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Access codes/passwords, 205, 276,
434–435, 439, 445

Access to Internet. See Internet access
Access to respondents, 2, 10
Acquiescence, 314, 317
Acronyms in e-mail, 277
Address-based sampling lists. See also

Coverage; Sampling
developing/maintaining, 49–52
DSF (see U.S. Postal Service Delivery

Sequence File (DSF))
telephone directories, 46

Adult-to-child-style messages, 20–21
Advances in Telephone Survey

Methodology, 44
Agricultural Resource Management

Survey, 174–175, 178, 428, 430
Alignment/vertical spacing, 145–146,

150, 169–173, 231
All caps:

in e-mail, 276–277
in postal delivery addresses, 266

American Association for Public
Opinion Research (AAPOR), 30

American Community Survey, 179–180,
305, 388

Analog scales, visual, 77
Anchoring, 161, 162–163
Anonymity, 197, 267–268
Answer spaces:

conveying important information,
452

graphical designs making optical
scanning more effective, 184

labeling, 110–111, 112–113, 149
shape of, 133–135, 150
size of, 110, 115–116, 149
standardizing, 97–98, 106
supporting type/number of

responses desired, 112, 149
using darker and/or larger print for

question and lighter and/or
smaller print for answer choices
and answer spaces, 97, 106

Arbitron Radio Diaries, 305, 375
Assimilation effect, 160, 161
Attention and visual processing, 167,

168
Attitude scales, numeric labels, 144
Attrition, Internet panels, 38, 345–346,

347, 350, 352
Audiovisual capabilities, 214–215, 233
Aural versus visual communication

effects, 314–316, 334–335, 351
Authority, legitimate, 28, 36–37
Autobiographical memory. See Memory
Automatic calculation tools, 76

Basic page layout, visual processing
and, 166

Behavioral Risk Factor Surveillance
System, 47, 448

Belgium theater audience survey,
370–371, 372

Benefits of participation, increasing, 16,
23–25, 38

Best practices:
rules and laws conflicting with, 382
Web versus other modes, 322

Bias, avoiding from unequal
comparisons, 128, 129, 150

Bicycle ride analogy, constructing
survey questions, 107

Bigger-is-better mentality, 46, 63
Bipolar ordinal scales, 135, 136
Blank space, effective use of, 172
Booklet format, paper questionnaires,

185–187, 231
Bottom-up processing, 166, 167
Branching. See Navigational path/

branching instructions
Branding, 397. See also Logos
Brightness/contrast, 91, 92, 93, 160, 161,

173–175, 231
Browsers/platforms/settings:

examples of browsers, 197
similarity of display across, 201, 232
testing across, 217–218, 233

477

CO
PYRIG

HTED
 M

ATERIA
L



P1: OTA/XYZ P2: ABC
ind JWBK258/Dillman September 4, 2008 13:5 Printer Name: Courier Westford, Westford, MA

478 INDEX

Buchanan, Pat, 151, 152
Bureau of Economic Analysis, security

issues, 420
Bureau of Labor Statistics, Current

Employment Statistics (CES)
survey, 303, 403–405, 421

Businesses, surveying. See
Establishment surveys

Business versus residential addresses,
DSF and, 47

Butterfly ballot, 151–154

Calculation tools, automatic, 76
CAPI. See Computer-assisted personal

interviewing (CAPI)
CAPTCHA (Completely Automated

Public Turing Test to Tell
Computers and Humans Apart),
418

Carryover effect, 161–162
Cascading style sheets (CSS)

programming, 201
Cash incentives:

European norm, 20
government sponsorship and, 437
prepaid, most effective, 18, 275
sending through mail, 242, 275

“Cash rent” example, 390
CASI. See Computer-assisted

self-interviewing (CASI)
CASRO. See Council of American

Survey Research Organizations
(CASRO)

CATI. See Computer-assisted telephone
interviewing (CATI)

Cell phones. See Telephone(s)
Census. See U.S. Census Bureau
Centers for Disease Control and

