.1973
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — Italy) —
accounts department

Educational qualification: high school leaving dfiedtions

Date and time: 13.09.2011 — from 14h11 to 14h26

Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: BIO modGSO0

Observer: Roberto Artaz
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<The subject is sitting at the workplace. She h#arge writing desk overflowing of
papers. The computer display and the keyboard lanesé submerged by piles of
documents. “Ehila, te va té?” (Hi, how are you?) say while coming in the office.
“Bondzor, pari, pari. L'ei euna biéta de tsouseé@’f (Hello, so so. | have a lot of
things to do) — she answers me. “Tracascia te’pa,pa de de scadénse importante ara.
T’a icora ven meneutte de pousa... reffia té un mataiDon’'t worry, we haven't
any important deadline now. You still have twentinates of pause... decompress a
moment!) — | replies. “Poén profiténe pe fére lcestionnéro” (We can seize the
opportunity to fill in the questionnaire) — she sajva bién” (Okay) — | retort. So she
looks for the mouse and then views the form. Stekskapidly and read wordlessly the
text. At one point she smiles and says: “Saré érddpa devei acheté!” (It would be too
good not having need for purchasing!). Then sheitasdshe doesn’t like questionnaires
and interviews even though she recognizes thaepedds on the topic and on the
impression that the survey is useful to understhedoroblems of the common peoples.
Finally she comes to the end, prints the page Withrecipe, and also tells me that
sometimes a gift could tempt to respond.>

Interpretation and proposed meaniii@ye subject seems not to be willing to respond as
general rule since she doesn't like questionnaares interviews although sometimes
she is interested in topics discussed. She seeeve@eand says few words but finally
she gives the impression of appreciating some thasn The decision to respond could
be determined by the incentive but among triggersrésponding there also could be
the interest in the topic and a kind of acquieseenc

Observation n. 7 ModGSO BIO:

Name of the individual observed: Daria COVOLO
Date of birth: 22.06.1957
Gender: Female

Occupation: employee at Municipality of La Magdeti(Valle d’Aosta — Italy) —
public library

Educational qualification: bachelor’'s degree iromfiation science

Date and time: 14.09.2011 — from 13h16 to 13h37

Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)

Kind of questionnaire administered: BIO modGSO0
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Observer: Roberto Artaz

<l meet the subject just as she was going intoofffeze. “Ciao, come va? Che nebbia
oggi!” (Hi, how are you? It's very foggy today!) I-say. “Ciao, tutto bene. Eh si, che
tempaccio. Mi sa che oggi passera poca gente liotaita... se entri possiamo vedere
subito quella cosa che mi hai inviato” (Hi, all’'slv Oh yes, what a nasty weather. |
think not many people get into the library todaif.you come in we can examine that
which you sent me right now) — she replies andtérethe room. Then she sits down
and starts the computer. Awaiting the appearantkeomails she exclaims: “Speriamo
che si riesca aprire il file perché talvolta hdiddlta su questo computer” (Let’s hope |
can open the file because sometimes | have probldathsmy computer). Luckily no
unexpected difficulty emerges and she fulfils gagile questionnaire. At the end she
admits that she doesn't like the surveys although appreciates the recipe offered to
respondents and the link to the website.>

Interpretation and proposed meaniii@ye subject seems not to be willing to respond as
general rule since she doesn’t like surveys althosbe admits appreciating the
incentive. The decision to respond could be detserhiby the incentive but among
triggers for responding there also could be a kihdcquiescence.

Observation n. 8 ModGCO BIO:

Name of the individual observed: Denise DAUPHIN
Date of birth: 14.11.1980
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — ltaly) —
public library

Educational qualification: high school leaving dfiedtions
Date and time: 14.09.2011 — from 15h19 to 15h30
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: BIO modGCO

Observer: Roberto Artaz
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<The subject is at the desk in the public librargome and | say “Adon i te dza i travai!
Tot a moddo?” (So you are already at work! How yoa?). “Ehila, va bién, va bién,
merci. Sei jeusto arreuvo” (Hi, fine, fine thanks just arrived) - she replies and |
continue “Bién, bién. T’adone te de calla lettellao anticipate un per de dzor féi?
Magara se pout aveichela ara” (Well, well. Do yamember that mail which |
preannounced you a couple of days ago? Perhapantake a look at it). “Perkeé pa.
Allén donka?” (Why not? So let’'s go) — she says amaves to the desktop workplace.
She opens the electronic mailbox calmly and begosread the questionnaire’s
instructions. Then she starts responding. In thanwhile she speaks to me about the
format of the questionnaire: she claims that itkkbb@lear and enjoyable, two key
features for this kind of form. At a certain posghite answers the telephone but continues
responding and completes the questionnaire. Fishlytells me that she likes take part
in web surveys since her early youth, maybe driwgiuriosity or by the wish to make
herself useful.>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule since she likes participate in welvesys out of curiosity or in the spirit of
collaboration. As she received the questionnairthécontrol condition, no incentive
was given her but she didn’t complain about thig.t8e decision to respond is not
determined by the incentive and among triggersdeponding there’s the curiosity and
the wish to make herself useful.

