
 
 

Fifth Annual Likert Workshop  
Intersections between Survey and Data Science 

Friday, February 17, 2023, 11:00am-2:30pm 
 

 Welcome:  
Fred Conrad, Director, Program in Survey and Data Science, University of Michigan 
 

11:00-11:10 

 Passive and/or Active Data, Media Consumption, and Public Opinion 
      David Rothschild, Economist, Microsoft Research in New York City 

 

11:10-11:40 

 Can Religiosity be Sensed with Satellite Data?  An Assessment of Luminosity during 
Ramadan in Turkey 

     Avital Livny, Assistant Professor, Department of Political Science, University of Illinois at 
Urbana-Champaign 
 

11:40-12:10 

 Break 
 

12:10-12:20 

 Social media and self-reported surveys: When and where they align, diverge, and 
complement each other 

        Munmun De Choudhury, Associate Professor, School of Interactive Computing,  
Georgia Tech 

 

12:20-12:50 

 Connecting the Bits: Defining the Internet Population in the U.S. and Discovering 
Potential Models for Mitigating Biases in Estimates Derived from ‘Connected 
Population’ Samples 

      Trent Buskirk, Novak Family Distinguished Professor of Data Science, Bowling Green  
      State University 

 

12:50-1:20 
 

 Break 
 

1:20-1:30 

 Evidence from a Twitter Subjective Well-Being Indicator During COVID-19 Pandemic. 
Stefano Iacus, Director of Data Science and Product Research, Institute for Quantitative 
Social Science, Harvard University 
 

1:30-2:00 

 Closing Discussion, Q&A 
 

2:00-2:15 

 

http://www.munmund.net/


 

Frederick Conrad 
 

University of Michigan 

Michigan Program in Survey and Data Science 

Director 

 

Frederick Conrad is the director of the Michigan Program in Survey and Data Science (MPSDS). He is a 

Research Professor in MPSDS and Professor in Psychology. He received a Ph.D. in psychology from the 

University of Chicago. His research generally applies ideas and methods from cognitive science and 

human-computer interaction to data collection methods. His current research concerns efficiency of 

texting compared to voice (telephone) interviews, understanding when social media content might be able 

to supplement or even replace certain survey data, the prevalence of acquiescence in survey response and 

pretesting, and moment-to-moment measurement of music listening experience. 
 
  



 

David Rothschild 
 

Microsoft Research, - New York City 

Economist 
 

 

Passive and/or Active Data, Media Consumption, and Public Opinion 
 

Surveys are a vital tool for understanding public opinion and knowledge, but they can also yield biased 

estimates of behavior. Here we explore a popular and important behavior that is frequently measured in 

public opinion surveys: news consumption. Previous studies have shown that television news 

consumption is consistently over reported in surveys relative to passively collected behavioral data. We 

validate these earlier findings, showing that they continue to hold despite large shifts in news consumption 

habits over time, while also adding some new nuance regarding question wording. We extend these 

findings to survey reports of online and social media news consumption, with respect to both levels and 

trends. Third, we demonstrate the usefulness of passively collected data for measuring a quantity such as 

“consuming news” for which different researchers might reasonably choose different definitions. Finally, 

recognizing that passively collected data suffers from its own limitations, we outline a framework for 

using a mix of passively collected behavioral and survey-generated attitudinal data to accurately estimate 

consumption of news and related effects on public opinion and knowledge, conditional on media 

consumption. We will conclude by bringing in brand-new research that highlights why this is especially 

critical with shifting quality concerns brought on by new technology. 

 

David Rothschild’s work focuses on solving practical and interesting questions: mapping public opinion, 

market for news, targeting and effect of advertising, behavioral economics, and public policy. He pushes 

boundaries on varying data and methods: polling, prediction markets, social media and online data, and 

large behavioral and administrative data. 
  



 

Avital Livny 
 

University of Illinois Urbana - Champaign 

Department of Political Science 

Assistant Professor 

 
 

 

Can Religiosity be Sensed with Satellite Data?  
An Assessment of Luminosity during Ramadan in Turkey 
 

Social scientists have long been interested in how religious beliefs and practices impact and are impacted 

by socio-political and economic processes. Most recently, scholarly attention has focused on the interplay 

between religiosity and local actors, events, and institutions. Until now, measures of religiosity have relied 

heavily on self-reports in surveys, but these cannot always be safely collected and tend to be costly. Even 

where available, survey-based measures may be too obtrusive and are rarely representative of sub-national 

units. Here, I propose an inexpensive method that uses satellite imagery to unobtrusively estimate 

religiosity across small geographic units. I hypothesize that night-lights are affected by the behavior of 

fasting Muslims during Ramadan, especially in places where daytime activities are otherwise unchanged 

(i.e., where there is no “day-night inversion”). I explore and confirm the validity of this measurement 

strategy in the Turkish case, using a series of high-quality surveys and electoral results, representing 973 

administrative districts. I conclude with a discussion of the external validity of this method and an 

overview of the ethical concerns raised by the use of remote sensing to estimate religiosity, in the Muslim 

world and elsewhere. 