Prevention, Behavioral Risk Factor
Surveillance System, 47, 448

Certified mail, 256
CES survey. See Current Employment

Statistics (CES) survey
Choice:

era of, 13
of survey mode, offering to

respondents in longitudinal
surveys, 335–336, 351

CIPSEA. See Confidential Information
Protection and Statistical Efficiency
Act of 2002 (CIPSEA)

Circle-shaped answer spaces, 133–135,
150

Clinton, Bill, 162–163
Closed-ended/scalar questions,

118–148. See also Question(s),
crafting

components identified, 78
defined, 72–73
general guidelines, 119–124,

149–150
including all reasonable possible

answers (G. 5.12), 120, 149
mutual exclusivity (G. 5.13),

121–123, 150
spacing between measurement

categories, and measurement
intent (G. 5.14), 123–124, 150

stating both positive/negative
sides in question stem when
asking either/or types of
questions (G. 5.11), 119–120,
149

hybrid questions (partially open/
closed), 75

impact of mode on results, 316–320
acquiescence, 317
extreme positive options, 317,

318
interactive voice response methods

(IVR), 319, 320
more positive option, across four

survey modes, by question
(graph), 320

primacy/recency, 317
social desirability, 317, 319
telephone versus visual modes,

316–320
nominal scales, 124–135, 150

defined, 73
examples, 74, 125, 126, 131
forced-choice format versus

check-all-that-apply, 131,
133

versus ordinal, 73
nominal scales, guidelines:

avoiding bias from unequal
comparisons (G. 5.16), 128,
129, 150

forced-choice questions versus
check-all-that-apply (G. 5.18),
130–133, 150
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number of items to rank (G. 5.15),
127–128, 150

randomize response options if
there is concern about order
effects (G. 5.17), 128–130,
150

shape of answer spaces
(circles/squares) (G. 5.19),
133–135, 150

ordinal scales, 135–148, 150
bipolar, 135, 136
defined, 73
example, 74
length, and types of scalar

questions, 136
versus nominal, 73
unipolar, 135, 136

ordinal scales, guidelines, 137–148,
150

aligning response options
vertically or horizontally
(G. 5.26), 145–146, 150

balanced scales (G. 5.23), 140–142,
150

distribution of characteristic in
population (G. 5.22), 139–140,
150

labels, construct-specific/direct
(G. 5.21), 137–138, 139, 150

length of scale, limiting number
of categories (G. 5.20), 137,
150

nonsubstantive options (G. 5.27),
147–148, 150

numeric labels (G. 5.25), 144–145,
150

spacing between options (G. 5.26),
145–146, 150

verbal labeling and visual display
(G. 5.24), 142–144, 150

Closing screens, 205
Closure principle, Gestalt, 91
Clutter, avoiding visual, 178–179,

231
CMOR. See Council for Marketing and

Opinion Research (CMOR)
Cognitive-based order effects, 160, 161,

316
Cognitive interviews:

for complete questionnaire, 221–227,
233

parallel with experimental
evaluations, 227–228

results, on particular screen layout,
175

Color:
avoiding visual clutter, 179
navigational path and use of,

173–174, 231
similarity of, Gestalt principle, 93
visual design property, 91
web/mail surveys, 155, 182

Columns, in question layout, 187–190
Common fate, Gestalt principle, 91
Common region, Gestalt principle, 91
Communist reporters, survey on,

163–164
Completed sample, definition of, 43
Computer-assisted personal

interviewing (CAPI), 8
Computer-assisted self-interviewing

(CASI), 8
Computer-assisted telephone

interviewing (CATI), 7–8, 414
Conditioning, Internet panels, 345, 346,

347, 350, 352
Confidential Information Protection

and Statistical Efficiency Act of
2002 (CIPSEA), 400

Confidentiality and security of
information, ensuring. See Security
issues

Connectedness, Gestalt principle of
elemental, 91, 92, 93

Connectivity. See Internet access
Contacts, strategy using multiple, 242,

258
Continuity principle, Gestalt, 91, 93
“Continuous Measurement Survey,”

192
Contrast:

similarity of, Gestalt principle, 92,
93

use of, 160, 161, 173–175, 231
visual design property, 91

Control, respondent (historical
perspective over 75 years), 2

Convenience in responding, 25–26
Copy machines, 5
Costs of participation, decreasing,

