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activity diary, 264
address labels, 171
address lists, 199-200
“agency use only” space. See
information, organization of
Agricultural Extension Service, 66
anonymity, guarantee of, 166-167
answer categories
attitudinal, 39
in face-to-face interviews, 234
“items-in-a-series” format, 100
“no opinion,” use of, 90
open-ended, 74
ordered, 4345 (See also questions,
closed-ended)
overlap among, 64-66
priority of, vs. question stem,
43
in unimode design, 234-235
unordered, 43, 45-47 (See also
“check-all-that-apply” format)
vertical vs. horizontal display of,
110, 121-123
answer spaces
double- or triple-banking of,
126-127, 396, 397
for open-ended questions,
41-42
placement of, 123-24, 125
styles of, 124
The Art of Asking Questions, 50
attentive processing, 105-106, 467
authority, legitimacy of, 139
example, 20
with government-sponsored
surveys, 158

bias
and cover letter, 161
and coverage, 199
See also questions, biased
blank space, use of
for answer spaces, 121
in avoiding bias, 127
as grouping tool, 117-118
and open-ended questions, 42
See also white space
blind carbon copy (bcc), 368
booklet format, 82,170, 174-175,
346-347
bottom-up processing, 105, 466
branching instructions, 474-475
brightness, in page design, 117, 118,
232
bulk mail, 171-172
business questionnaires, 343, 348
example of, 344
business reply envelope, 173
business surveys
customer orientation, 330
deadlines, 329
difficulties, 323, 324
instructions, 328
methods, 324
policies, 327
repeated surveys, 328-329
response rates, 324
size variations, 326
sponsors, 329
Butterfly ballot, 463—465, 470472

capital letters, readability of, 118
CBS, 355

505
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census climate, 299
certified mail, 184-186
advantages of, 184-186
alternatives to, 186-188
and final contact, 184-186
shortcomings of, 186
“check-all-that-apply” format,
62-64, 399
and unimode design, 234
and mutual exclusivity of
categories, 65-66
children, surveying of, 430
clip art, 137
closure, 469
color, use of
and final packaging, 171
on front cover, 137
and government-sponsored vs.
private surveys, 310-311
as grouping tool, 106-107
as navigational guide, 120-121,
122
with white answer spaces, 121
See also response rates and color
Columbus Dispatch poll, 281-286
average error, 281, 284
cover letter, 283
mail vs. telephone, 283-285
nonresponse error, 285
questionnaire, example of,
282
response rates, 281, 285
results, 283-284
sample selection, 283
columns, 123,124, 129
common region, 469—470
completed sample, 196
example of, 197
comprehension order
and matrix questions, 105
and reading order, 106
and self-administered
questionnaires, 95

and visual elements, 96
See also cultural tendencies, and
reading order
computer-assisted telephone inter-
viewing (CATI), 7, 236-237, 239,
267
computer-assisted personal inter-
view (CAPI), 239, 353
computer-assisted self-interviews,
267
computer literacy, 358
computerized telephone interview-
ing, 352
computers
and case management software,
218,223
and mailing-address software,
188
and mailing labels, 171
and mailing lists, 198
and postal delivery, 173
and random sampling, 210
and specialized delivery services,
187
and survey design, 5
and survey methods, x
confidentiality
vs. anonymity, 163
with e-mail surveys, 369
See also, anonymity, guarantee of;
cover letter, statement of confi-
dentiality in
confidentiality process, 256
consistency, when desirable to dis-
rupt, 129-130
continuity, 469
correspondence, personalized.
See personalization, of
correspondence, coverletters
costs, to respondents, 14, 17, 27, 81
cover, of questionnaire
argument against using, 137
as extension of cover letter, 139



cover design, 135-140
graphics in, 136, 137
and objectionable illustrations,
137,139
and opportunity for motivating
respondents, 135
principles of, 137-139
salience of, 137
sponsor name and address in,
139
title in, 139
use of color, 137
cover design, back, 138-140
and comprehension order,
139-140
simplicity of, 139
and white space, 139
coverage, 197, 204
coverage error, 9, 11, 27, 194-213
examples of, 10, 11, 197
coverage error, reducing, 198-204
using mixed-mode format, 222
and respondent selection,
203-204
and sample lists, 198-201
cover letter, 87,94, 139, 151, 153,
158-165, 161, 175
date on, 159
example of, 162 fig. 4.2
inside name and address in,
160
length of, 138
and personal approach, 158-159
and postscript, 162, 165
and real signature, 164-165
and return envelope, 164
salutation in, 160
statement of confidentiality in,
163-164
statement of topic in, 161-162
and token of appreciation, 164
cover letter, for final contact, 184
example of, 185
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cover letter, for replacement
questionnaire, 181-183
example of, 182
similarities to first cover letter,
182-183
See also fourth contact; personal-
ization, and cover letters; re-
placement questionnaire
cultural and societal changes, 7-8, 223
cultural norms
and acquiescence, 227
and social desirability, 226
cultural tendencies
and reading order, 106, 113
Current Employment Statistics
(CES) survey, 402
and preliminary estimates, 402
and response rates, 402
customer satisfaction surveys,
268-280
generalizing results of, 271
by mail, 272-273