Observation n. 9 ModGCO BIO:

Name of the individual observed: Annie MERIVOT
Date of birth: 30.03.1967
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — ltaly) —
registry office

Educational qualification: high school leaving dfiedtions
Date and time: 15.09.2011 — from 12h23 to 12h32
Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: BIO modGCO

Observer: Roberto Artaz
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<l go into the office of the subject. She’s at merkplace and she’s working at the
desktop. | ask her: “Ciao, stai ancora qui a lakgraon esci a mangiare?” (Hello, are
you still working there, don’t you go out to haweth?). She answers “Sto guardando
la posta, oggi sono a dieta e bevo solo un cafigdu (I'm watching electronic mail,
today I'm on a diet and | have a weak coffee on89. | reply: “Hai trovato la mia
mail?” (Did you find my mail?). “Ah, si. La sto lggndo ora” (Oh, yes. I'm reading it
now). Actually she tries to find it quickly and theshe opens it and starts reading.
“Un’indagine sul cibo biologico, interessante! loqaisto spesso cibo biologico perche
ho in famiglia una persona allergica ed un’amica hai consigliato di consumare
prodotti biologici” (A survey on biological fodsdst, appealing! | often buy biological
food since | have an allergic person in my famihgd a friend advises me to consume
biological products) — she says while filling obetquestionnaire swiftly. Once she has
completed the form she tells me that she usualigesgto be involved in surveys if she
has a strong feeling that her participation is wisief the community. And in her opinion
the sense that the information collected is useipends on how questionnaire is
introduced by interviewers and on how the spongprighperceived: in particular she
argues in favor of non-profit research centers.>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule since she likes participate in welvesys in order to be useful to the
community especially when the survey is administdrg a non-profit research center.
Since she received the questionnaire in the coatmadiition, no incentive was given her
but she didn’t complain about this. The decisionetgpond cannot be determined by the
incentive and among triggers for responding thetké&s feeling that the information
collected is useful to the community, the suitdbdenework of the invitation, the topic,
and the kind of sponsorship.

Observation n. 10 ModGSO BIO:

Name of the individual observed: Franco NAVILLOD
Date of birth: 15.03.1956
Gender: Male

Occupation: employee at Municipality of Antey-Safridré (Valle d’Aosta — ltaly) —
engineering and design department

Educational qualification: high school leaving dfiedtions
Date and time: 16.09.2011 — from 12h29 to 12h37

Spoken language during interactions: Franco-Praleng
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Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE")

Kind of questionnaire administered: BIO modGSO0
Observer: Roberto Artaz

<The subject is at his workspace when | come indffiee. He’s taking notes in a

notepad. His head rests on the left hand. Whenebke e coming he greets me by
lifting up the head: “Bondzor! L'é I'aoura de mingZTrei menéutte e viénnio i0 asceu:
me fa jeusto aveiché la poste” (Hello! It's time Wwave lunch! Three minutes and |
come too: | have to watch the electronic mail). Mhe adds: “Finkie te t'a mandame de
tsouse... tseéutta invitachon a repondre a un aquresiro. Adon, invrishén la” (You too,

you sent me something... this invitation to fillanquestionnaire. So, let's open it). He
starts answering the questions while grumbling te slowness of the Internet

connection. Halfway down the questionnaire he telks that he doesn't like surveys
because in his opinion there’s always a hidden dagemming from the sponsor. In

particular, according to him, telephonic intervieae awful. But in spite of these

comments he completes the questionnaire, printpdige with the recipe, and then we
go together to the dining hall.>

Interpretation and proposed meaniii@ye subject seems not to be willing to respond as
general rule since he doesn't like surveys duééchidden agenda of the sponsors. The
decision to respond could be determined by thentnce but among triggers for
responding there also could be a kind of acquiesten

2. Field notes (Wave 2)

Observation n. 11 ModGSO cKmO:

Name of the individual observed: Ivan ISABEL
Date of birth: 05.09.1972
Gender: Male

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — Italy) —
engineering and design department

Educational qualification: bachelor’'s degree inhéexcture

Date and time: 26.09.2011 — from 15h21 to 15h42
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Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: cKm0 modGSO0

Observer: Roberto Artaz

<| meet the subject in the corridor. He’s goindhts office so | decide to go with him
under the pretext of discussing a problem pertgiioha competitive tender. At his
workspace he sits down and looks at the time. ¢hif&s just about half past three and
his day’s work is ended. But before leaving thg bill he tells me he’s willing to fill in
the new questionnaire that | proposed to him. Helsecarefully the presentation and
the instructions. During the compilation he spealisut the topic of the survey and he
claims to share the belief that it's convenienttfog consumers to purchase directly by
producers. Once he has fulfilled the questionnagr@rints the page with the new recipe
and the further link to the website offered to &x@erimental group. He reads them and
says that he’s intrigued to visit the website siheé often searching for the kind of
information which is contained there.>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule and gives an impression of appregathe incentive offered in the
experimental reciprocity condition. The decisiorréspond is determined neither by the
incentive nor by the topic of the survey but thenfer is taken with curiosity and
pleasure while the latter seems to stir him to tkebAmong triggers for responding
there could be a sort of acquiescence.