25–27, 38
Costs of surveys, lowering, 302
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Council for Marketing and Opinion
Research (CMOR), 30

Council of American Survey Research
Organizations (CASRO), 30, 45

Courier delivery, 256, 257
Coverage, 41–64. See also Sampling

current state of, 43–49
definitions, essential, 42–43
“good” survey results, 62–63
graduate student’s proposal for ideal

study, 41–42
Internet surveys/panels, 41–42,

44–46, 338, 450
mail surveys and, 46–49
mass web surveys, 41–42
mixed-mode surveys compensating

for weaknesses, 54, 303–304
“nonzero” chance of being selected,

43, 62, 349, 352
outcomes, 53–54
overview/introduction, 41–42,

63–64
sampling:

address-based lists, 46, 49–52 (see
also U.S. Postal Service
Delivery Sequence File (DSF))

completed sample, defined, 43
customer surveys, methods of, 51,

358–360, 380
defined, 17, 19, 43, 55
developing/maintaining lists,

49–52
interval, 61
nonprobability methods of, 55
probability methods of, 54–62
random, 54, 61–62, 358–359, 380
sample frame, 42
sampling error, 17, 43, 55
size of sample required, 55–60
systematic, 61
when no sampling list available,

52
survey population, defined, 42
telephone directories, 46
telephone surveys, 43–44

Coverage errors:
defined, 17, 19, 43
example, 19
individuals addressed in household

surveys, 52–53

mixed-mode surveys, 303–304
reducing, 49–52, 303–304
respondent selection and, 52–53
survey results and, 19, 62–63
volunteer Internet panels, 338

Cover pages (front/back), 192–193,
232

Criminals, policy toward; consistency
effect example, 164

CSS. See Cascading style sheets (CSS)
programming

Current Employment Statistics (CES)
survey, 303, 403–405, 421

Current Population Survey (CPS), 303
Customer satisfaction surveys, 51,

353–380
delivery methods, 370–378

diaries, 375–377
group administration, 377–378
in-person appeals with diverse

follow-up procedures, 370–373
interactive voice response methods

(IVR), 353, 373–375
disclosure of methods, 370
experiences at hotel/restaurant,

354–357, 378
intercept surveys, 259
introduction/overview, 378–380
issues in design of, 357
measurement issues, 363–369

avoiding encouraging higher
ratings with survey delivery
(G. 10.5), 363–364, 380

balanced scales (G. 10.9), 368–369,
381

credibility of devices (G. 10.7),
365–367, 380

devices with potential for
improving response rates
(G. 10.8), 367, 381

evaluating impact of both
aural/visual modes of
measurement (G. 10.10), 369,
381

examples of poorly constructed
scales, 366

revealing measurement procedure
when reporting results
(G. 10.9), 368–369, 381

timing (G. 10.6), 364, 380



P1: OTA/XYZ P2: ABC
ind JWBK258/Dillman September 4, 2008 13:5 Printer Name: Courier Westford, Westford, MA

Index 481

nonresponse issues, 360–363
follow-up reminders (G. 10.3),

360–361, 380
similar encouragement to respond,

all selected respondents
(G. 10.4), 361–363, 380

sampling methods, 51, 358–360, 380
address list problems, 51
avoiding repeated surveying of

same people (G. 10.1), 358–359,
380

procedures for onsite sampling not
affected by personal
preference (G. 10.2), 359–360,
380

random sampling (G. 10.1),
358–359, 380

Cyber crimes, 9

Data collection, longitudinal surveys,
451

Data collection organizations:
design/implementation constraints

(G. 11.3), 399–400, 401
introduction/overview, 381–382,

400–401
rules and practices, 388–398
size and complexity, 395–396

Data validation, web surveys, 213–214
Date answer spaces, example of visual

presentation impact, 93–95
Decennial Census. See U.S. Census

Bureau
Delivery Sequence File. See U.S. Postal

Service Delivery Sequence File
(DSF)

Detection method, 190
Detroit, 48–49
Dial-up, 7, 200. See also Internet access
Diaries, 36, 305, 375–377
Dinner hour phenomenon, 6
Disabilities, accommodation of,

