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Description of Information Collection1

The Federal Reserve conducts the survey by telephone.  Information is obtained 
from approximately fifty consumers and approximately twenty-five small businesses 
selected at random from local telephone directories.  The survey focuses on local 
consumers and businesses to determine whether, as in the past, they generally rely on 
local providers of financial services or instead obtain financial services from a broader 
geographic area such as a state or the entire country.  In the survey of small businesses, 
responses are obtained from the most knowledgeable available individual, usually the 
president or treasurer.  

The survey questions serve as a guideline and were developed in consultation 
with staff from throughout the Federal Reserve who have considerable experience in 
defining relevant banking markets in cases where competitive issues arise.  The questions
were designed to assess the extent to which nonbank and nonlocal financial services are 
used by or offered to small businesses and consumers.  The main objective of the 
questions is to determine the importance and influence of nonbank and out-of-area 
sources of credit and deposit services.  In several merger and acquisition cases, the 
surveys have provided the Federal Reserve with key information for defining the relevant
banking market and assessing competition.  The Federal Reserve tailors the survey 
questions for certain mergers or acquisitions, as appropriate.  

The survey data permit the use of statistical tests to determine the confidence that 
may be placed in the findings.  Because the samples are drawn from a specific local 
market, the findings are valid for the particular case under consideration by the Federal 
Reserve, but extrapolation to other markets or to the nation as a whole is not appropriate.

1 From the QUESTIONS AND ANSWERS WHEN DESIGNING SURVEYS FOR INFORMATION 
COLLECTIONS; Office   of Information and Regulatory Affairs; Office of Management and Budget   
January – Question 22. Agencies should always consider conducting pretests (small trials of the 
measurement process) or pilot studies (larger trials yielding statistical information) when planning for a 
new information collection or changing methods and procedures for an ongoing survey.  The Survey to 
Obtain Information on the Relevant Market in Individual Merger Cases (FR 2060; OMB No. 
7100-0232) is an ongoing survey and was extended for three years, without revision; hence no pre-
test or pilot studies were conducted.
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Sampling Procedures

For the consumer component of the survey, the population of interest consists of 
all households located in the geographic area that the Reserve Bank defines as the 
market.  The unit of observation is the household.  The respondent will be the financial 
head of the household or a financially knowledgeable spouse.

For the business component of the survey, the population of interest consists of all
business enterprises that had revenues of less than $1,000,000 in the past year and that 
had an establishment in the designated geographic market area.  However, there may be 
rare occasions where information from business enterprises with more than $1,000,000 in
annual revenue would be considered necessary.  The unit of observation is the business 
enterprise.  The respondent will be an individual who is responsible for the lending 
relationships and financial decision-making in the firm.  That individual may be the 
owner, chief executive officer, president, treasurer, or comptroller.

A random sample will be drawn from listings in the local telephone directory 
using a random number table to select a page and then to select an entry on the page.  The
residential listings will be used for the consumer survey.  The business white pages will 
be used for the business survey.  In the event that business white pages do not exist, the 
yellow pages will be used.

The number of listings selected should be large enough to yield fifty completed 
household interviews and twenty-five completed business interviews.  The proportion of 
blank listings (for example, listings with the number not working or that do not belong to 
a small business or household) and the response rate must be estimated to determine the 
number of listings to be selected. 

A small number of screening questions will be required to determine whether a 
listing is an element of the population.  If the survey yields substantially fewer than the 
desired number of completed interviews, perhaps because of an underestimate of the 
number of blank listings, then the first sample may be supplemented by a second random 
drawing.  New listings, however, will not be allowed to substitute for refusals.  Not at 
home will be treated as a refusal but efforts should be made to recontact.

Sampling Errors

The following tables present sampling errors, for the target sample sizes, across 
various hypothetical population sizes and across selected percentages of household or 
business respondents that do something asked in the survey
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Table 1

Sampling Errors for Survey of Consumers
(Sample Size of 50 Households)

Sampling error (plus or minus, in percentage points) for a population of:

Percentage of households 
that do something asked in 
the survey

2,000 
households

4,000
households

10,000
households

20,000
households

90 9 9 9 9

70 13 13 13 13

50 14 14 14 14

30 13 13 13 13

10 9 9 9 9

Table 2
Sampling Errors for Survey of Business

(Sample Size of 25 Businesses)

Sampling error (plus or minus, in percentage points)
for a population of:

Percentage of businesses 
that do something asked in 
the survey

120 
businesses

240
businesses

600
businesses

1,200
businesses

90 11 12 12 12

70 17 18 18 19

50 18 19 20 20

30 17 18 18 19

10 11 12 12 12