Observation n. 12 ModGCO cKmO:

Name of the individual observed: Vanda GAL
Date of birth: 22.07.1965
Gender: Female

Occupation: employee at Municipality of Antey-Safridré (Valle d’Aosta — ltaly) —
secretariat

Educational qualification: high school leaving dfiedtions
Date and time: 27.09.2011 — from 13h59 to 14h10

Spoken language during interactions: Franco-Praleng

152



Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE")

Kind of questionnaire administered: cKm0 modGCO
Observer: Roberto Artaz

<The subject is sitting at his writing desk. “Sciise, a te vu lo sentécco? L’é t'el passo
de per ikkie?” (Please, did you see the Mayor?Heighass here?) — | say while coming
in her office. “M’engrava, me I'ei pa vulo” ('m soy, | didn’t see him) — she answers
me. “Magara passeré pieu tar... de ke | te in trerféde?” (Perhaps he will come
later... what are you doing now ?) — | continue. “G#8j in tren de vére le meil” (Oh,
I’'m looking at the e-mails) — she replies. “A te lumina?” (Did you find the mail |
sent you?) — | say. “Oi, 0i, I'éi ikkie devan lesei. La invro ara” (Yes, yes, it is here
under my eyes. | open it now) — she retorts and Isbgins to respond to the
guestionnaire. She fills in the form slowly andefally without speaking to me. At the
end she tells me that short questionnaires are fikelg to be completed compared to
the long. In fact in her opinion pure curiosityggers willingness to explore but cannot
support constancy enough

Interpretation and proposed meanifdie subject seems to be willing to respond as
general rule but admits that long questionnaires arburden on the respondent’s
endurance. Since she received the questionnaitteeicontrol condition, no incentive
was given her but she didn’t complain about this.tlle decision to respond cannot be
determined by the incentive other elements oc&ertlie curiosity.

Observation n. 13 ModGCO cKmO:

Name of the individual observed: Annie MERIVOT
Date of birth: 30.03.1967
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — Italy) —
registry office

Educational qualification: high school leaving dfiedtions
Date and time: 27.09.2011 — from 14h15 to 14h24
Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)
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Kind of questionnaire administered: cKm0 modGCO
Observer: Roberto Artaz

<The subject is looking through the e-mails in srkspace and | say: “Ciao, hai
trovato di nuovo una mia mail?” (Hi, did you findnaail from me again?). “Ciao, si
stavo appunto per leggerla” (Hi, | was on the poinanswering) — she replies and adds
“Un altro questionario... siete proprio curiosiBr{other questionnaire... you are really
curious!). “Se non fosse che I'argomento é intexescredo che non risponderei piu...
ci sono un sacco di altre cose da fare!” (But Far mnatter is worthwhile | think | don’t
respond any more... there a lot of things to doyhe continues. Then she fill in the
questionnaire carefully and makes comments abguéstems in a whisper. Finally she
completes the task and tells me that she justhbkst®n the radio a broadcast about this
topic so she surely answered rightly to the quast®

Interpretation and proposed meaninhe subject seems to be willing to respond
although she claims to be very busy. Since shewet¢he questionnaire in the control
condition, no incentive was given her but she didomplain about this. The decision
to respond cannot be determined by the incentivkamnong triggers for responding
there could be the interest in the topic.

Observation n. 14 ModGCO cKmO:

Name of the individual observed: Giuliana OTTIN
Date of birth: 08.02.1952
Gender: Female

Occupation: employee at Municipality of Antey-Safridré (Valle d’Aosta — Italy) —
tax office

Educational qualification: high school leaving dfiedtions
Date and time: 27.09.2011 — from 14h27 to 14h39
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: cKm0 modGCO

Observer: Roberto Artaz
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<The subject is sitting at the his writing desk. &aH pass by her workspace she says
“Héi, t'a tourna mandame un questionnéro! (Hey, gent me another questionnaire!).
“Oi, vieninao ara te lo dire. Me ti itd piéu véused” (Yes, Oh, | was coming now to
speak you about it. But You have been more promptljeply and she says: “Adon lo
féjo tot d’'un cu” (So I fill in it immediately). Shgets to the link and quickly fulfills the
form without speaking. At the end she tells me thater opinion the food purchased
from the producers sometimes is too expensive coagdpep that you can buy in the
supermarkets. Therefore it's fair making peoplakHtard on it and also a questionnaire
could make a contribution to some purpose.>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule since surveys are an opportunity tditate on several problems. Since she
received the questionnaire in the control condjtiom incentive was given her but she

didn’t complain about this. As the decision to @ cannot be determined by the

incentive other elements intervene like the oppotyuo take a deeper dive into matters

of topical interest.

