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Provides the knowledge and tools needed for the future of survey
research The survey research discipline faces unprecedented
challenges, such as falling response rates, inadequate sampling frames,
and antiquated approaches and tools. Addressing this changing
landscape, Social Media, Sociality, and Survey Research introduces
readers to a multitude of new techniques in data collection in one of

the fastest developing areas of survey research. The book is organized
around the central idea of a ""sociality hierarchy"" in social media
interactions, comprised of three levels: broadcast, conversat
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