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Mode Effects from a Conceptual Perspective

2

Unit 
nonresponse

Non-
recruitment

Contact 
mode(s)

Noncontact
Contact 
mode(s)

Answer

Response
style

Interview 
mode 1

Recruitment
Contact 
mode(s)

Response
style

Interview 
mode 2

Recruitment
Contact 
mode(s)

Selection Error
Measurement Error



• In ERFI2: 

→ ca. 8000 respondents in a cohabiting relationship

→ 17 questions using 6 substantive answer categories (always me, 
usually me, equally me and partner, usually partner, always partner, 
always or usually someone else) covering the division on

– 8 items on household tasks

– 5 items on childcare tasks if has (at least one) young child below six years plus 
help with homework if has (at least one) child over six years

– 4 items on decision making

Mode Effect & Gender Equality Measures
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Survey Design – ERFI2 in 2024

• Concurrent mixed-mode design 
(Web vs. telephone) of ERFI2

→Self-administered vs. interviewer-
administered

• 4 different mode of contact 
depending on Fideli database
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Survey Participation
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The next questions are about who does what in your household. Please indicate who 
does the following tasks in your household.

Questions on Division of Household Tasks
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1. Preparing daily meals

2. Doing the dishes / dishwasher

3. Grocery shopping

5. Vacuuming / cleaning the house

4. Laundry

6. Small repairs

7. Bills & keeping financial records

8. Organising joint social activities

Always me

Usually me

Equally me & partner

Usually partner

Always partner

Someone else

Refusal

Don‘t know



• Question displayed individually (or in pairs), no item battery

• Vertical alignement of answer categories

Screenshot of Erfi2 questionnaire
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• Estimates each respondent’s probability of responding via telephone 
(CATI) rather than via the Web, given observed characteristics.

• Covariates include socio-demographics from Fideli database: standard 
of living, sex, age, region, household situation, income type, available 
contact information.

• Area of common support: Distributions of propensity scores are 
compared across modes to identify the overlap region, where both Web 
and CATI respondents have similar scores.

• Analyses are restricted to this overlap to allow credible counterfactual 
comparisons.

Propensity Score Matching to Calculate Mode Effects
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• Nearest neighbor matching :

• Penalty added using the propensity score (caliper = 0.1).

• Exact matching imposed on sex.

• Outcome estimation:

• The “treatment” is responding by telephone.

• Matching compares “treated” units (phone respondents) with 
comparable “untreated” units (Web respondents).

• Produces the Average Treatment Effect on the Treated (ATT) = the 
effect of answering on the phone instead of via the Web.

Matching
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Heterogeneity Over Question Items

Colour scheme: Coloured ATTs are significant effects (p<0.05) 

with negative ATTs in orange and positive ATTs in green colour.

10

Preparing 

meals

Doing the 

dishes / 

dishwasher

Grocery 

shopping
Vacuuming

Doing the 

laundry

Small 

repairs in 

and around 

the house

Paying bills 

& keeping 

financial 

records

Organising 

joint social 

activities

1. Always me 0,017 0,027 0,020 0,005 0,030 0,064 0,033 0,007

2. Usually me 0,021 -0,003 -0,039 -0,043 -0,022 -0,058 -0,043 -0,049

3. Equally me and partner -0,013 -0,010 0,056 0,009 -0,011 -0,041 0,033 0,079

4. Usually partner -0,010 -0,024 -0,036 0,002 -0,022 -0,036 -0,026 -0,019

5. Always partner -0,007 0,012 0,008 0,015 0,027 0,076 0,016 0,001

6. Always or usually someone else 0,004 0,012 0,002 0,025 0,010 0,011 0,004 -0,001

8. Refusal -0,011 -0,011 -0,010 -0,011 -0,011 -0,013 -0,013 -0,014

9. Don't know -0,001 -0,002 -0,001 -0,002 -0,002 -0,004 -0,004 -0,004



Complementary Mode Effects – Substantive Answers
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Males Females Males Females

1. Always me 0,027 0,013 0,040 0,027

2. Usually me -0,025 -0,052 -0,022 -0,064

3. Equally me and partner 0,053 0,059 0,047 0,019

4. Usually partner -0,050 -0,022 -0,057 0,003

5. Always partner 0,013 0,003 0,009 0,023

6. Always or usually someone else 0,002 0,002 0,002 0,006

Paying bills & keeping 

financial records
Grocery shopping

Colour scheme: Coloured ATTs are significant effects (p<0.05) 

with negative ATTs in orange and positive ATTs in green colour.



