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Abstract
This paper addresses the question whether the introduction of the
indoor mask mandate in Illinois stimulate or increase telemarketing
activities in the state; data from the Federal Trade Commission were
used to gain insights. Data analysis reveals that:
1. Do-Not-Call registrations increased on the day the
indoor mask mandate went into effect on August 30, 2021;
2. Most of the telemarketing cold calls on August 30
were targeted at Chicago residents, and
3. Imposters posing as government, business, or
family and friends were cold calling Chicago and
Central Illinois residents.
It is suggested that communities educate the industry’s target
populations such as the elderly in handling telemarketing
communications.
Introduction
Approximately 20 years ago, on June 27, 2003, the Federal Trade
Commission (FTC) made its national Do-Not-Call Registry available
to the US public2. In announcing the creation of the registry,
President Bush said:
We are announcing new measures by the Federal Government that
will help Americans protect their private time or family time by
blocking unwelcome phone calls from telemarketers3.
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As at 2020, the registry had 241.5mil entries.
The registrations were high during the early
years of the registry: registrations attained an
annual compound growth rate (ACGR) of 20%
during the 2004-2009 time period, and since
then the registrations have stabilized at
around 3% ACGR, on average1.

home. These work-from-home
consumers would be the prime targets
for telemarketers5.

Research into consumer responses to
telemarketing highlights that 60% of the
consumers terminate calls as soon as
they realize that it is a sales pitch6. Of
It is true that the telemarketing tactic of cold
these, seven percent take both positive
calling is unpopular among the general
and negative actions such as buying the
public, but if consumer response is minimal or product marketed or adding their
none for telephone solicitations, firms would
telephone number to the do-not-call
2
not spend money on such calls . Business
registry7.
decisions for telemarketing are based on an
analysis of the location of the target audience Did the introduction of the indoor mask
(for example, home) and the time when the
mandate in Illinois stimulate or increase
target audience is likely to make a purchase
telemarketing activities in the state? If
decision (for example, during the morning
“yes”, is it the rural or the metro region
hours when a full-time homemaker is likely to that witnessed the most increases in
go food shopping).
telemarketing? What product classes
were tele-marketed during the day the
Recently, the spread of new Covid-19 variants indoor mask mandate came into effect
such as the Delta has resulted in the state of on August 30, 2021? This paper
Illinois mandating indoor masks3. This could addresses these and other related
influence people visiting retail centers; for
questions
example, those who are opposed to donning a
face mask indoors may stay at home and do
their grocery shopping online. Furthermore,
the recent uptick in Covid-19 infections in the
nation have resulted in one-fourth of the
population refusing to work in an office or
onsite in person4; they prefer to work from
1
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Conceptual Model
Figure 1 was the conceptual framework that
was used to interpret the do-not-call registry
data. Some physical event in the consumer’s
environment (for example, a telemarketing call)
would cause motives relevant to telemarketing
to be stimulated from the consumer’s long-term
memory; motives are manifested through
arousal – consumer’s readiness to respond.
The intensity of the arousal determines
whether the consumer will react to the
telemarketing call, for example, by purchasing
the marketed product or registering his
telephone number with the do-not-call registry;
as mentioned earlier, three out of five
consumers do not listen to telemarketers and
seven percent of these consumers list their
telephone number with the do-not-call registry.
These 7% would have a negative image8 of
telemarketing and thus high arousal levels to
act9.
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Figure 1. Conceptual Model
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Methodology
Data on the number of Do-Not-Call
Registry listings for Illinois were sourced
from the FTC’s data archives10. To
statistically test the influence of the
indoor mask mandate on listings to the
Do-Not-Call Registry, a matched-pair t
test was implemented; listings for the 15day period, August 15, 2021 – August 29,
2021, were compared with listings data for
the 15-day period August 30, 2021 –
September 13, 2021. The null hypothesis, H0: μ(DEVIATION) = 0, was tested
against the alternative, H1: μ ≠ 0. In
addition, the Do-Not-Call Registry
listings for Illinois and Ohio11 were
compared, for the entire August 15,
2021 – September 13, 2021, time period.

DO-NOT-CALL ENTRY
DO NOTHING
ETC.

The differences in listings for the metro and
the nonmetro regions and the type of
product class that prompted the listings
were analyzed using crosstabulations and
Chi-square tests, where applicable.
Results
The number of listings to the Do-Not-Call
Registry (DNC) increased sharply on the
day the indoor mask mandate came into
effect, August 30, 2021 (Figure 2). Of the
556 listings on August 30, 2021, 70% were
telephone numbers related to the Chicago
region, the city and the suburbs. Residents
of Central and Central-West Illinois,
Northern Illinois, and Southern Illinois
accounted for the remaining DNC
registrations, 30%.
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Figure 2: Changes in DNC Registrations, Illinois: August 28, 2021 – September 1, 2021
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Regarding product class, 43% were
“imposters”12: calls pretending to be from
government, business, or family and
friends; 34% were about warranties and

12
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protection plans. Reducing debts (credit
card, mortgage, and student loans) were
the topics for 17% of the cold calls (Table
1).