data processing, 420, 422
delivery methods
in person, 246-250
via publications, 256262
demographic questions, placement
of, 94
design
advances in, 352
examples of poor, 107, 108, 110,
111,125,126, 128,131, 134
consistency in, 127-129, 128
See also page design;
questionnaire design
detection method, and branching,
474
diary surveys, 263-268
challenges of, 268
diary surveys, of radio listeners
procedures for, 266
and response rates, 266267
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diary surveys, of television watchers
and mixed-mode format, 266
procedures for, 265-266
and response rates, 266
directions, placement of, 475-476
docuprint reproduction methods,
329,333

early returns, evaluating, 183,
190-91
Economic Research Service (ERS),
334
election surveys, 49-50, 280287
by telephone, 280-281
by mail, 281, 285-286
electronic survey methods 352—412
cost of, 353
and questionnaire design, 358-362
See also e-mail surveys; Web sur-
veys
elemental connectedness, 469
elemental organization 467468
eligibility of respondents, 94, 200,
242,342
e-mail address directories, 356
e-mail surveys, x, 6, 220, 235, 353—
356, 361-372, 400
barrier to, 220
benefits of, 372
and confidentiality, 369
design of, 367-372
example of, 4
format of, 369-371
and four-contact strategy, 400
and heterogeneity, 366
and mail-back alternative, 369
and multiple contact strategy,
367-368
envelope. See mailing packages;
cover letter, and return enve-
lope
error, clerical, 183, 189, 190

error, sources of, 95, 271
in question order, 88-92
in skip patterns, 132-133
in surveys of general public, 201
See also coverage error; item non-
response error; measurement
€rT0r; NONresponse error;
sampling error
establishment surveys, 348
ethics
and confidentiality of responses,
163
and disguised identification
codes, 165-166
and respondent inquiry, 190

Federal Express, 151, 186
feedback systems, 272, 432-433
field of view, 467
fifth contact. See final contact
figure/ground relationship, 116-117,
232 (See also fonts, and reverse
print)
final contact, 151, 152, 184-188
and certified mail, 184-186
and courier service, 186
cover letter for, 184
packaging of, 184, 187
vs. preceding contacts, 184
and priority mail
likely respondents to, 186
and telephone call, 151, 186,
187-188
timing of, 187, 188
first-class postage, 171-173
for multiple contacts, 150-52
See also postage stamps
floating window, 390
example of, 391
follow-up contacts, 39, 349
design of, 177-188
sequence of, 178



See also replacement question-
naire, first; fourth contact; post-
card reminder; third contact

fonts, use of, 95

boldface vs. capital letters in, 118

to identify beginnings of succes-
sive questions, 115

to identify starting point, 114-115

to introduce change in respondent
expectations, 133-134

with optional instructions, 119

in questions vs. answer choices, 18

and reverse print, 109 (See also
figure-ground relationship)

signatures and, 164-165

and size, 106

with skip instructions, 131-133

with special instructions

and time referents, 133

and unimode design, 232

“foot-in-the-door” technique, 4, 19,
248,253

FOSDIC (Film Optical Sensing Device
for Input to Computers), 414,
415

four-contact mailout strategy, 314

four-step cognition model, 13

fourth contact, 181-184

and early returns, 183

vs. preceding contacts, 181

See also replacement question-
naire, first; cover letter, for re-
placement questionnaire

gate keepers, 327, 337
Gestalt principles. See Law of Prox-
imity; Law of Similarity; Law of
Pragnanz
government-sponsored surveys,
168-169, 277, 288-322
advantages in, 297
of Americans over 65, 156
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constraints on, 292-296
construction techniques, 288
contracted to outside organiza-
tions, 158
division of work load and, 294
format of, 288, 292
and mailout package, 288
and prenotice letters
and question design, 40, 115-116
and repetition over time, 40
resolving disagreements about,
294-295
and response improvement, 297,
299
and separate instruction booklets,
120
tailoring for, 294
and token financial incentives,
149
and word selection, 52, 54
government-sponsored vs. private
sector surveys, 26, 306-313
and benefit disclosure, 310
and color of questionnaire,
310-311
and confidentiality statement,
310
and difficult questions, 311
and follow-up reminder, 310
format of, 311
and mixed-mode surveys, 313
response rates in, 306, 310-313
response techniques in, 310
group administered surveys,
253-256
and cost savings, 253
general protocol for, 254-256
grouping, design component
with blank space, 117-118
with color, 106-107
undesirable effects of, 483-484
with vertical alignment, 126
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“help” button, 392