388
Discount offerings, social exchange

framework and, 362–363
Doctorates, NSF Survey of Earned,

302–303, 305, 405
Dole, Bob, 162–163
“Don’t know.” See Uncertain category

(nonsubstantive options)

Double grid format, example of, 196
Drawing random sample, 54, 61–62
Drop-down menu/boxes, 77, 118–119
DSF. See U.S. Postal Service Delivery

Sequence File (DSF)
Dutch study. See Netherlands

Early completed surveys,
monitoring/evaluating:

mail surveys, 271, 298
web surveys, 294–296, 299

Ease of completion, questionnaire
design for, 26

Economic exchange view of survey
response, 18–20, 22

Election outcome predictions, 1,
344–345

Roosevelt/Landon, Literary Digest
(1936) blunder about, 3–4

Electronic incentives, 274
Elemental connectedness, Gestalt

principle, 91, 92, 93
Elements, visual design, 91
E-mail:

bounced, dealing with, 293, 298
CC or BCC fields, 285
example of three e-mail contact

strategy, 277–279
instructions for accessing survey,

286–288, 298 (see also Internet/
web survey(s))

personalization of, 272–273
practices to avoid, 276–277

acronyms, 277
all caps, 276–277
ignoring grammatical rules, 276

preexisting relationship and, 45
questions embedded directly into,

199, 232, 419
random generation of addresses, 45
sender name and address, 285–286,

298
spam:

avoiding being flagged as, 284–285,
298

indicators of, 272, 273
as standard communication method,

9
style (short/to the point), 282–284,

298
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E-mail: (Continued)
subject line, 285–286, 298
unsolicited, and risk in responding

to, 10
Emphasis/de-emphasis, visual, 98,

106, 177–178, 207–209, 231,
232

Employees, selective sampling of, 62
Encryption, 420
Energy Information Administration,

400, 420, 421
Error(s), survey, 16–18, 62–63

coverage errors:
defined, 17, 19, 43
example, 19
individuals addressed in

household surveys, 52–53
mixed-mode surveys, 303–304
reducing, 49–52, 303–304
respondent selection and, 52–53
survey results and, 19, 62–63
volunteer Internet panels, 338

measurement errors:
defined, 18, 19
example, 19
Internet panels, 339
mixed-mode surveys and, 305–306,

310
reducing, 305–306, 335, 351
survey mode and, 310
volunteer Internet panels, 339

nonresponse errors:
customer satisfaction surveys,

360–363
defined, 17–18, 19
example, 19
reducing, 238, 304–305, 360–363
volunteer Internet panels, 339

reducing total error, 16–18
sampling errors:

defined, 17, 19, 43, 55
example, 19
volunteer Internet panels, 46,

338–339
Error messages to web survey

respondents, 210–213,
232

Establishment surveys, 402–439
examples, 15, 403–405
implementation guidelines:

common return address for
multiple senders (G. 12.14),
435–436, 439

data verification/editing functions
(G. 12.8), 431–433, 439

function/timing (G.12.9), 433–434,
439

incentives (G. 12.12), 436, 439
instructions (G. 12.7), 429–431, 439
navigational path, visual design

principles and (G. 12.5),
424–427, 438

numbering questions (G. 12.6),
427–429, 438

passwords/access codes (G. 12.10),
434–435, 439

printable/electronic questionnaires
(G. 12.4), 423–424, 438

respondent, identifying most
appropriate (G.12.3), 423, 438

similar visual layout, both
paper/electronic
questionnaires (G.12.6),
427–429, 438

introduction/overview, 402–403,
437–439

mode selection, 414–422
CATI, 414
electronic data collection, 414, 420
embedded e-mail, 419
fax, 414, 415, 420–421
mail, 414, 416
mixed, 414, 422–423, 438, 453
personal visit, 414
telephone prompting, 414
touchtone data entry, 414, 421
usage (percentages), 414
web, 403, 414, 416–418
web-lite, 418–419
which is best, 421–422

multiple-person response process,
454

sixteen questions to inform
development, 406–414, 422, 438

customer orientation, 413–414
difficulty of questions/need for

consulting records, 412
existence of establishment, 408
gatekeepers, 410–411
instructions, detail in, 412–413
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location of establishment, 409
name of establishment, 408
organizational entity, 408–409
overview table, 407
policy of establishment, about

surveys, 409–410
reporting deadlines, 412
respondent identification, 410
sample/population size, 406
sponsor, 411
variation in size/structure of

survey units, 406–408
whether repeated at regular

intervals with same
respondents, 413

whether response required by law,
411

Ethics, and institutional review boards,
384–387

European surveys, payment norm, 20
European Union, 455
Evenhandedness, norm of, 161,