Observation n. 15 ModGCO cKmO:

Name of the individual observed: Massimo IACHELINI
Date of birth: 23.02.1971
Gender: Male

Occupation: employee at Municipality of Antey-Sahridré (Valle d’Aosta — Italy) —
accounts department

Educational qualification: high school leaving dfiedtions
Date and time: 27.09.2011 — from 14h45 to 14h57
Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: cKm0 modGCO
Observer: Roberto Artaz
<When | get into the office the subject is talkitg somebody on the phone. The

conversation is coming to an end so | wait a minafeer he hangs up he tells me that
he was reading my mail just before he got the phmale Thus he turns towards the
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desktop and begins answering the questionnaireléVdbmpleting it, he says that he
likes buying food from the producers directly sirf€ioi spuntare un buon prezzo per
beni di ottima qualita” (you can fetch a good priceproducts of prime quality). Then
he adds: "Devo riconoscere che talvolta i questictimentano occasione di riflessione
su temi di attualita e forse anche per questo radivende spesso a rispondere” (I have
to admit that sometimes questionnaire become amrappty to think over current
events and maybe for this reason we are pronesfmnel). At the end of the task he
also tells me that the shortness of the form i& wit doubts an important element that
respondents consider before choosing to participate survey and in the subsequent
waves of a panel. Moreover, he thinks that sometitoe long questionnaires drive to
answer in a rough way.>

Interpretation and proposed meanifigpe subject seems to be willing to respond if the
guestionnaires are not too long and deal with eelethemes. Since he received the
questionnaire in the control condition, no inceatiwas given him but he didn’t
complain about this. The decision to respond camldiermined by elements like the
shortness of the questionnaire and the opporttmityeditate on current events.

Observation n. 16 ModGSO cKmO:

Name of the individual observed: Franco NAVILLOD
Date of birth: 15.03.1956
Gender: Male

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — Italy) —
engineering and design department

Educational qualification: high school leaving dfiedtions
Date and time: 27.09.2011 — from 15h01 to 15h10
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: cKm0 modGSO0
Observer: Roberto Artaz
<The subject is sorting out the desk while | com ithe office. The workspace is

cluttered with a lot of papers and folders. Wherspets me coming he says “Ehila, dz’i
reshu eun’atra mail de te. Me sei in tren de spn@ se te vout la poen vere” (Hey, |
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received another mail from you. I’'m moving out, buyyou want we can look at it).
“Sheur, se te féjo pa pérdre de ten...”(Certainly, dfon’'t make you waste time) — |
reply and he continues “Fegura te... pe tsink meaBuiiNo problem... it implies five
minutes!). So he opens the mail and clicks the. Ik reads the instructions and starts
filling out the questionnaire. He gets along stgpstep and speaks up for relevance of
topics to willingness to respond. However, he helgethat it's difficult to evaluate the
contents of a questionnaire by means of headingresentations since they often are
misleading or even deceptive. Anyway, he reckorsctinsistency of the titles with the
contents in the first questionnaire can positivaffect the response in subsequent
waves. At the end of the task he prints the pagé the recipe and the link to the
website by acknowledging that this is an appreeiablt of gift.>

Interpretation and proposed meanififte subject seems here to be willing to respond
although before he told me that he doesn’t likevesys due to the hidden agenda of the
sponsors. However, he shows a significant lack rottin survey managers and
sponsors. The decision to respond in this casaldmildetermined by the interest in the
topic and in the incentive but among triggers fsponding there also could be a kind
of acquiescence.

Observation n. 17 ModGSO cKmO:

Name of the individual observed: Daniela CHATILLARD
Date of birth: 17.03.1973
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — ltaly) —
accounts department

Educational qualification: high school leaving dfiedtions

Date and time: 27.09.2011 — from 15h32 to 15h47

Spoken language during interactions: Franco-Pralencg

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)

Kind of questionnaire administered: cKm0 modGSO0

Observer: Roberto Artaz

<l come in the office and the subject isn’t thekdew minutes later she enters and says

“Bondzor, tot a moddo?* (Hello, how are you?). “Mat, me vat e te?” (Alright, alright
and you?) — | answer. “Bien, bien, y'ero a tsedsdsouse u galetaz” (Well, well, | was

