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Ambiguous wording, 54, 259
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Analysis of variance: applicability
of, 234; concept of, 207, 259;
correlation ratio and, 211;
performing, 207-213; regres-
sion equation and, 224—225;
statistical significance of, 211,
212, 213; sum of squares and,
209-210, 226; variances and ¥
ratio in, 210-213

Anonymity: in-person interviews
and, 19; intercept surveys and,
21; mail-out surveys and, 9;
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Call outs, 248, 249

Central Limit Theorem, 121, 123
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selection of, 104—-108; types of,
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tions for using, 234; Cramer’s V'
and, 188-189; critical values of,
186-187; degrees of freedom for,
187; interpretation of, 186187,
190-191; matrix for, 185; restric-
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190-191; sample size and, 190

Circled responses, 63
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Closed-ended questions: advan-
tages and disadvantages of,
42-45; confusing, 55-56;
defined, 259; follow-up
questions to, 4546

Cluster or multistage sampling,
164-166, 175—176n.1, 259

Coding: editing and, 47-49; for
“other” category, 48-49; for
ranked responses, 47; stage of,
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Coefficient of correlation, 232-233

Coeflicient of determination,
228-229, 259

Colloquialisms, 53

Community centers, 78

Complexity: in-person interviews
and, 18; intercept surveys and,
21; mail-out surveys and, 9;
telephone surveys and, 14;
Web-based surveys and, 12

Computer technology, 7, 229

Computerized data entry, 17,
27-28,51n.2

Confidence intervals: choice of level
of, 129; concept of, 128-129,
260; exercises on, 139-141;
hypothesis testing and,
131-139; as proportions,
129-131; sample size
and, 142-150; in sampling,
128-139

Confidence levels, 130, 137,
142-150, 187, 262

Confidentiality and privacy:
closed-ended questions and, 43;
explaining, 33; in implementa-
tion, 27; in in-person interviews,
20; in telephone interviews, 16;
in Web-based surveys, 12, 13.
See also Anonymity

Confusing questions, 55-56

Contingency tables: and chi-square
tests, 187, 190-191; cross-tabu-
lated, 180-183; defined, 260;
statistical testing of, 179-180,
183-195; 2 X 2, 190-192;
using, 180-183; variables in,
181-183

Continuous variables, 94-95
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Convenience sampling, 173, 260

Convenience to respondent, 8, 11

Correlation ratio, 211, 228, 260

Cost effectiveness: of in-person
interviews, 19; of intercept
surveys, 21; of mail-out surveys,
8; of telephone surveys, 13; of
Web-based surveys, 12

Cover letter, 10, 11

Cover page, 241

Cramer’s 1/ 188-189, 201n.1,
234, 260

Credibility: of mail-out surveys, 9;
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research, 3—4; of telephone
surveys, 14

Cross-tabulated data: analysis of,
179-201; contingency tables
and, 180-183; three-way, 266.
See also Contingency tables

Cumulative frequency, 92

D

Data entry: computerized, 17,
27-28, 51n.2; defined, 260

Debriefing, 73

Decile deviation, 99, 260

Degrees of freedom: and chi-square
test, 187; concept of, 137, 260;
and independent samples ¢/ test,
203; and ¢ test, 137

Dependent variables: between-
group and with-group variations
in, 207; and choice of tests,
234; concept of, 181-182, 260;
statistical analysis of, 202-219;
tables with two, 190-191

Descriptive information, 6, 31.
See also Statistics

Difference of proportions test,
204205, 260

Direct measurement, 5, 260

Discrete variables, 94-95

Dispersion measures: concepts of,
98-99; skewed distributions
and, 106-107; types of, 99-103

Disproportionate samples, 167,
168-172

Disqualification of respondent,
4041

Distributions: and central tendency
measures, 104—-107; frequency,
180-183; normal, 103-104;
skewed, 104107