163–164, 312
Events, questions about, 159–160, 231
Extreme answers:

question order, and avoiding, 161,
164–165

survey mode and, 317, 318

Face-to-face interview surveys. See
Personal interviews

Farm operations/Agricultural Resource
Management Survey, 174–175, 178,
428, 430

Fax, 6, 414, 415, 420–421
Federal government sponsorship,

389–392
approval required, Office of

Management and Budget (OMB),
6, 382–384, 391, 398, 400, 401

Bureau of Economic Analysis,
security issues, 420

Bureau of Labor Statistics, Current
Employment Statistics (CES)
survey, 303, 403–405, 421

cash incentives, 437
census (see U.S. Census Bureau)
electronic age, and sponsorship

issues, 391–392
establishment surveys, 15, 421

historical perspective, mail methods,
6

legitimate authority, 36–37
logos, 392
motivation to respond, 36–37, 401

Federal Register, 382
Feedback from customers. See

Customer satisfaction surveys
Feedback from survey respondents:

cognitive interviews:
for complete questionnaire,

221–227, 233
parallel with experimental

evaluations, 227–228
results, on particular screen layout,

175
collecting paradata, 216–217, 233

Figure/ground orientation, 167
First question(s), choosing, 157–159,

230
Florida beef producers, survey of,

122–123
Florida election problem (2000),

151–154
Focus groups, 226
Folding paper questionnaires, 185–186,

264–265
Fonts:

branding and, 397
emphasis/de-emphasis with, 178,

208
legibility and, 104, 106
using darker and/or larger print for

question and lighter and/or
smaller print for answer choices
and answer spaces, 97, 106, 208

visual design property, 91
Forages/beef producers, survey on,

122–123
Forced-choice questions versus

check-all-that-apply, 130–133,
150

Foveal view, 167
Frugging, 29–30
Fundraising under guise of survey

research, 29–30

Gallup Organization, 115, 162–163, 344,
446, 455–456

Gasoline Price Survey, 400
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Gatekeepers:
establishment survey development

and, 410–411
incentives and, 436

Gender and letter salutations, 247–248
General population surveys:

diaries, coverage difficulties, 376
difficulties, 234
distance and mailing costs, 61
list compilation, 49
without lists, 48
paper versus web, 446–447
telephone directors and sampling for,

10, 46
Gestalt grouping principles, 91, 92–93,

169, 426
Gingrich, Newt, 162–163
Gore, Al, 151–154, 162–163
Government. See Federal government

sponsorship
Graduate students. See also Students

Doctorates, NSF Survey of Earned,
302–303, 305, 405

Graduate Student Survey, NSF, 405,
423

Graphics, 91
Group administration:

customer satisfaction surveys,
377–378

instructor evaluation forms, 377–378
Grouping questions:

Gestalt principle, 91, 92, 93
in questionnaires, 157–158, 174–175,

187–188, 204, 230, 231
Gubernatorial election (2004), survey

ploy, 29

Handheld devices, 155
Handwriting, and optical scanning,

185
Hat method, 61
Header/footer regions, 207–208
Health questions, and mixed mode

comparisons, 312–313
Help/advice, asking for, 23–24
History. See Surveying, history of
Holidays, 260
Hosting, web, 200, 232
Household surveys:

individual addressed, 52–53

listing members by age and gender,
53

matrix format example, 181
HTML, 197, 201, 322
Human interaction, historical

perspective on, 2
Hybrid questions (partially

open/closed), 75
Hybrid scrollable format, 202–203

ID numbers:
mail surveys, 266–268, 298
questionnaires, 155
web surveys, 289–292, 298