heterogeneity, 326

Hilltopics, 257-261

hotel questionnaire, 271-271

household questionnaires, 347-348

HTML (hypertext mark-up lan-
guage), 373-374, 461 (See also
World Wide Web)

human subjects protection boards,
155,163

hyperlink, 395

identification code, 163, 165-167
and cover letter
See also confidentiality; response
rates, with identification code
visible
implementation, survey
detailed features of, 155-188
dynamics of, 188-191
and early returns evaluation,
190-191
elements needed for high re-
sponse rates in, 150-153
and first-class postage, 152
and multiple contacts, 150-51 (See

also, multiple contacts, system of)
personalization of correspondence

in, 152

and respondent feedback,
189-191

and respondent-friendly
questionnaire, 150

and respondent inquiries, 189-190
and token financial incentives, 153

and undelivered questionnaires,
188-189
incentive group vs. non-incentive
group, 314, 316
incentives, material, 153, 169,

250-252,265-267, 275,317, 318,

321 (See also token financial
incentives)

information, organization of
in questionnaire design
“agency use only” instruction,
114
answer spaces, 87, 123-24, 125
cover design, 135
cover letters vs. prenotice let-
ters, 157
demographic questions, 94
eligibility requirements, 94
expression of thanks, 140
first question, 113-114
instructions, 98-100, 115 (See
also instruction placement)
objectionable or personal ques-
tions, 87-88
principles of, 96-105 (See also
questions, order of)
processing information,
120-121
response categories, 122-123
sponsor name and address, 137,
139
title, 139
in final package assembly, 158,
174-175
in unimode design, 232
standard procedure for, 247
and Tailored Design procedure,
246-247
instruction booklet, separate, 38, 100,
120
instruction placement
in last half of questionnaire, 120
and optional instructions,
119-120
in separate booklet, 100, 120
in separate sections, 98-99
and skip pattern instructions,
98-99,123
and special instructions, 118, 119
instructions, for interviewer. See in-
terviewer, instructions for



instructions, for skip patterns,
98-99, 106, 116, 354, 394-395
symbols and, 131-132
in unimode design, 236-238
visual cues for, 130-133
See also World Wide Web
interactive voice response (IVR), x,
353, 402-412
cost savings of, 411
data collection sequence in, 410
designing, 404
difficulties in, 405-406
implementation procedures of, 410
mixed-modes and, 409
and mode differences, 232,
409-410
and PIN, 406407, 410
response categories in, 407
and response rates, 407
scalar challenge and, 456-458
sample scripts for, 405—406, 408
vs. self-administered paper sur-
vey, 407-410
international surveys, 430
internet service providers (ISP) 357
interview, cognitive, 142, 143, 145,
146, 347-349 (See also pretesting,
interview stage)
interview, costs, 253
interviewer, instructions for, 239
interview, retrospective, 142-143,
144-145
interview, concurrent think-aloud,
142-145
item nonresponse error
and back cover design, 140
pretesting for, 146-147
and respondent-friendly
questionnaires, 150
and token financial incentive, 167
“items-in-a-series” format, 100

Java, 375
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keypunching, 418-419
Kish method, 203

Law of Pragnanz, 23, 109, 470
Law of Proximity, 23, 107-108, 468
Law of Similarity, 108-109, 468
leaders, dotted, 123

listing services, 223

Literary Digest, 355

magazine distribution questionnaire
(MDQ), 256-260
mail-back questionnaires
barriers to, 245-246
and response rate, 247-248, 252
mail marketing appeals, 306
mail surveys
design of, 447497
effect of geographical distance on
cost of, 205, 211
future of, 493-494
and “magic bullet,” 150
preletter contact in, 22-23
scalar challenge and, 456458
in the 1970s, 3, 4-5
See also survey; questionnaire
mail surveys vs. telephone surveys,
90
control of comprehension order
in, 95
and follow-up contacts, 178
and order effect, 92
and refusal conversion, 191
and effect on response time when
combined, 224
See also mode differences
Mail and Telephone Surveys: the Total
Design Method, ix, 27
mailing packages
and color, 171
assembly of, 174-175
criteria for, 174
and envelope size, 175
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mailing packages (Continued)
and final contact, 184, 187
for government-sponsored
surveys, 288
and mailout date, 175-177
and postage, 171-174
and return envelope, 173-174
and stationery choice, 170-171
mailout dates, 175-177
adjusted due to nondelivery,
189
mandatory disclosure notice, 312
matrix questions, 102-105, 234
measurement error, 9-10, 11, 27, 81,
197,219
metered postage. See postage
stamps, vs. metered postage
mixed-mode surveys, 3940, 200,
217-244
defined, 5
design of, 447497
and diary surveys, 266
error consequences of, 219
influences on, 222-224
necessity of, 450453
objectives of, 219
vs. single-mode surveys, 5-6
See also mode differences;
unimode design
mixed-mode surveys,
implementation of
and cost considerations, 241
impediments to, 240-241
mode selection and, 242
mode sequence and, 241-242
and personal questions, 242
and respondent eligibility, 242
from social exchange standpoint,
240, 241
mixed-mode surveys, situations for
use of, 219-222
with different respondents but
same data, 219-220