157



trying to find something in the loft) — she repliasd | say: “Oh, e t'a trouvo makie de
poussal” (Oh, and you found dust only!). “Oi, #& t-enutile de tsertsé le viéye
paperasse. L'in per de tén. Miei torné u compute(Y€s, yes, it's useless looking for
old papers. It's a waste of time. It's better cobaek to the desktop...) — she answers
and continues: “Allen vere la tsousa ke t'a mandathet's go and watch at the
message you sent me). At her workspace she open®sdit and begin to answer the
questionnaire. She reads the items carefully asevers without stopping. Sometimes
she nods in agreement and finally she completefothes. Before closing the link she
prints the page with the gift and tells me shectt$ihe former recipe and she liked it.>

Interpretation and proposed meaninig:this case the subject seems to be willing to
respond even though she previously said that shesndolike questionnaires and
interviews. Anyway, she gives an impression of apting some incentives and of
taking interest in the topic. The decision to respaould be determined by the
incentive but among triggers for responding thdse aould be the interest in the topic
and a kind of acquiescence.

Observation n. 18 ModGSO cKmO:

Name of the individual observed: Daria COVOLO
Date of birth: 22.06.1957
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — ltaly) —
public library

Educational qualification: bachelor’'s degree iromfiation science

Date and time: 28.09.2011 — from 10h32 to 10h47

Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)

Kind of questionnaire administered: cKm0 modGSO0

Observer: Roberto Artaz

<The subject is sitting at his desk. Nobody isha bffice apart from her so | come in
and | ask her whether she has got time to fillhe guestionnaire | just sent. She
answers me that she still hasn’t opened the e-mailiut she can do it now. So she

looks for the mail and the link. After she founceith she starts reading the items and
responding. She carries out the task systematiealty doesn’t talk much during the
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filling. At the most she whispers something incoetmnsible. At the end she breaks
out: “Ecco, fatto! Che questionario breve... fosstrbi cosi!” (Her you are! What a
short questionnaire... might all be so!).>

Interpretation and proposed meaniiitpe subject seems not to be willing to respond as
general rule since she previously told me thatdsiesn'’t like surveys and now she says
few words but she emphasizes the importance otrstgs in surveys. The decision to
respond could be determined by a sort of acquiesceand among triggers for
responding there isn’t the incentive since she 'tipiint the page with the recipe and
the link to the website.

Observation n. 19 ModGCO cKmO:

Name of the individual observed: Denise DAUPHIN
Date of birth: 14.11.1980
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — ltaly) —
public library

Educational qualification: high school leaving dfiedtions
Date and time: 29.09.2011 — from 13h31 to 13h47
Spoken language during interactions: Franco-Pralencg

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE")

Kind of questionnaire administered: cKm0 modGCO
Observer: Roberto Artaz

<I meet the subject beside the entrance to thehelly She’s going to her office and |
come with her. She sits downs at her workspacesaedasks me if | want witness the
filling of the questionnaire now. | say that it ¢dube good for me so she starts
answering the questions. She works in a methodiegl and completes rapidly the
form. During the compilation she says me: “L’e t-goestionnéro ke se féi vitto,
comme l'atro: I'a pa tan de questson e cen te @osalei repondre pieu volontié” (It's

a questionnaire that you can complete quickly, like fomer: it hasn’'t got many

questions and this draws you to respond more \glifix>
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Interpretation and proposed meanififfe subject gives an impression of being willing
to respond and urges to start the filling operat@mhaps driven by curiosity. She
stresses the point that short questionnaire aree rikely to be filled in. Since she
received the questionnaire in the control condjtiom incentive was given her but she
didn’t complain about this. So the decision to megpis not determined by the incentive
and among triggers for responding there could bectimiosity.

Observation n. 20 ModGSO cKmO:

Name of the individual observed: Valeria SERIS
Date of birth: 29.05.1981
Gender: Female

Occupation: employee at Municipality of La Magdekei(Valle d’Aosta — ltaly) —
registry office

Educational qualification: high school leaving dfiedtions

Date and time: 06.10.2011 — from 10h13 to 10h29

Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: cKm0 modGSO0

Observer: Roberto Artaz

<The subject is just come back from lunch. Shetasting her desktop and when she
sees me coming she asks me if we can answer tlstigueire now. | say that's the
thing which brought me there now. So she opensrthidbox and finds my mail. She
clicks on the link and begin filling in the forrm the meanwhile she tells me that she
always finds something intriguing in web interviewsher words: “Tseut le cou ke féjo
un questionnéro bién fet apprénno argue de noubei al’occajon pe reflechi, adon
chercho de compréndre dei la provegnance se wina ple repondre” (Whenever | fill
in a questionnaire well-made | learn something newcome upon remarks that make
me ruminate, so | try to understand through thgiwiif it's worth responding). Finally
she prints the page with the gift and closes tiie

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule since in her opinion surveys are godpnity to think over several topics
and to learn something although depending on thamzer and sponsor. She also gives
an impression of appreciating the incentive offenedthe experimental reciprocity
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condition. The decision to respond is not deterchibg the incentive but this latter is
taken with curiosity or pleasure. Among triggers riesponding there’s the opportunity
to become aware of important problems and to Isamething.