Table 1: DNC Listings by Area Code and Product Class: August 30, 2021
Area Code

Geography

Number of DNC
Listings

Topic (Product Class) of
the Cold Call – Mode

312, 630, 331, 708,
773, 847, 872
815, 779

Chicago and Suburbs.

335

Imposters.

Northern Illinois

56

Bimodal: Imposters and
Warranties.

217, 309, 447

Central-Western Illinois, and
part of Southern Illinois.

65

Imposters.

618

Southern Illinois

46

Medical & Prescriptions.

Table 2 compares the number of premandate DNCs (August 15, 2021 to
August 29, 2021) to the post-mandate
numbers (August 30, 2021 to September
13, 2021). As shown in the table, the

data failed to reject the null hypothesis, H0:
μ(DEVIATION) = 0. Put simply, there is little or no
evidence of increased telemarketing activity
during the first two weeks of the indoor
mask mandate.

Table 2: Matched-Pair t Test: DNCs Before and During the Indoor Mask Mandate

Pre-Indoor Mask Mandate, 2021

Post-Indoor Mask Mandate, 2021

Date

Date

Number of DNCs

Number of DNCs

August 15
August 16

21
473

August 30
August 31

556
536

August 17
August 18
August 19
August 20
August 21
August 22

535
497
502
571
143
27

September 1
September 2
September 3
September 4
September 5
September 6

502
574
526
120
41
161

August 23
August 24
August 25
August 26
August 27
August 28

466
528
493
489
591
114

September 7
September 8
September 9
September 10
September 11
September 12

480
485
474
503
81
14

August 29

15

September 13

382

t statistic = 0.0299; p. value = 0.97
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Ohio is similar to Illinois in DNCs; Illinois
had 8,686 DNCs per 100,000 population
and Ohio posted 8,580 DNCs per 100,000
people13. Furthermore, Ohio has little or no
Covid-19 restrictions; Governor DeWine
ended most of the state’s Covid-19
restrictions on June 2, 202114. Thus,
comparing the states’ DNCs during Illinois’
indoor mask mandate times (dates) should
indicate the relationship, if any, between
indoor mask mandate and telemarketing.
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Figure 3 is a violin plot of Illinois and Ohio prediction of null relationship between the
DNCs. The shapes of the violins suggest variables: t statistic = 1.257; p. value =
little or no difference between the states’
0.218.
DNCs. A matched-pair t test confirmed the
Figure 3: DNCs: Illinois and Ohio, August 15, 2021 to September 13, 2021

Summary and Conclusion

purchase decision (for example, during the
morning hours when a full-time homemaker
This paper explores whether Illinois’ indoor is likely to go food shopping).
mask mandate has resulted in increased
telemarketing. Business decisions for
The recent increases in Covid-19 infections
telemarketing are based on an analysis of among Illinoisans have resulted in the state
the location of the target audience (for
mandating indoor masks. Furthermore,
example, home) and the time when the
research suggests that one-fourth of the
target audience is likely to make a
population is refusing to work in an office or
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onsite in person. Put simply, people are
spending more time at home and these
consumers are the primary target
audiences for telemarketers. But three out
of five consumers do not listen to
telemarketers and seven percent of these
consumers list their telephone numbers
with the do-not-call registry.
In summary, if the resurgence of Covid-19
and the indoor mask mandate have
influenced people to stay at home and
avoid visiting retail shops, then
telemarketing should have increased.
To empirically test this assertion, data
from the FTC’s Do-Not-Call Registry
were analyzed. Results suggest that:

2. Most of the telemarketing cold calls
on August 30 were targeted at
Chicago residents;
3. Residents of Southern Illinois
experienced cold calls from medical
and prescription medicine marketers,
and
4. Imposters posing as government,
business, or family and friends were
cold calling Chicago and Central
Illinois residents.

While the positives of the telemarketing
industry are numerous: for example,
provide jobs to millions of people, satisfy
the consumption needs of many millions of
Americans, etc. it is evident that deceptive
telemarketers operate both in the metro and
1. Do-Not-Call registrations increased the nonmetro regions. It is essential that
on the day the indoor mask mancommunities learn about telemarketing
date went into effect on August 30, impacts and be proactive in educating the
2021, but changes in Do-Not-Call
industry’s target populations such as the
registrations over a 15-day time
elderly in handling telemarketing
period during the indoor mask
communications; for example, not to
mandate showed that the changes provide personal information such as social
were random in nature;
security numbers over the phone. This
research is a step in that direction.
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