


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
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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

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, 256–262

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, 266–267
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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, 280–287
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 467–468
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
error; 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
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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

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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