Double-barreled questions, 56, 260

Dual-direction research hypothesis
(two-tail test), 134136, 265

Dummy variables, 231-232, 260

E

England, sample survey research
in, 7

Index

Envelopes, 10, 11

Error. See Margin of error;
Sampling error; Standard
error; Type I errors;
Type II errors

Fta, 211, 234, 260

Ethical standards, 27

Executive summary, 241

Expert research team, 31
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Fratio, 210-214, 227-228, 261

Face-to-face interviews. See
In-person interviews

Facial expressions, 20, 21

Facilities: for focus groups, 77-78,
82; for telephoning, 28

Filter questions, 39-41, 261

Final report. See Report, final

Findings: focus group, 243-244;
survey research, 243. See also
Report, final

Finite population correction, 123,
148-150, 152-153, 261

Fisher’s exact test, 190

Focus groups: characteristics of, 74;
concept of, 73-74, 261;
conducting, 82-83; confirma-
tion letter for, 81; facilities for,
77-78, 82; financial incentives
for, 79; historical background
on, 74-75; homogenous, 75-76;
implementing, 82-85; for infor-
mation base development, 25,
31; introductions for, 82—83, 84;
moderators of, 73, 82, 83;
number of, 76, 77; overrecruit-
ing for, 81-82; participant
characteristics for, 7577,
participant recruiting for,
80-82; planning, 75; report
on findings from, 243-244; in
sample survey research, 73-85;
sampling and, 173; scheduling,
79-80; structured format for,
83, 84-85; uses of, 73, 74-75

Follow-up contact: for in-person
interviews, 20; for mail-out
surveys, 10—-11; for
telephone surveys, 17-18;
for Web-based surveys, 12
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Frequency distributions: central
tendency measures and, 92-93,
95-97, 104-107; concept of,
261; cross-tabulated contin-
gency tables and, 180-183;
standard deviations and,
100-103

Frequency percentages, 2017.2

Frequency polygon, 107,
114n.3, 261

G

Gallup, G., 7-8

Gamma, 191-195, 234, 261

Generalization: distribution of
sample means and, 120-123;
focus groups and, 75; sample
survey research and, 4, 7;
sampling and, 115, 120,
123-124; from a single sample,
123-124

Gossett, W. S., 7

Graphs and charts, 246-250

H

Harmonic mean, 261
Hotel conference rooms, 77-78
Hypothesis testing, 131-139, 265

I

In-person interviews: administra-
tion of, 19-20; advantages and
disadvantages of, 18-19;
defined, 261; follow-up for, 20;
interviewer instructions for, 19;
interviewer selection and
training for, 19-20; introductory
statement for, 35; length of]
46-47; prearranging, 20;
response alternatives for, 63, 66.
See also Intercept surveys

Incentives: for focus group
participants, 79; for intercept
surveys, 22

Income categories, 43, 65-66

Independent samples  test,
202-204, 234, 261

Independent variables: and choice
of tests, 234; comparing

multiple categories of, 207-213;
comparing two categories of,
202-206, 207; concept of,
181-182; measuring the
explanatory power of,
199-201n.1, 229-230; tables
with two, 190191

Indicator variables, 231-232

Information gathering techniques,
4-6

Intercept surveys: administration of;
22-23; advantages and disad-
vantages of, 21; defined, 261;
response alternatives for, 63, 66;
sampling in, 172-173

Intercept variables, 231-232

Interquartile range, 99-100, 262

Interval scale variables and data:
central tendency measures of,
92-93, 105—-106; choice of tests
for, 234; defined, 262; frequency
polygon for, 114; gamma and,
191-195; ordinal categories
containing, 64-66; and question
format, 61-62, 64-66; regres-
sion and correlation of]
220-239; sample size for, 143,
150-153, 154, 155-156n.1;
¢ test equation for, 139; tests
of statistical significance for,
202-219, 234

Interviewers: individual characteris-
tics of; 17, 19-20; instructions
to, 14, 15-16, 19, 262; for inter-
cept surveys, 22; monitoring
and supervising, 28-29; physical
appearance of, 19-20, 22;
recruiting and selecting, 1415,
19-20, 27; for telephone
surveys, 14-18; training,
15-18, 20, 27. See also Bias,
interviewer-induced