with different populations, com-
parison of, 221-222
using one mode to prompt com-
pletion of another, 223
with same respondents but differ-
ent data, 221
with same respondents and fol-
low-up surveys, 220-221
mode differences, 224-232
and acquiescence, 227
and control of comprehension or-
der, 225
and differences in stimuli, 224, 231
basic cause of, 224
human factors in, 225, 226
implications of, for mixed-mode
surveys, 229-232
in IVR vs. mail surveys, 217
and norm of even-handedness, 227
and personal information,
226227
and primacy/recency effect,
228-229
and respondent tendencies, 229
and scalar questions, 229, 230
and socially desirable responses,
224,226-227
and unimode design, 224, 232-240
(See also unimode design)
in Web vs. telephone surveys
See also mail surveys vs. telephone
surveys; mixed-mode surveys
mode-specific design, 459461
motivation, 13, 38, 39 (See also cover
design, and opportunity for mo-
tivating respondents; question-
naire, motivational qualities in;
respondents; rewards; social ex-
change theory; trust)
multiple contacts, 21-22, 341-342
change in number of, 28
elements of, 150-153
final contact of, 184-188



first-class mail and, 150-152

first contact of, 156-158

fourth contact of, 181-184

implied components of, 151-152

and response rates, 149

second contact of, 158-177

system of, 151

and television diary, 25

third contact of, 178-181

See also prenotice letter; follow-up
contacts; postcard reminder;
self-administered surveys, mul-
tiple contacts in

multiple-mode surveys. See mixed-

mode surveys

National Agricultural Statistical Ser-
vice, 327
National Computer Systems (NCS),
415
National Science Foundation, 314
navigational behavior
disruption of, 129-130
navigational guides, 24, 96, 105-129,
472-473
and colored background fields,
120-121, 122
and matrix questions, 105
principles for defining, 96-105
and testing for ease of use, 143
and vertical alignment, 124, 126
New York Times, 355
nonincentive group vs. incentive
group. See incentive group vs.
nonincentive group
nonresponse error, 376
and colored background fields, 121
defined, 10-11
example of, 10, 11, 27, 197
and double- or triple-banking of
answer choices, 126-127
and double-barreled questions, 102
and excess specificity, 56, 57
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and first question, 92

and matrix questions, 105

and prior notice, 154

and questionnaire design, 81

reduction of, vs. increased ex-

pense, 192

vs. sampling error, 195

and skip patterns, 130, 133

and token financial incentives, 153

See also World Wide Web
norm of even-handedness, 88-89

and mode differences, 228

Office of Management and Budget,
7,292-293, 320
and response rate recommenda-
tions, 28, 154
opinion questions, 88-92
optical character recognition, 415,
418
sample survey, 423
optical mark recognition (OMR)
and response rates, 415-417
sample survey, 421, 423
optical scanning and imaging, x, 6
and final packaging, 171
and response processing, 124
See also FOSDIC
order effects, 88-92, 228
and addition or carryover effects,
90-91
and subtraction effects, 90-91
See also norm of even-handedness
organizational entity, 325
organizational management philos-
ophy, 272
organizational surveys
nonresponse theory, 339-340
tailoring perspective, 340

page design
changes in, for skip patterns, 132
double columns in, 129
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page design (Continued)
and line length, 129
and section-numbering, 116
Palm Beach County ballot, 463-465,
472
panel surveys, 220-221, 430
paper questionnaires, 460
paradata, 487488
pattern recognition, 468-470
payment to respondents. See token
financial incentives
Payne, Stanley (The Art of Asking
Questions), 50
periodicity, 210, 211
personal contact, barriers to
and improved listing services, 223
and mixed-mode surveys, 220
technology, 223
See also cultural and societal
changes
personal information, 166
in mail vs. telephone surveys, 32,
33,39
and mode differences, 221, 226-227
in self-administered vs. interview
formats, 38
in self-administered vs. electronic
format, 38
personalization, means of
and certified mail, 186
and correspondence, 152
and cover letter, 181
date, 159
and first replacement question-
naire, 181
and postcard reminder, 180
salutation, 160
signature, 164-165
pilot studies, 146147 (See also
pretesting, stages of, and small
pilot study)
postcard reminder, 178-181, 303
and blanket mailing, 180-181