3. Field notes (Wave 3)

Observation n. 21 ModGSO GAS:

Name of the individual observed: Daniela CHATILLARD
Date of birth: 17.03.1973
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — ltaly) —
accounts department

Educational qualification: high school leaving dfiedtions

Date and time: 11.10.2011 — from 14h33 to 14h45

Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: GAS modGSO0

Observer: Roberto Artaz

<When | come in the office the subject is sittinghee desk and is doing something on
the computer. “Bondzor, te va te?” (Hello, how goei?) — | say. “Bondzor, sei in tren
de aveiché le méil e I'ai trova finkie la tina” (ke I'm looking at the e-mails and |
found that from you) — she replies and adds “Coemplb questionnéro ara...” (Let’s
complete the questionnaire now). So she opensilthard start filling in the form.
While reading the items she tells me that she ajgies the recipes offered and she
hopes to find another. She also maintains to hasiesl the websites and to have
lingered in them for a long time. When she cometh®end she prints the page that
contains the new recipe and the link to the spistiakbsite by gesturing her assent.>

Interpretation and proposed meanifigne subject seems to be willing to respond and
even presses into filling out the questionnairehan own initiative. Moreover she
appears to appreciate the incentive offered inetkigerimental reciprocity condition.
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The decision to respond could be determined byirtbentive but among triggers for
responding there also could be the interest indpe.

Observation n. 22 ModGSO GAS:

Name of the individual observed: Valeria SERIS
Date of birth: 29.05.1981
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — lItaly) —
registry office

Educational qualification: high school leaving dfiedtions

Date and time: 11.10.2011 — from 15h01 to 15h13

Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: GAS modGSO0

Observer: Roberto Artaz

<l come in the office of the subject and say hellbe’s sitting at his workspace and she
signals to me to move closer: “L’éi jeusto recesttiha méil...” (I just received your
mail........ ) - she says and begins to answer thestgpnnaire. She handles the hair and
proceeds with care. In the meantime she speak®tabmut her experience with group-
purchasing. Finally after she finished filling atie form she prints the page with the
recipe and the link to the web-site and says “G#rpa lo perdre!” (1 don’t want to miss
that!).>

Interpretation and proposed meanifdie subject seems to be willing to respond as
general rule since she actually invites me to ve$ndhe compilation of the
questionnaire. By making comments about the top& &aso gives an impression of
appreciating it. Finally she admits that she likes incentive offered. The decision to
respond is not determined by the incentive butlttier is taken with pleasure. Among
triggers for responding there’s the opportunityctonpare her point of view with other
perspectives.

Observation n. 23 ModGSO GAS:
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Name of the individual observed: Ivan ISABEL
Date of birth: 05.09.1972
Gender: Male

Occupation: employee at Municipality of La Magdeti(Valle d’Aosta — ltaly) —
engineering and design department

Educational qualification: bachelor’'s degree inhéecture

Date and time: 11.10.2011 — from 15h25 to 15h33

Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: GAS modGSO0

Observer: Roberto Artaz

<The subject is in his office. When | come he’sirsgf at desk and viewing something at
the display of the personal computer. | ask himtiwiehe received my mail about the
new gquestionnaire. He nods in assent and pointBniger at screen: he’s really reading
the messages and he clicks on the one | sent henstafts answering and proceeds step
by step. During the compilation he speaks aboutdpi of the items and says nothing
about his feeling about interviews and questiomsaiAt the end he prints the page with
the recipe and the link.>

Interpretation and proposed meanifidie subject seems to be willing to respond and
gives an impression of appreciating the incentiffered in the experimental reciprocity
condition. He seems to be interested in the topiceshe speaks about it but among
triggers for responding there could be a sort gquaEscence.

Observation n. 24 ModGSO GAS:

Name of the individual observed: Franco NAVILLOD

Date of birth: 15.03.1956

Gender: Male
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Occupation: employee at Municipality of Antey-Safridré (Valle d’Aosta — ltaly) —
engineering and design department

Educational qualification: high school leaving dfiedtions
Date and time: 11.10.2011 — from 15h51 to 16h05
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: GAS modGSO0
Observer: Roberto Artaz

<l meet the subject in the corridor. He’s grippagigarette in his hand and when he
sees me coming he says: “Ehila, volao feumé eugarétta, me apré me sei rendu
conkio ke foura fejae gran fret!” (Hey, | wishedsmoke a cigarette but | realised soon
after afterwards that outside it's bitterly cold®Ah, ah, ah, pari I'in pout torné i
computer!” (Ah, ah ,ah, so we can come back tadmktop!) — | reply while laughing.
“L’e fran pari. Se te vout se pouerét compilé l@sfionnéro...” (So there. If you want
we can fill in the questionnaire) — he says anslgitwn at his workspace. He opens the
mailbox and try to find my mail. After he gets i€ meads carefully the introduction,
clicks on the link and starts the filling. He teflge that the matter is interesting and so it
can attract respondents since in his opinion dgadiith a topic intriguing is the best
strategy in order to increase the response rat&llffihe prints the page with the
incentive.>

Interpretation and proposed meanifidie subject seems to be willing to respond and
appears to be interested in the topic. He alsonsl@hat an intriguing theme can prompt

people to take part in surveys. The decision tpaed in this case could be determined

by the interest in the topic and in the incentivé ®mong triggers for responding there

also could be a kind of acquiescence.