Interviews, depth, 73-74.
See also Focus groups; In-person
interviews

Introductory statements: for focus
groups, 82-83, 84; for question-
naires, 32—35

J

Jargon, 53, 245-246
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K

Key respondents, 173
King, M. L., Jr,, 55-56

L

Lambda, 189, 199-201n.1, 262

Landon, A., 8

Languages, 22

Level of confidence. See Confidence
levels

Likert scale, 68-70, 107-108, 262

Line of best fit, 221. See also
Regression

Linear regression. See Regression

Listserv, 13

Literary Digest poll, 8

M

Mail-out surveys: administration of]
9-11; advantages and disadvan-
tages of, 8-9; follow-up for,
10-11; introductory statement
for, 34; length of, 46; response
alternatives for, 63, 66

Manipulative questions, 57-59, 262

Margin of error, 143-150,
155-156n.1, 167, 262

Mean: arithmetic, 95-97; calcula-
tion of, 95-97; concept of, 95,
262; distribution of sample,
120-124; normal distribution
and, 103-104, 115-117; scaled
frequency distributions and,
107-108; skewed distributions
and, 106-107; standard
deviation and, 100, 106107,
115-117, 123-124; testing the
difference between, 202-219;
true, 115-117, 123-124

Mean squares, 210-211, 225-227

Measure of central tendency. See
Central tendency measures

Measurement level, 60-62, 105,
233-234

Measures of association: choosing
appropriate, 233-234; concept
of, 262; Cramer’s 1] 188-189,
201n.1; Eta, 211, 234; exercises
on, 195-198; gamma, 191-193;



280

lambda, 189, 199-201n.1;
phi, 189

Median: calculation of, 90-95,
112-113n.1; concept of, 90,
262; for interval data, 92-93,
105-106; for ordinal data,
91-92; and skewed
distributions, 105-106

Mendenhall, W., 175-176x.1

Mode, 89-90, 262

Moderator, focus group, 73, 82, 83

Money variable, 95

Monitoring, 28-29

Multiple coefficient of
determination, 229, 263

Multiple regression, 216,
229-230, 263

N

Negative skew, 104

Nominal scale variables and data:
central tendency measures of,
89-90, 105; chi-square for,
183184, 188-189; choice of
tests for, 234; concept of, 263;
Cramer’s Vfor, 188-189,
201n.1; lambda for, 199-201n.1;
and question format, 61, 66

Nonprobability sampling, 157,
172-173, 263

Nonresponses, to telephone calls,
17,18

Normal distribution: central
tendency measures and,
103-104, 105; concept of, 103,
263; properties of, 115-117;
proportionate areas under,
117-120; sampling and,
115-124; Table of Areas of a
Standard, 118, 136, 253-257

Null hypothesis, 132-133, 135,
184, 263

o

Observation: as data-gathering
method, 5; defined, 263; for
information base development,
25; in intercept surveys, 21

Onboard surveys, 22, 165-166

One-tail test, 134136, 263, 265

Open-ended questions: considera-
tions in using, 45-46; defined,
263; as follow-up questions,
45-46; in mail-out surveys, 9;
postcoding, 47-49; sequencing
and, 39

Opinions, 5

Ordinal scale variables and data:
choice of tests for, 234; concept
of, 263; gamma and, 191-195;
interval scale variables and,
64-66, 96-97, 107-109; mean
and, 96-97, 107-108; median
of, 91-92; and question format,
61, 64-66, 66; tests of statistical
significance for, 202-219, 234

“Other” response category:
coding of, 48-49; inclusion of,
44-45, 63

Ott, L., 175-176n.1

P

Paired samples ¢ test, 204205,
234,263

Partial correlation, 216

Pattern analysis, 191-195

Patterned response risk, 37-39

Pearson’s r correlation, 232233,
234, 263

Percentile, 263

Phi, 189, 263

Political public opinion polls:
confidence intervals in,
129-131; systematic omissions
in, 159-160