examples of, 179, 304
vs. letter, 157-158, 179
vs. prenotice letter, 157-158
purpose of, 179
structure of, 180
style in, 178
postcard, separate return, 166
postage stamps
vs. business reply envelope, 173
vs. metered postage, 12, 172
and outgoing envelope, 12,172
vs. priority mail, 186
on return envelope, 173-174
and social exchange, 173
and survey legitimacy, 173
See also response rates, with real
postage stamps; mailing pack-
ages, and postage
postscript. See cover letter, and post-
script
preattentive processing, 105, 117,
466—467
prenotice letter, 156-158, 302-303
example of, 157
and government-sponsored sur-
veys, 156
length of, 156-157
and postcard format, 157-158
with telephone survey, 243
timing of, 156-157
pretesting, 53
and response category selection, 56
for ease of navigation, 143
example of, 143-144
of nonverbal language, 143
typical questions during, 141-142
for variable distribution, 146-147
varied interpretations of, 140
pretesting, stages of, 140-147
and appropriate reviewers, 141
final check in, 147
goal of, 141
interviews in, 141-146



and cognitive interview, 142,
143,145, 146
and retrospective interview,
142-143, 144, 145, 146
and small pilot study, 146-147
test for technical accuracy in, 71
prevention method and branching,
474
primacy effect, 62-64
defined, 64
and mode differences, 228-229
in unimode design, 238-239
priority mail, 186, 151, 154
probability sampling, 204-211, 352
and confidence level, 206
for small populations, 206, 208
and sample size, 205-210
See also sample, simple random
processing information. See identifi-
cation code

questions
by answer-choice spacing, 127
attending, 465466
by category design, 56
closed-ended, 40, 43-50 (See also
scales)
partially, with unordered re-
sponse categories, 47, 49
with ordered response cate-
gories, 43-45, 49
with unordered response cate-
gories, 45-46, 49
criteria for, 3440, 92-94
defined, 34
double-barreled, 73, 74, 100, 102
exploratory, 41
location of first, 113-114
and mention of attitude scales in
question stem, 61, 62
and motivation of respondents,
38-39
numbering of, 115, 476-477
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objectionable, 87-88
open-ended, 40, 49, 41-42, 399,
427,487
and blank answer space, 41-42
about past behaviors, 37
perceiving, 465-466
about personal information, 38
(See also personal information)
by question design, 35-36, 38
ready-made answers to, 35, 36
by response category design,
32-34,37, 39, 44, 56
salience of, 87
sponsor willingness to change, 40,
72
structure of, 40-41, 47-50, 64
substitution of abbreviations for,
120
by survey format, 32, 88
by unequal comparisons, 60, 61
and unfolding structure, 238
writing of, 32-78
goal of, 32
See also matrix questions; unimode
design, biased, 42
questions, language and, 462-463
questions, order of, 86-94
questions, scalar, 478-482
questions, word selection in. See
word selection
questionnaire
cognitive design vs. quick recall,
67,68
first question of, 92, 93
folding of, 175
and highly sensitive contents, 18,
87-88, 166-167
as learning experience, 109, 119,
132-133
as like a conversation, 86-87, 91
memory aids in, 67
motivational qualities in, 141-146
and subordinating language, 17
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questionnaire (Continued)

respondent-friendly, 150

title of, 139

two languages of, 24, 95

See also pretesting; replacement
questionnaire, first; World Wide
Web

questionnaire design, 273, 313

and alternative formats, 82-86

and attitudinal scales, placement
of, 87

and column width, 82

criteria for, 80-82

and division into sections, 115-116

as embarrassing to respondents,
17-18

and envelope, 18

example of, 274

formats for, 82, 83-84, 86

vs. implementation procedures in
importance to response rate, 149

and instruction placement, 98-100

lack of standards for, 24

length of, 18, 305-306, 312

and line length, 129

major aspects of, 24

and modern technology, 23

multiple drafts of, 147-148

and objectionable questions, 87

objectives of, 80-81

single-column format in, 83, 84

and size, 170

and social exchange elements, 81

and starting point, 113, 114

steps in choosing, 96-134

two-column format in, 83, 85

See also booklet format; cover let-
ter; fonts, use of; order effects;
page design

questionnaire mailout, 158-177

contents of, 158-165

timing of, 158

See also mailing packages

questionnaires, undelivered,
188-189
questionnaire testing facilities, 389

random-digit dialing, 202
random-digit probability sampling
methods, 356
random sampling, 9, 10
ranked response items, 235-236,
237
readership surveys, 260
recency effect, 64
redundancy
between graphics and words,
133
and missed words, 53-54
between question stem and an-
swer choices, 53, 54
and response category format,
100
in skip patterns, 132-133
refusals, 189, 191
“hard-core” holdouts, 186
in interview surveys, 177-178
multiple contacts and, 154
“soft,” 154
replacement questionnaire, 151,
181-184, 303
replacement questionnaire, first,
183-184 (See also cover letter,
for replacement questionnaire)
respondent-friendly design, 300
302,314
respondent inquiries, 189-190
respondents
to behave consistently, 18-19
cultural habits of, 62, 82, 226-227
(See also cultural and societal
changes; cultural norms; cul-
tural tendencies)
to early vs. late multiple contacts,
22
embarrassment of, 25, 53,