Observation n. 25 ModGCO GAS:

Name of the individual observed: Massimo IACHELINI
Date of birth: 23.02.1971
Gender: Male

Occupation: employee at Municipality of Antey-Sairidré (Valle d’Aosta — ltaly) —
accounts department
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Educational qualification: high school leaving dfiedtions
Date and time: 11.10.2011 — from 16h15 to 16h23
Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: GAS modGCO
Observer: Roberto Artaz

<The subject is sitting at his desktop during arsheeak. | say “Ciao” (Hello) and |
come in. He replies “Ciao, stavo guardando la pestdno visto la tua mail. Un altro
questionario e sempre su temi d'attualita. Certe clsi non annoiate il vostro
campione!” (Hi, | was looking the mails and | saauy message. Another questionnaire
and always on matters of topical interest. In tigy you really don’t bore your
sample!”. Then he opens the link to the form adfill&it quickly.>

Interpretation and proposed meanifidpe subject seems to be willing to respond if the
questionnaires deal with intriguing topics. Sinee rieceived the questionnaire in the
control condition, no incentive was given him betdidn’t complain about this. As the
decision to respond cannot be determined by theniine other factors intervene, like
the opportunity to meditate on current events akiuhe of acquiescence.

Observation n. 26 ModGCO GAS:

Name of the individual observed: Giuliana OTTIN
Date of birth: 08.02.1952
Gender: Female

Occupation: employee at Municipality of Antey-Sairidré (Valle d’Aosta — ltaly) —
tax office

Educational qualification: high school leaving dfiedtions
Date and time: 11.10.2011 — from 16h31 to 16h45

Spoken language during interactions: Franco-Pralencg
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Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE")

Kind of questionnaire administered: GAS modGCO
Observer: Roberto Artaz

<The subject is in his office. When | come in shaistching off the computer since the

shift is at the end. She sees me and exclaimsiaHéevan k’allé via se pourré fére lo

tin questionnéro” (Hey, before leaving | could fitl the questionnaire) and she restarts
the desktop. A few minutes later she’s looking oy e-mail and after she found it she

begins answering. She works quickly without sayangord. She reads carefully every

item and give her answer with self-confidence.>

Interpretation and proposed meanififgge subject seems to be willing to respond since
she presses into filling out the questionnaire endwn initiative. As she received the
questionnaire in the control condition, no inceatiwas given her but she didn’t
complain about this. Since the decision to respsnaot determined by the incentive
among triggers for responding there could also erbof acquiescence.

Observation n. 27 ModGCO GAS:

Name of the individual observed: Vanda GAL
Date of birth: 22.07.1965
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — ltaly) —
secretariat

Educational qualification: high school leaving dfiedtions
Date and time: 13.10.2011 — from 11h13 to 11h27
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: GAS modGCO

Observer: Roberto Artaz
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<The subject is having a coffee during a break. W\4tee sees me she says that she can
spend some minutes for my questionnaire. She chaasto her office and clicks the
link while saying “L’ei dza vu I'argumen su la meill'e fra interessan...” (I read the
topic before in the e-mail... it's interesting). émshe starts to answer carefully the
guestionnaire. Sometimes she nods to me as a sappooval. Finally she reaches the
end and says: “M’engrave kaje ke tsut I'é lo dérfére euna bouna ocajon pe dire cen
I'in pénse” (I'm sorry to know that it's the ladt.was a golden opportunity to say what
you think).>

Interpretation and proposed meanifigie subject seems to be willing to respond as
general rule and is very intrigued by the topice $tiso claims that surveys are an
opportunity to say what you think. Since she neegithe questionnaire in the control
condition, no incentive was given her but she didtomplain about this. As the
decision to respond cannot be determined by thenine other elements occur like the
interest in the theme and the opportunity to expegsopinion.