Implementation procedures, 234–299
introduction/overview, 234–236,

296–297
mail surveys (see Mail survey

implementation)
overview of guidelines, 298–299
social exchange perspective, 234
tailored design framework, 234
web surveys (see Internet/web

survey implementation)
Incentives/tokens:

cash:
European norm, 20
government sponsorship and, 437
prepaid, most effective, 18, 275
sending through mail, 242, 275

economic exchange view of survey
response, 18–20, 22

electronic, 274
ethical problem with, 36
lottery or prize drawings, 242,

274–275
mail survey implementation, 259
mixed-mode delivery, 304
tailored design and, 18, 22, 24, 28, 35
trust and, 28
tying to product or service being

evaluated, 362
Influence theories, 20
Information organization, visual

processing, 167–168
Inquiries from respondents, handling:

mail surveys, 203–294, 299
web surveys, 269–271, 298

Institutional review boards (IRBs),
384–387, 401
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Instructions:
establishment surveys and, 412–413
integrating special instructions into

question where they will be
used, 101–102, 106

separating optional or occasionally
needed instructions from the
question stem by font or symbol
variation, 102–103, 106

Instructor evaluation forms, 377–378
Interactive features, web questionnaires

and, 213–214, 232
Interactive voice response methods

(IVR), 319, 320, 353, 373–375
Intercept surveys, customer feedback,

259
International surveys, 15, 454–456
Internet:

brief technical overview, 197
impact of, on people’s lives, 441–442
security (see Security issues)
why all surveys not conducted via,

441–446
Internet access:

growth since 1990s, 45, 196–197
providing alternative mode of

response, 349–350, 352
survey question about, 80
unconnected and poorly connected,

7, 200, 442–443
Internet/web panel surveys, 331–332,

336–350, 352
attitude toward/treatment of

respondents, 347–348
attrition, 38, 345–346, 347, 350, 352
conditioning, 345, 346, 347, 350, 352
guidelines, 349–350

alternative mode of response
(G. 9.6), 349–350, 352

attrition and conditioning (G. 9.8),
350, 352

incentives (G. 9.7), 350, 352
recruitment means (nonzero

probability) (G. 9.5), 349, 352
introduction/overview, 331–332,

350–351, 352
management issues, 345–347
payment:

cash payments, 20
postsurvey payment, 20

probability-based panels, 343–345
volunteer, 46, 337–343

coverage error problems, 338
examples of web panel recruitment

notices, 337
measurement error problems, 339
Netherlands study, 340–341
nonresponse error problems, 339
propensity weighting, 341–343
self-selection and sampling error

problems, 46, 338–339
Internet/web survey(s):

alternative for diary reporting, 377
cash payments, 20
challenges, 8–9, 45–46
cost, 450
coverage, 41–42, 44–46, 450
developing/testing ways of

designing, 13
historical perspective, 8–9
limited to surveying specific

populations of interest, 9
versus mail/paper surveys, 76,

154–157, 182, 190, 446–448, 452
matrixes, 180
sampling algorithms, difficulty of, 9
technical aspects of building/hosting,

198
why all surveys not conducted via

Internet, 441–446
comfort and safety, 443–444
communication systems and

technology, 444–446
rigid confidentiality and privacy

required, 444–445
security concerns, 444–445
unconnected and poorly

connected, 442–443
Internet/web survey implementation,

271–296, 298–299
e-mail contacts:

bounced, dealing with (G. 7.28),
293, 298

instructions for accessing survey
(G. 7.24), 286–288, 298

sender name and address (G. 7.23),
285–286, 298

spam, avoiding e-mails being
flagged as (G. 7.22), 284–285,
298
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Internet/web survey implementation
(Continued)
style (short/to the point) (G. 7.21),

282–284, 298
subject line (G. 7.23), 285–286, 298

ID numbers (G. 7.26), 289–292, 298
inquiries from respondents (G. 7.30),

203–294, 299
mixed-mode contacts (G. 7.20),

280–282, 298
monitoring progress and evaluating

early completes (G. 7.31),
294–296, 299

multiple contacts, varying message
(G. 71.8), 275–278, 298

opening screen (G. 7.25), 289, 298
personalizing contacts (G. 7.16),

272–273, 298
returned incentives (G. 7.29), 293, 299
timing of contacts (G. 7.19), 278–280,