 

Avital Livny is an Assistant Professor in the Department of Political Science at the University of Illinois 

at Urbana-Champaign. She holds a Ph.D. in Political Science from Stanford University as well as an 

M.Phil. in Modern Middle Eastern from the University of Oxford. Prof. Livny’s research encompasses 

three main questions: How do religious and ethnic identities affect political and economic behavior? How 

do politics impact identity? And what do these processes imply for how we measure identity, across space 

and time? Her interest in these questions is deeply rooted in the Turkish case. Her first book, Trust and the 

Islamic Advantage: Religious-Based Movements in Turkey and the Muslim World, was published by 

Cambridge University Press in 2020 and was named a Best Book in Middle East and North Africa Politics 

by the American Political Science Association. Other work appears or is forthcoming in the Oxford 

Handbook of Politics in Muslim Societies, The Journal of Politics, and Public Opinion Quarterly. She is 

also the PI of a National Science Foundation project, “Improving and Integrating Global Diversity 

Estimates Using Transparent Methods.” 
  



 

Munmun De Choudhury 
 

Georgia Tech 

School of Interactive Computing 

Associate Professor 
 

 

Social media and self-reported surveys: When and where they align, 
diverge, and complement each other 

 

Social media has often been touted as a rich source of real-time, naturalistic, recorded in the present, 

archival data that can allow the study of human behaviors, experiences, and outcomes at a granularity, 

span, scale, and frequency not possible before. Scholars have noted particular strengths of this data source 

against conventional approaches of studying these human questions that includes predominantly surveys. 

While existing research has found construct and concurrent validity of social media signals when 

compared with surveys, there are more complexities in this relationship, stemming from the complexities 

of the context, population, measurement and modeling differences, and fundamentally different 

approaches to data generation, recording, and gathering. These complexities remain under-explored and 

less understood, however. This talk will highlight some of my research that has sought to shine a new 

light on the relationship between social media signals and survey data. Focusing on two studies of human 

behavior and well-being, I will describe empirical findings that underscore when one type of data (social 

media or survey) might be more effective and insightful than the other. The talk will reflect on the 

strengths and limitations of each and conclude with some guidance on when and where one might be more 

preferable, and when they can complement each other to enhance our understanding of various human-

centric outcomes. 

 

Munmun De Choudhury (she/her) is an Associate Professor of Interactive Computing at Georgia Tech. 

Dr. De Choudhury is best known for laying the foundation of a new line of research that develops 

computational techniques towards understanding and improving mental health outcomes, through ethical 

analysis of social media data. To do this work, she adopts a highly interdisciplinary approach, combining 

social computing, machine learning, and natural language analysis with insights and theories from the 

social, behavioral, and health sciences. Dr. De Choudhury has been recognized with the 2022 Web 

Science Trust Test-of-Time Award, 2021 ACM-W Rising Star Award, 2019 Complex Systems Society – 

Junior Scientific Award, numerous best paper and honorable mention awards from the ACM and AAAI, 

and features and coverage in popular press like the New York Times, the NPR, and the BBC. Dr. De 

Choudhury currently serves on the Board of Directors of the International Society for Computational 

Social Science and on the Steering Committee of the International Conference on Web and Social Media, 

the leading conference on interdisciplinary studies of social media. Earlier, Dr. De Choudhury was a 

faculty associate with the Berkman Klein Center for Internet and Society at Harvard, a postdoc at 

Microsoft Research, and obtained her PhD in Computer Science from Arizona State University. 
  



 

Trent D. Buskirk 
 

Bowling Green State University 

Applied Statistics & Operations Research  

Novak Family Distinguished Professor of Data Science 
 

 

Connecting the Bits: Defining the Internet Population in the U.S. and 
Discovering Potential Models for Mitigating Biases in Estimates Derived 
from ‘Connected Population’ Samples 

 

Survey research is increasingly turning to online research and as a consequence, sampling only, or 

disproportionately from, households with internet access. While the percentage of non-internet households has 

declined, it persists at about one in ten households. This raises the question of coverage error and bias, and 

whether there is an approach to reduce possible biases in internet-only samples. We processed nearly 5000 

variables from over a dozen major public and private datasets to assess the extent of the bias. Finding substantive 

differences, we then applied a series of data-reducing techniques to arrive at 38 variables that independently skew 

across internet and non-internet populations. We then developed and fielded a survey of these metrics to assess 

which dozen or less could be used to construct an efficient propensity model to reduce bias in internet-only 

samples. Our analyses revealed that many variables noted in prior research are important predictors of non-

internet use, but also identified others. Our final propensity model of 10 variables was highly effective, reducing 

bias significantly. Many variables tested had bias reduced fourfold. In this talk we will discuss the overall variable 

selection process and subsequent model building process and illustrate results.  Anyone using internet sourced 

samples will find the results helpful for reducing potential coverage biases in estimates derived from these samples. 