Population: general, 25, 158159,
261; large, 123, 145-148,
150-152; size of, 123; small,
148-150, 152-153; true versus
sample, 116. See also Sampling;
Working population

Population parameters, 116, 127

Positive skew, 104, 106

Post hoc tests, 214216, 263

Postcoding, 47-49, 263

Precoding, 48, 264

Preferential information, 6, 31

Preliminary research, 2425,
31,242

Pretests: conducting, 31-32;
defined, 264; for estimating
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sample standard deviation,
152; sample size for, 32; stage
of, 27,53

Primary research, 4-5

Privacy. See Confidentiality
and privacy

Probability sampling,. See Sampling

Proportionate reduction in
error, 264

Proportions: confidence intervals
expressed as, 129-131; differ-
ence of proportions test and,
205-206; hypothesis testing
with, 133-134; sample size for,
143, 144, 145-150, 154

Purposive sampling, 173, 264

Q

Q distribution, 215, 219n.1, 264

Qualitative research, 73, 75. See also
Focus groups

Quantitative research, 73. See also
Sample survey research

Questionnaires: administering, 27;
coding/computerizing stage
and, 27-28; computerized data
entry from, 27-28, 51n.2;
designing, 9-10, 26, 30-51;
draft, 31-32, 260; editing,
47-49, 264; exercises on
developing, 49; introductory
statement for, 32—-35; length of,
46-47; for mail-out surveys,
9-10; postcoding, 4749, 263;
pretesting, 27, 31-32, 53;
question development for,
52-72; question format
for, 42—46

Questions: closed-ended versus
open-ended, 42-46; developing,
52-72; emotional wording of,
60, 260; exercises on, 70-72;
filter or screening, 3941, 261;
for focus groups, 84-85;
follow-up, 45-46, 85; format-
ting, 62-70; inappropriate
emphasis in, 59, 261; and
interval scale variables, 61-62;
introductory, 35-36; level of
wording in, 53-54; logical
sequence of, 39; manipulative
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information and, 57-59;
measurement levels for, 60—62;
phrasing, 53-60; related, 36-39;
for reliability checking, 41;
sensitive, 36, 43; sequence of,
35-41; single- and dual-
direction, 134-136; venting, 46.
See also Closed-ended questions;
Open-ended questions

Quota sampling, 264

R

Rail surveys, 22

Random-digit dialing, 264

Random numbers table, 162163

Random sampling. See Sampling

Range, 99, 264

Regression: coefficient of
determination in, 228-229;
exercises on, 234—239;
multiple, 229-230, 263; purpose
of, 220, 234; simple linear,
220-223, 265; testing the
significance of, 223-228

Regression mean square, 225-227

Rehearsal, 16

Reliability, 4

Reliability checks, 41

Replacement telephone numbers, 18

Replicability, 7

Report, final: appendices in, 244;
bibliography in, 244;
conclusions section of, 244;
considerations for, 244—250;
content notes in, 245-246;
executive summary in, 241;
exercises on, 250-252; focus
group findings in, 243-244;
footnotes in, 245; format for,
240-244; graphs and charts in,
246-250; introduction for, 242;
numerical detail in, 246-250;
preliminary research review in,
242; reference citations in, 245;
research methodology section
in, 242-243; stage of, 28; statis-
tical notations in, 245; survey
research findings in, 243; tables
in, 249-250; title and cover
page of, 240-241; vocabulary
and jargon in, 245246

Representative sampling.

See Sampling
Research hypothesis, 135, 264.

