April White
A structured survey allows for minimal interpretation of the questions, which makes it a great type of survey to use with mail and internet surveys where there will be no direct contact with the interviewer. Minimal interpretation should result in answers given regardless of the method for data collection. Aaker et al. (2015) describes all four data collection methods: the face-to-face interview, the mail survey, the telephone interview, and the internet interview. The benefits associated with the mail and internet-based interviews is the cost and time savings. Since using a structured survey format should result in similar results regardless of the method used for data collection, does it make sense for the client to pay the higher costs for phone interviews and face to face interviews? Face to face interviewing would cost the most and require the greatest time commitment, but there is a time when this would be the most appropriate. When doing an in-depth interview that is rich in narrative and would benefit from interviewer interaction, then it makes sense to take the costliest and most time-consuming approach. Sometimes when distance is a concern, but you still need to have that interaction between respondent and interviewer, the best option is a telephone interview, or even a video interview using one of the many video communications platforms. This option does not cost as much as the face-to-face method but is more costly than the mail and internet options. With mail and internet-based interviews, the downfall is that there is no way for the respondent to obtain clarification, if needed. However, if a structured interview is being used, the clarification will likely not be needed. For this scenario, I feel that the mail or internet data collection method is best. The internet option being the most cost effective as there is not even a need to buy stamps and generate mailings with a self-addressed stamped envelope, which may or may not be used. Internet based surveys are received immediately, no wasteful spending, can be easily sent to respondents via a link. This is definitely the most appropriate method, in my opinion, for the task at hand.
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Erica Sampson
Out of all the different methods, I prefer the face-to-face interview. It's an excellent primary source because it's direct information. "Anchoring (giving a response immediately) and context (describing a context in or around the problem)" (Midanik et al., 1999, p. 2). I interview people for my blog face-to-face, and they enjoy sharing their perspectives or stories. Also, I believe there is the benefit of using it for the hiring process. It's an opportunity for applicants to sell themselves in person. For liability reason, I've learned from my previous class when doing face-to-face interviews its essential to get some form of consent, either verbal or written. It helps with validation and approval.
 
Utilizing surveys in the mail also helps with collecting data. Mail surveys can be dispersed all over. They also allow for questions to be answered without the need for a face-to-face. There is also some downside, such as when you will receive the mail back. "Speed and quality of response are also associated with educational level and possibly age" (Green, 1996, p. 1). I drive past my mailbox numerous times before I will stop and check what's inside. If I'm not expecting specific mail, I'm likely to wait to check it. 
 
Since the pandemic, I have utilized the convenience of phone and internet interviews. I have been introduced to many apps I did not know existed prior to Covid. Both telephone and the internet have the benefit of reaching an audience. The interviews help decide what's next on the agenda. "Tactical research decisions are made once the research approach has been chosen" (Aaker et al., 2015, p. 68). A limitation of telephone interviews is the length of the questionnaires. You have to be considerate of people's times, so you ask specific questions accordingly. Also, from my experience of being on Zoom, sometimes the internet freezes or loses connection altogether. 
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