 

Trent D. Buskirk, Ph.D. is the Novak Family Distinguished Professor of Data Science and outgoing Chair of 

the Applied Statistics and Operations Research Department at Bowling Green State University.  Prior to his post 

at BGSU, Trent served as the Director for the Center for Survey Research at UMASS Boston and served as the 

Vice President for Statistics and Methodology at the Marketing Systems Group (MSG) and was tenured in the 

department of Biostatistics in the School of Public Health at Saint Louis University.  Dr. Buskirk is a Fellow of 

the American Statistical Association and his research interests include big data quality, recruitment methods 

through social media, the use of big data and machine learning methods for health, social and survey science 

design and analysis, mobile and smartphone survey designs and in methods for calibrating and weighting 

nonprobability samples and fairness in AI models and interpretable ML methods.  His work has been published 

in leading survey, statistics and health related journals such as Cancer, Health Services Research, Social Science 

Computer Review, Journal of Official Statistics, Public Opinion Quarterly and the Journal of Survey Statistics 

and Methodology, among others.  Recently, Trent served as the President of the Midwest Association for Public 

Opinion Research in 2016, the Conference Chair for AAPOR in 2018 and is currently part of the scientific 

committee for the BigSurv23 conference.  Trent also serves as an Associate Editor for Methods for the Journal of 

Survey Statistics and Methodology.  When Trent is not geeking out over big data and survey methods you can 

find him playing a competitive game of Pickleball! 



 

Stefano M. Iacus 
 

Harvard University 

Institute for Quantitative Social Science 

Director of Data Science and Product Research 
 

 

Evidence from a Twitter Subjective Well-Being Indicator During  
COVID-19 Pandemic. 
 

This study analyzes the impact of the COVID-19 pandemic on the subjective well-being as measured through 

Twitter data indicators for Japan and Italy. It turns out that, overall, the subjective well-being dropped by 

11.7% for Italy and 8.3% for Japan in the first nine months of 2020 compared to the last two months of 2019 

and even more compared to the historical mean of the indexes. Through a data science approach we try to 

identify the possible causes of this drop down by considering several explanatory variables including, climate 

and air quality data, number of COVID-19 cases and deaths, Facebook Covid and flu symptoms global survey, 

Google Trends data and coronavirus-related searches, Google mobility data, policy intervention measures, 

economic variables and their Google Trends proxies, as well as health and stress proxy variables based on big 

data. Through a structural equation modeling analysis we also try to address the causal relationships among the 

COVID-19 factors and subjective well-being showing that, overall, prolonged mobility restrictions, flu and 

Covid-like symptoms, economic uncertainty, social distancing and news about the pandemic have negative 

effects on the Twitter subjective well-being indicator. 

 

Stefano M. Iacus is the Director of Data Science and Product Research at the Institute for Quantitative Social 

Science, Harvard University. He is working closely with the Dataverse and OpenDP projects and well as with 

the Data Science Services at IQSS. Stefano started his academic career at the University of Milan (Italy), 

where he became full professor of statistics in 2015. He founded and directed the Data Science Lab and two 

master courses in Finance and Economics and Data Science for Economics. In the period 2019-2022, he has 

also served as officer at the Joint Research Centre of the European Commission, where he led the team that 

explored the usage of non-traditional data sources in the context of evidence based policy making in migration 

and demography to support action during crisis periods and to refine preparedness measures. Since 2006, he 

has had a recurring visiting position at the Graduate School ot Mathematics at the University of Tokyo (Japan) 

and he co-leads the Yuima project. He has been a member of the R Core Team for the development of 

the R statistical environment from 1999 till 2014 and is now a member of the R Foundation for Statistical 

Computing. Stefano’ accomplishments extend beyond academia. During the COVID-19 pandemic, he 

managed a large-scale business-to-government project for the European Commission, producing insights for 

policy-making using data from mobile network operators covering most European Union member states. Iacus 

has published several books, many scientific articles, and a variety of open-source software products in a 

number of fields including causal inference, sentiment analysis, inference for stochastic processes, 

computational statistics, and quantitative finance. His work is widely cited across scholarly fields. He has 

founded two startup companies in the fields of social media analysis and quantitative finance. 

https://dataverse.org/
https://opendp.org/
https://www.iq.harvard.edu/data-science-services
https://mef.cdl.unimi.it/en
https://dse.cdl.unimi.it/en
https://joint-research-centre.ec.europa.eu/index_en
https://www.r-project.org/
https://www.r-project.org/foundation/
https://www.r-project.org/foundation/
https://scholar.google.com/citations?user=JBs9tJ4AAAAJ&hl=en
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