See also Hypothesis testing
Residual mean square, 225-227
Respondent, defined, 264
Response alternatives: basic

response category format for,

62-63; confusing, 55-56; fixed,

42-45, 261; formatting

questions and, 62—70; multiple,

67-68; number of, 63; order of,

66; scaled, 68-70
Response rates: concept of, 264;

and follow-up, 10-11; for

mail-out surveys, 9, 10-11
Responses: patterned, 37-39;

postcoding, 4749
Restaurant meeting areas, 78
Roosevelt, F. D., 8

S

Sample size: for both proportional
and interval scale variables, 154;
chi square and, 190; determin-
ing, 26, 142-156; exercises on,
154-155; guidelines for, 144;
hypothesis testing and, 137; for
interval scale variables, 143,
150-153; for large populations,
145-148, 150-152; level of
confidence and, 142—145;
margin of error and, 143-150;
for pretests, 32; for proportions,
143, 144, 145-150; sampling
accuracy and, 142-145; small,
137; for small populations,
148-150, 152-153; stratified
sampling and, 167

Sample statistics, 116

Sample survey research: acceptance
of, 3-4, 7-8; advantages of, 7-8;
alternatives to, 4-6; applicabil-
ity of, 5-6; confidence intervals
in, 128-139; data analysis and
report for, 28; defined, 264;
descriptive statistics and,
115-126; exercises on, 29; final
report for, 240-252; focus
groups in, 73-85; historical
background on, 7-8; hypothesis
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testing in, 131-139; identifying
the focus and method for, 24,
30-31; information base devel-
opment for, 24-25, 31; overview
and process of, 3-29; question
development for, 52-72; ques-
tionnaire design for, 9-10, 26,
30-51; sample selection for,
25-26, 157-176; sample size
for, 26, 142-156; sampling
theory in, 115-126; stages of,
22-28; statistical analysis for,
179-239; types of, 6, 8-23

Sampling: cluster or multistage,
164-166, 175-176n.1;
convenience, 173; determinants
of accuracy in, 142-145; distri-
bution of sample means and,
120-124; exercises on, 125-126,
173-175; focus groups and,
173; generalizing from single
sample and, 123-124; historical
background on, 7-8; nonproba-
bility, 157, 172-173, 263; prob-
abilistic, 123-124; probability,
157-167, 264; purpose of, 115;
purposive, 173; in report, 242;
representative, 157-176; in
sidewalk survey, 172-173;
simple random, 162-163; size
issues and, 123; snowball, 173;
stage of, 26; stratified random,
166-167; systematic random,
163164, 266; theoretical basis
of, 115-126; weighting of dis-
proportionate, 167, 168-172;
without replacement, 158

Sampling error: concept of, 128,
264; confidence intervals and,
128-131; hypothesis testing
and, 131-139

Sampling frame: concept of, 25-26,
265; examples of, 161; selecting,
25-26, 158-161; working
population and, 25-26,
159-167

Sampling unit, 162

Scaled responses, 68-70, 265

Scales: central tendency measures
and, 107-108; question format
and, 68-70

Scatter plot, 222, 265
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Schaeffer, R. L., 175-176n.1

Scheduling: of focus groups, 79-80;
of intercept surveys, 22; of
research project, 24; of
telephone interviews, 17. See also
Time factor

Screening questions, 39-41, 261

Secondary research, 5, 265

Self-selection, 9, 12

Semi-structured research
techniques, 25

Sensitive issues, questions on, 36, 43

Sensitizing of respondents, 37-39

Sequencing of questions, 3541

Sidewalk survey, 172-173

Significance, statistical: analysis of
variance test for, 207213,
224-225; chi-square for,
183-191, 234; choosing the
appropriate test of, 233-234;
concept of, 133; Cramer’s V test
for, 188-189, 201n.1, 234;
difference of proportions test
for, 205—206; exercises on,
195-199, 216-219; of gamma,
193-195; in hypothesis testing,
133, 135-137, 138-139;
independent samples ¢ test for,
202—-204; lambda and, 189,
199-201n.1; paired samples ¢
test for, 204-205; phi and, 189;
post hoc tests for, 214-216; of
regression line, 223-228;
sample size and, 190; spurious-
ness and, 216; testing, 179-180,
183-195, 233-234, 266

Simple linear regression: concept
of, 220, 265; performing,
220-223; statistical significance
testing of, 223-229