who are incapable of responding,
189,190
and income-level categories, 64
and mode preference, 240, 242
(See also mode differences)
and motivation, 13 (See also moti-
vation; rewards)
and perception of personal
criticism, 21
and personal information , 37, 38,
42,74-76, 87-88 (See also per-
sonal information)
and primacy effect, 64
reading method of, 81-82
and recall of past behaviors, 37,
66-70
and recency effect, 64
to respond immediately, 178-79
and satisficing behavior, 62-64
and visual habits, 24
volunteers not in sample, 190
respondents, burden on, 77-78
respondents, selection of, 203204
by Kish method, 203
by “most recent birthday”
method, 203-204
by “person most responsible for”
method, 203-204
response rates, 305-306
in Alaskan surveys, 176
and base method, 277
and business reply envelope, 12
and certified mail, 154
changed expectations of, 28, 40
and color, use of, 12,13, 121, 137
and cover design, 12, 135
to decennial census, 298
and diary surveys, 266-267
elements of, 150-153
to e-mail surveys, 149
to final contacts, 184-186
with first-class mail, 150-152
and first question, 92-94
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and font size, 12

and government-sponsored pack-
aging, 145-146

to government-sponsored sur-
veys, 20

in government vs. private-sector
surveys, 25,297,299, 306,
310-313

with identification code visible,
165

and interactive voice response,
407

to interview surveys, 67, 149

and lotteries or prizes, 169-170

to mail surveys, 149

to mail-back questionnaires,
247-248, 252

to mail vs. interview surveys, 202

and material incentive, 169

and matrix questions, 105

and mixed-mode surveys, 200,
220, 241-242

and mode preference of respon-
dents, 242

and multiple contacts, 149, 150-151

in National Survey of College
Graduates, 314, 317

and “no opinion” category, 90

and personal information, 73-77,
87-88

and personalization, 149, 152, 165

and postage stamps, 12,173

and postcard reminder, 181

and postcard reminder plus
prenotice letter, 181

and prenotice letter, 22-23, 156

pretesting for, 146-147

primary influence on, 149

with questionnaire addressed to
“resident,” 202

and questionnaire length, 22,
101-102, 116

and season of the year, 176
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response rates (Continued)
and salience, 26, 87, 155
and self-addressed return post-
card in place of identification
code, 167
with self-administered booklet
format, 252
and “special” contacts, 151
and stamped envelopes, 149,
153-154
and stationery size, 170-171
in survey of rural manufacturers,
335
and switching modes, 240-241
in telephone survey with preletter,
243
and timing of returns, 178-179
and token financial incentive, 149,
153, 167
with Total Design Method, 27
with undecided vs. neutral an-
swer categories, 59-60
and unusual packaging, 169
See also entries on individual sur-
vey elements
responses
effect of category design on,
32-33,37,39
effect of time passage on, 67-70
maximizing number of, 191-93
ready-made, 35, 36 fig. 2.2, 56, 57
undecided vs. neutral, 58-59
undecided vs. no opinion, 59
response categories. See answer
categories
response category scales. See scales,
for answers
response error
and answer scales, 128-129
response improvement techniques,
299-303
response-inducing techniques,
273-276,292-293

responses, socially desirable. See
mode differences, socially desir-
able responses and

responses, variance in among
modes. See mode differences

retrospective interview. See inter-
view, retrospective

return envelope, 152, 164 (See also
mailing packages, and return
envelope)

reverse print, 109, 117, 118, 133-134

rewards, 14, 15-17, 21, 27, 81, 155
(See also motivation; token fi-
nancial incentive)

rewards, costs, and trust matrix, 15

row /column technique, 299-301

salience
defined, 155
and prenotice letter, 155-156
of questions, 87
and rewards, costs, and trust, 155
of survey, 26
of topic, 92-94
and variety, 155
sample
defined, 196
example of, 196-197
first step in drawing, 205
size of, 204-210
sampling
other texts on, 196
probability vs. nonprobability
types of, 205
sampling error, 9, 11, 27, 194-213,
205
sample frame, 196
sample lists, 198-201
and address tracing, 189
from combined general public
sources, 203
duplicate sample units in, 200
and lack of mailing list, 201



and lack of any reference list,
202-203, 211

maintenance and update of, 199-200

from water utility providers, 195
sample, simple random, 210-211
sample, size of, 206, 208-210
sample surveys, 9
sample, systematic, 210, 211
sample units, 200
satisficing, 63-64, 234
scales, answer

