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Final projects signup 

Google doc: 
www.tinyurl.com/214projects 



A brief story of a sticky situation… 
Flickr photo from mcfarlandmo 



Sampling and recruiting overview 

1.  Make a sampling strategy 
2.  Locate representatives 
3.  Select participants  



MAKE A STRATEGY 
Step 1 



Describe and prioritize 
audience characteristics 

Behavioral  

Frequency 
Duration 
Expertise 

Enthusiasm 

Demographic 

Ie, age, gender, 
location… 

As proxy for other 
characteristics 

As necessary filter 

As an opportunity 

As vehicle for 
collaboration 



Strategies 

Representative  
Selection of  participants likely to reflect 
the makeup of  the population from which 
they are drawn  

Purposive 
Selection of  participants based on 
characteristics that appear relevant before 
the study begins  

Theoretical 
Iterative redefinition of  selection criteria 
to pursue conceptual development 

Convenience 
What is easiest 



Common questions for 
qualitative user research 

Extreme vs typical users? 

How much variation?  

What dimensions matter for 
stratified sampling?  

Political sensitivity? 

Typical sample 

Extreme sample 

Maximum variation sample 



Sampling 

Sampling Unit 
Person? 
Household? 
Visit/transaction/action? 

Unit of  Analysis 
Person? 
Household? 
Visit/transaction/action? 
Technological item? 



Let’s make a user profile 
www.trekkiedating.com 



LOCATE REPRESENTATIVES 
Step 2 



Recruiting is all about tradeoffs 

Do-it-yourself 
Opportunistic 
“Friends and family” 

Snowball 
Advertising 

Community outreach 
Online 
Neighborhood 

Hire a professional 



Let’s make a recruiting plan 



The question of incentives 

Individual	  level	  
Subjec/ve	  interest	  
Material	  interest	  

Economic	  interest	  

Collec/ve	  level	  
Representa/on	  
Poli/cal	  empowerment	  

Informing	  

It	  is	  argued	  that	  a	  greater	  apprecia/on	  of	  these	  suppor/ng	  mechanisms	  is	  likely	  to	  be	  crucial	  in	  
examining	  how	  the	  research	  process	  is	  shaped	  by	  the	  mo1va1ons	  of	  those	  who	  engage,	  as	  well	  as	  
helping	  to	  maintain	  current	  levels	  of	  research	  engagement	  through	  the	  development	  of	  more	  posi/ve	  
research	  rela/onships.	  

Clark,	  Tom	  (2010)	  On	  'being	  researched':	  why	  do	  people	  engage	  with	  
qualita/ve	  research?	  Qualita've	  Research	  10:4,	  399-‐419.	  



Challenges to 
anticipate 

Introducing bias 
The wrong people 
Managing participation 
 Scheduling enough time 

Managing no shows 
Directing traffic 