Single-direction research hypothesis
(one-tail test), 134—136,
263, 265

Single-sample testing, 265

Skewed distributions, 104107, 265

Snowball sampling, 173, 265

Sponsor, 33

Spuriousness, 216, 265

Standard deviation: calculation of]
100-102, 113-114n.2, 116;
concept of, 99-100, 265;
confidence intervals and,

128-139; of the distribution of
sample means, 122-124; margin
of error and, 155-156n.1; mean
and, 100, 106-107, 115117,
123-124; of sample population,
116; sample size and, 143,
155-156n.1; sampling and,
115-120, 123-124; skewed
distribution and, 106-107;
of the true population, 116,
123-124; true versus single
sample, 127-128; utility
of; 101, 103; < score and,
117-120

Standard error: concept of, 265;
population size and, 123,
145-150; sample size and, 143,
145-150; sampling and,
122-123

Standardized £ score. See { score

Statistical Package for the Social
Sciences (SPSS), 13, 51n.2

Statistical significance. See
Significance, statistical

Statistical software packages, 7, 13,
51n.2, 259

Statistics: analytic, 179-201,
202-219; as basis of sampling,
115-126; confidence intervals
and, 127-141; descriptive,
89-114; exercises on, 109-112;
regression and correlation in,
220-239; selection of methods
of, 233-234. See also Central
tendency measures; Dispersion
measures; Measures of associa-
tion; Significance, statistical

Stratified random sampling,
166-167, 168-172

Studentized range (¢) statistic, 215,
219n.1, 264

Student’s ¢, 137-139, 265

Sum of squares, 208-210,
226-227, 266

Supervision, 28-29

Survey administration, 27, 266

Survey instrument. See
Questionnaires

Survey research, defined, 266.
See also Sample survey research

Surveys. See In-person interviews;
Mail-out surveys; Sample survey
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research; Telephone surveys;
Web-based surveys
Systematic omissions or biases,
159-160
Systematic random sampling,
163-164, 266

T

t test, 137139, 265. See also
Independent samples ¢ test;
Paired samples ¢ test

Tables, in final report, 249-250

Telephone surveys: administration
of, 14-18; advantages and dis-
advantages of, 13-14; defined,
266; follow-up for, 17-18;
interviewer instructions for, 14,
15-16; interviewer selection and
training for, 14-18; introductory
statement for, 34; length of, 46;
response alternatives for, 63, 66;
schedule for, 17

Tests of statistical significance.

See Significance, statistical
Three-way cross-tabulation, 266
Time factor: mail-out surveys and,

9; telephone surveys and, 13;

Web-based surveys and, 11, 12.

See also Scheduling
Total mean square, 225-227
Trend analysis, 191-195, 234
Tukey’s HSD (Honestly Significant

Difference), 214216,

219n.1, 266
2 X 2 tables, 189-190
Two-tail test, 134136, 265
Type I errors, 144145, 207,

214, 266
Type II errors, 144145, 266

U
Unit of analysis, 158, 266
Vv
Variable fields, 266
Variables: concepts of, 60-62; con-
tinuous versus discrete, 94-95;

dummy or intercept, 231-232.
See also Ciontrol variables;
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Dependent variables; Indepen-
dent variables; Interval scale
variables; Nominal scale vari-
ables; Ordinal scale variables
Venting questions, 46, 266
Visual aids, 9, 11, 12, 14

w

Web-based surveys: administration
of, 13; advantages and disad-
vantages of, 11-12; defined,

266; follow-up for, 12; length
of, 46; response alternatives
for, 63, 66

Weighting, of disproportionate
samples, 167, 168-172

Wording: of final report, 245-246;
level of, 53-54, 262; of ques-
tions, 5360

Working population: concept of,
159, 265; representative,
159-160; sampling frame and,
159-167
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Y

Yamane, T., 150
Yates correction, 190

z

K score and £ test: concept of, 266;
in hypothesis testing, 132134,
135-137; sampling and,
117-120; statistical significance
and, 135-137