consistent display of, 127-129

labels for, 45

layout of, 478-479

across multiple survey popula-

tions, 222

neutral point on, 57-58

placement of, 87, 481-482

questions and, 478-482

and recall, 67-68

reverse order of answers in,

128-129
spacing within, 127

and touch-tone phone surveys, 235

vertical vs. horizontal, 123
See also answer spaces
scanning
barriers to, 418, 422
of color, 426
and confidence level, 418
with mass delivery method, 417

optical questionnaires and, 414416

recognition engine in, 419
templates, 419
See also optical scanning and im-
aging
screen-by-screen approach, 396
screening questions, 132
scrolling method, 395-396, 398
second contact
mailout date of, 175-177
See also mailouts, timing of; mail-
ing packages
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segmentation bars, 425-426
self-administered surveys
advantages of, 67
shortcomings of, 41
similarities among, 3—4
See also entries on individual sur-
vey elements
self-selection, 401
skip-pattern instructions. See in-
structions, for skip patterns
Social and Economic Sciences Re-
search Center, 139
social exchange, 4, 5, 13, 14, 27, 81
defined, 14
vs. economic exchange, 14-15,
19-20, 152, 153, 163, 168, 170
linking multiple elements of,
21-23
and nonresponse error, 154
and postage stamps, 173
and size of request, 243
and switching survey modes, 240,
241
and “trickery” of respondents, 16
See also rewards; costs; trust
social validation concept, 17, 22
sponsors
hazards of having multiple, 134
typical questions of, 12
style sheet for, 135
and willingness to alter questions,
40
sponsorship, disclosure of, 139
stimuli
same for all respondents, 94, 96
same from all forms in mixed-
mode survey, 95
and separate instruction booklets,
100
See also attentive processing;
bottom-up processing; mode
differences; preattentive pro-
cessing; top-down processing
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style sheet, 135
subordinating language, 17
survey, contracted to another
agency, 158
survey design
basic assumptions of, 13
theoretical foundations of, 11-15
See also questionnaire design; page
design; questions; visual design
survey error, 9-11, 27 (See also cover-
age error; measurement error;
nonresponse error; sampling
error)
survey implementation. See imple-
mentation, survey
survey lists, sources for, 201-202, 203
survey population, 196 (See also
sample lists)
survey questions. See questions;
word selection
survey response rate. See response
rates
survey respondents. See respondents
survey results, compared
across surveys, 127, 163
across time, 127
survey, single-mode
inadequacies of, 223
survey subjects, specialized popula-
tion of, 203 (See also survey pop-
ulation)
surveys
cornerstones of precision in,
197-198
delivery methods for, 245, 246
future of, 493
greatest challenge in, 197
modification of, 192
and the news media, 190
in the social sciences, 221-222
surveys, real-life examples
American Community Survey, 139
American Travel Survey, 267