Observation n. 28 ModGCO GAS:

Name of the individual observed: Denise DAUPHIN
Date of birth: 14.11.1980
Gender: Female

Occupation: employee at Municipality of Antey-Sakridré (Valle d’Aosta — Italy) —
public library

Educational qualification: high school leaving dfiedtions
Date and time: 13.10.2011 — from 11h32 to 11h51
Spoken language during interactions: Franco-Praleng

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: GAS modGCO

Observer: Roberto Artaz

< The subject is in his workspace and she’s spgakiith a girl. When the girl goes

away | come in and the individual observed raiseshead while saying: “No vouela,

séi kaje in tren de saré e de sortre me se teoéat feére lo questionnéro” (Here we are,

I'm nearly closing the office and moving out but ybu want we can fill in the
questionnaire). And | reply — “Va bien!” (It's 0)k.So she opens the mailbox and clicks
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the link. She reads swiftly each item and answees enore rapidly. She comes to the
end and says: “Tot fet!” (That's done).>

Interpretation and proposed meanififie subject gives an impression of being willing
to respond since she urges to start the fillingaen but she’s in a hurry. She seems to
compete in a sprint race. Since she received thstiqunaire in the control condition,
no incentive was given her but she didn’t complabout this. As the decision to
respond is not determined by the incentive amaggers for responding there could be
a sort of acquiescence.

Observation n. 29 ModGSO GAS:

Name of the individual observed: Daria COVOLO
Date of birth: 22.06.1957
Gender: Female

Occupation: employee at Municipality of La Magdeki(Valle d’Aosta — ltaly) —
public library

Educational qualification: bachelor’'s degree iromfiation science

Date and time: 21.10.2011 — from 15h01 to 15hX3t(&ttempt unfinished and wrong) /
22.10.2011 — from 16:31 to 16:45 (second attemptessful)

Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Clou,26 — 11020 LA MAGDELEINE)
Kind of questionnaire administered: cKm0 modGSO0

Observer: Roberto Artaz

<When | meet the subject it was time to close iftv@ty. Nobody was in the office but
the librarian. | come in and say: “Ciao, stai ardtania?” (Hi, are you going away?)
and she answers me. “Ciao, sto ancora cinque npeuatguardare la posta” (Hi, | still
delay five minute sto watch the mails). And afterofling down the mailbox she adds:
“Ah, ma mi hai mandato un altro questionario da piane...” (Oh, you sent me
another questionnaire to fill in...). She’s just beung to fill the form when the phone
rings and she answers. Unfortunately in the medevgtie ticks the inappropriate box
regarding her gender on the form and so she chdospst the questionnaire. Then she
says me: “Ora vado, riproviamo domani” (Now | maxe, We’'ll retry tomorrow). The
following day, in the afternoon, | meet her agam a my presence she opens for the
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second time the form. She completes carefully thestionnaire and finally she says
that in order to participate in a survey serioysy need time and quietness.>

Interpretation and proposed meanifigne subject seems in this case to be willing to
respond although she previously told me that shesmlb like surveys and that the
questionnaires have to be short. Moreover now sighasizes that quietness and time
are key elements in the task of taking part in sysv without saying she suggests that
these factors are often missing and this in imiptefierence to the disruption in the first
attempt to fill out the questionnaire. The decisiorrespond could be determined by a
sort of acquiescence and among triggers for respgrttiere isn’t the incentive since
she didn’t print the page with the recipe and thike o the website one more time.

Observation n. 30 ModGCO GAS:

Name of the individual observed: Annie MERIVOT
Date of birth: 30.03.1967
Gender: Female

Occupation: employee at Municipality of Antey-Sairidré (Valle d’Aosta — ltaly) —
registry office

Educational qualification: high school leaving dfiedtions
Date and time: 24.10.2011 — from 12h31 to 12h42
Spoken language during interactions: Italian

Place: his office in the city hall (Frazione Boumy, 1 — 11020 ANTEY-SAINT-
ANDRE’)

Kind of questionnaire administered: GAS modGCO
Observer: Roberto Artaz

<The subject is sitting at the desk when | comn@office. She’s writing something on
the computer. | say hello and she gives me a ndwerV¢he stops typing she asks me if
| need anything. Then she tells me that she redaavmail from me concerning a new
survey. She adds that she’s very busy now but aheledicates a few minutes only to
the questionnaire. So she opens the mailbox, stles@n the link and begins filling the
form. She reads rapidly each item and answers aemifly. During the compilation she
doesn’t speak a word. After she has completeddha §he begins tapping a cigarette
on the case. In the meantime she speaks about dstr gxperience with group
purchasing. She shows a certain skepticism ab@up#itern of buying and adds that it
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isn't easy to come to an agreement with the othlersher opinion it's difficult to
understand what crosses the mind of the peopldéhasits a problem also in the domain
of interviews since you cannot know whether a peitetls the truth or tells lies. Then
she says she needs to smoke and leaves withouigtélikther.>

Interpretation and proposed meaninthe subject seems to be willing to respond
although she claims to be very busy. She caststdmulthe possibility of collecting
helpful information since she doesn't trust in whabple maintain. Since she received
the questionnaire in the control condition, no mog was given her but she didn’t
complain about this. As the decision to responchoaibe determined by the incentive
among triggers for responding there could be adfatquiescence.
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