Male-Specific Mode Effects – Substantive Answers

12

Males Females Males Females Males Females

1. Always me 0,018 0,016 0,023 0,030 0,008 0,052

2. Usually me 0,046 -0,002 0,043 -0,047 -0,009 -0,035

3. Equally me and partner 0,011 -0,037 -0,005 -0,015 -0,014 -0,007

4. Usually partner -0,041 0,018 -0,053 0,004 -0,033 -0,011

5. Always partner -0,021 0,006 0,009 0,015 0,056 -0,001

6. Always or usually someone else 0,005 0,003 0,002 0,021 0,012 0,008

Preparing meals
Doing the dishes / 

dishwasher
Doing the laundry

Colour scheme: Coloured ATTs are significant effects (p<0.05) 

with negative ATTs in orange and positive ATTs in green colour.



Female-Specific Mode Effects – Substantive Answers
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Males Females

1. Always me 0,015 -0,004

2. Usually me -0,012 -0,073

3. Equally me and partner -0,018 0,035

4. Usually partner -0,003 0,006

5. Always partner 0,011 0,018

6. Always or usually someone else 0,027 0,023

Vacuuming

Colour scheme: Coloured ATTs are significant effects (p<0.05) 

with negative ATTs in orange and positive ATTs in green colour.



Gender-heterogeneity – Substantive Answers
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Males Females Males Females

1. Always me 0,122 0,007 0,002 0,012

2. Usually me -0,100 -0,019 -0,026 -0,072

3. Equally me and partner -0,030 -0,051 0,060 0,098

4. Usually partner 0,015 -0,083 -0,014 -0,025

5. Always partner -0,004 0,153 0,000 0,002

6. Always or usually someone else 0,017 0,006 0,002 -0,003

Small repairs in and 

around the house

Organising joint social 

activities

Colour scheme: Coloured ATTs are significant effects (p<0.05) 

with negative ATTs in orange and positive ATTs in green colour.



Combined Mode Effects – Item Nonresponse
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Males Females Males Females Males Females

8. Refusal -0,018 -0,005 -0,016 -0,006 -0,016 -0,005

9. Don't know -0,002 0,000 -0,003 -0,001 -0,003 0,002

Males Females Males Females Males Females Males Females Males Females

8. Refusal -0,016 -0,006 -0,016 -0,006 -0,018 -0,008 -0,013 -0,012 -0,019 -0,009

9. Don't know -0,003 0,000 -0,003 0,000 -0,002 -0,006 -0,006 -0,002 -0,005 -0,003

Paying bills & 

keeping financial 

records

Organising joint 

social activities
Vacuuming

Doing the 

laundry

Small repairs in 

and around the 

house

Preparing meals
Doing the dishes 

/ dishwasher

Grocery 

shopping

Colour scheme: Coloured ATTs are significant effects (p<0.05) 

with negative ATTs in orange and positive ATTs in green colour.



Analysing Gender-Specific Response Patterns

• Calculating response patterns using resquin-
package in R which calculates

1. proportion of items per respondent pertaining to a 
response style

2. Boxplots on distribution of response styles across
all respondents

• DRS = disacquiescience response style 

= ego-leaning

• MRS = middle response style = equal division

• ARS = acquiescience response style 

= partner-leaning
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Always me

Usually me

Equally me & partner

Usually partner

Always partner

Substantive answer categories
on HH internal division



Mode Effects in Response Styles

• Phone • Web
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Mode Effects in Middle Response / Equality

• Male respondents on phone

• Male respondents on Web

• Female respondents on phone

• Female respondents on Web
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Mode Effects in Response Styles for Ego-Leaning

• Male respondents on phone

• Male respondents on Web

• Female respondents on phone

• Female respondents on Web
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Mode Effects in Response Styles for Partner-Leaning

• Male respondents on phone

• Male respondents on Web

• Female respondents on phone

• Female respondents on Web
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• Higher female survey participation in both modes

• Mode effect heterogeneity across questions and gender in 
substantive answers

• Mode effects in item nonresponse mostly driven by male 
respondents

• Mode differences in response styles more in female
respondents

Main Conclusions
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• Analysing differentiation between extreme response styles 
(ALWAYS me or partner) and question items

• Extending investigation to outsourcing HH tasks and systematic
item nonresponse

• Explanatory model with demographics and other controls

• Expanding analysis to two remaining item batteries on division 
of childcare tasks and financial HH decisions

• Gender-of-interviewer analysis, including interaction with the 
respondent gender -> gender-driven social desirability

Next Steps
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Thank you for your attention!
Contact: linh.nguyen@ined.fr