of apple-growers, 137

of beliefs about crime, 227

of commercial fishermen, 92-93

of community satisfaction, 147

concerning field burning, 339

concerning immunization prac-
tices, 338

of Detroit residents, 202

of drinking behavior, 227

of Dutch biotechnologists, 135

of electric utilities, 79-80

of environmental attitudes and
behavior, 80

of farmers’ opinions of grass
burning, 218

of Florida beef producers, 65-66

by Gallup organization, 122

government-sponsored with fi-
nancial incentive, 162

of grass seed farmers, 339

with identical multiple contacts,
190-192

of manufacturers, 241

of medical doctors, 241-242

of national park visitors, 34,
246-250

National Survey of College
Graduates, 219-220, 241, 314,
317

of new state residents, 34, 157,
162,169, 180, 182, 185 196-197

of nutrition intake, 267

Palm Beach, ballot, 463-465, 472

of parents of school children, 200

of patient satisfaction, 226

of physicians, 337, 338

of purchase of health-care ser-
vices, 79

radio listener diaries, 169

of rural manufacturers, 334-336

of satisfaction with city cable,
212

on seat belt use, 67, 137, 138, 227



of students’ foreign trade opin-
ions, 228

of taxpayer satisfaction, 138

of university faculty, 217-218

university faculty—sponsored,
79

USDA National Nutrition
Administration survey, 122

by Veterans” Administration, 155

of voters, 73

by Washington State University,
157

See also U.S. Census

Symbols, use of, 473-475

Tailored Design, 29-31
basis of, 26
defined, 4
elements of, 9-31
implementation methods in, 150
overview of, 27
reasons to use, 212
task-oriented processing, 468-470,
474
technological advances, effects of
on final packaging, 171
on survey design, 6,7
on telephone surveys, 8
on questionnaire design, 23, 83,
124
thank-you postcard, 151 (See also
postcard reminder)
think-aloud interview. See interview,
cognitive
time referents, 67-70
third contact, 178-181 (See also post-
card reminder)
token financial incentives, 14, 16,
19-20, 25, 167-170, 349-350
controversy of using, 167
in cash or check, 168-169
in coins, 168
in final package, 174-175
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and government-sponsored sur-
veys, 149
lotteries or prizes as, 169-170
vs. material incentives, 169
mention of in cover letter, 164
mode-switching and, 241
with multiple contacts, 22
and nonresponse error, 153
repetition of, 170
size of, 168
and social exchange theory, 168
(See also social exchange)
with telephone surveys, 243
timing of, 167
top-down processing, 105, 466, 482
Total Design Method, 3, 4, 5, 27
components of, 9
premise of, ix
shortcomings of, 5, 24-25
and telephone surveys, 28
touch-tone data entry. See interactive
voice response
trust
and cover letter, 164
defined, 14
elements that induce, 157-158
establishing, 19-21, 27
and prenotice letter, 157-158
and questionnaire design, 81
and sponsorship disclosure, 139

undelivered questionnaires. See
questionnaires, undelivered
unimode design, 239-240, 459461
answer categories with, 232-234
answer category labels with, 235
and answer categories, number of,
234-235
common stimuli in, 234
defined, 232
mail and telephone questions in,
233
navigational path in, 232
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unimode design (Continued)
and “no opinion” categories, 233
question structure in, 234
ranking vs. rating in, 235-236
reversing category order in,
238-239
skip pattern instructions in, 236-238
and unfolding question struc-
tures, 238
visual elements for, 232
United Parcel Service, 186
U.S. Census, 3, 4,53, 71-72 75, 81, 92,
97,102-105, 114, 121, 137, 139,
143, 145-146, 155, 202, 219-220,
224,240-241, 297-299, 311
Census of Agriculture, 327
Census of College Graduates,
99
Census of Manufacturers, 327
Census of Service Industries, 114
decennial census, 297-299
1990 Decennial Census, 102-105
long-form format, 300-302
U.S. government
and survey style, 7 (See also Office
of Management and Budget;
government-sponsored sur-
veys)
U.S. Postal Service
and address correction, 199
automationin, 172,173
forwarding addresses, 188
holiday burden on, 176
and nondelivery causes, 188-189
(See also questionnaires, unde-
livered)

vague quantifiers, 44, 54-56
and answer category orientation,
123
and mode differences, 231
and order effects, 91-92
variable distributions, 146-147

visual design, 472-476, 482
advanced, 488-492
glossary, 495-497
visual elements
brightness or color, 106-107
figure/ground relationship, 109
navigational path and, 472473
scales and, 482
similarity, 108-109
simplicity, regularity, and symme-
try, 109-110
spacing, 107-108
written elements, 106
visual elements, grouping of, 107
visual elements, listed, 96, 129, 470
visual field, 105-106
and answer placement, 123
and line length, 129
and scalar questions, 128
visual language, 470
visual processing, 465-472
visual techniques, use of, 484-486

Web revolution, 448-450

Web surveys, 372—401
and answer-choice spacing, 127
barrier to, 220
design of, 447-497
and mode differences, 232
operational instructions, 390
paradata in, 487488
phone surveys and, 453-455
potential cost of, 205, 209
power of, 458-459
scalar challenge of, 456-458
and scale length, 235

white space, 139

word selection, 50-78
abrupt or harsh phrasing in,

76-77

and attitude scales, 61
and brief vs. obscure words, 52
and column width, 83



and comparisons with previous
data, 71-72

and complete sentences, 54

and cognitive design techniques,
6667

contradictory rules for, 51

and double-barreled questions,
73

and double-negatives, 72-73

and emotionally-charged words,
60

excess specificity in, 56

and grouping of ideas, 94-95

and line length, 82-83

for limited occupational-group
surveys, 52-53

and mathematical calculations,
77-78

in national surveys, 71-72

“no opinion” selection and, 58-59

and objectionable questions, 73-77

in postcard reminder, 179

positive vs. negative words, 57

principles for, 51-78

redundancy in, 53-54

in scalar categories, 57

and simple vs. specialized words,
51-53

Index 523

technical errors in, 70-71

time referents and, 67-70

and “undecided” vs. “neutral” se-
lection, 58-59

and vague quantifiers, 54

World Wide Web, 353-358, 372-401

color
appropriate use of, 382-384
inappropriate use of, 382-384

dot leaders, 380

drop down boxes, 354, 373,
392-394

figure/ground formats, 382-383

Gallup organization, 373

“grouping”, 380

introductory message, 378

operational instructions, 390

PIN number, 374, 378, 401

pop-up instructions, 354, 372—
373

questionnaire samples, 379-381,
384-386, 388

radio button, 387, 389

readability, 382-383

response rate, 374-375

skip patterns, 354

U.S. Bureau of the Census Web
Survey, 375