298
tokens of appreciation (G. 7.17),

274–275, 298
web server(s), knowing/respecting

capabilities/limits of (G. 7.27),
292–293, 298

Internet/web survey questionnaire
design, 195–218, 232–233

access, 196–197
anonymity, 197
guidelines:

alternatives (fillable PDF or
embedded e-mail) (G. 6.19),
199, 232

audiovisual capabilities (G. 6.30),
214–215, 233

error messages and
troubleshooting (G. 6.28),
210–213, 232

feedback, getting paradata for
(G. 6.32), 216–217, 233

interactive features (G. 6.29),
213–214, 232

mixed-mode surveys and
interactive features (G. 6.29),
213–214, 232

not requiring responses unless
absolutely necessary (G. 6.27),
209–210, 232

page layout (G. 6.26), 207–209, 232
programming/hosting (G. 6.20),

200, 232
question presentation/

arrangement (G. 6.23),
202–204, 232

screen format emphasizing
respondent versus sponsor
(G. 6.25), 205–207, 232

screenshots/documentation
(G. 6.34), 218, 233

similarity of display across
platform/browsers/settings
(G. 6.22), 201, 232

sponsorship (G. 6.20), 200, 232
stopping/pausing survey,

completing later (G. 6.31),
215–216, 233

technological capabilities of survey
population (G. 6.21), 200–201,
232

testing the survey (G 6.33),
217–218, 233

visual emphasis/de-emphasis
(G. 6.26), 207–209, 232

welcome/closing screens (G. 6.24),
204–205, 232

historical perspective, 195–196
safety/security, 197

Interval, sampling, 61
Interviewer, presence versus absence,

311–314
acquiescence, 314, 317
locus of control, 311
normative question order effects,

312–313
social desirability, 313–314

Interviews. See Personal interviews
IVR. See Interactive voice response

methods (IVR)

JavaScript, 202, 214, 217
Junk mail, distinguishing from,

261–262, 297

Keypunching versus optical
imaging/scanning, 183–185,
397

Knowledge Networks, 344
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Languages/translation, 174, 454–455
Laws/rules:

census, and “Response Required by
Law,” 226–227, 397–398, 411

conflicting with best practices, 382
unanticipated negative effects, 397,

400
Legitimate authority, 28, 36–37
Leverage-saliency theory of survey

response, 21, 32
Lewiston and Clarkston Quality of Life

Survey, 192, 194–195, 281, 287
“Library instruction” example, 122, 123,

216
List(s), sampling. See Sampling, lists
List of items, requests for, 108, 111–113,

149
Literary Digest blunder (1936), 3–4
Location, visual design property, 91
Logos, 32–33, 90, 392
Longitudinal surveys, 331–336, 350–351

design changes, visual modes
(G. 9.3), 335, 351

evolving designs, 454
mode changes:

for follow-up (G. 9.1), 333–334, 351
visual versus aural (G. 9.2),

334–335, 351
mode choice, offering respondents

(G. 9.4), 335–336, 351
overview, 14, 331–332, 350–351

Lottery or prize drawings, 242,
274–275

Mail survey(s):
continued relevance of, 446–449
coverage, 46–49, 448
historical perspective on, 4–6, 10
machine assembly, 265–266
mixed-mode designs, 448–449
telephone versus, 311–314
versus web surveys, 76, 154–157, 182,

190, 446–448, 452
Mail survey implementation, 236–271,

297–298
address/name, 247
assembly of mailings (G. 7.9),

263–266, 297
business reply envelope, 249

compliance with postal regulations
(G. 7.10), 266, 298

costs:
distance as nonfactor in, 61
and size/weight of mailing

materials (G. 7.8), 263, 297
cover letter, 246–248
final contact, 243, 256–259
follow-up letter, example, 254
gender, 247–248
incentives, returned (G. 7.13), 269, 298
individual ID numbers (G. 7.11),

266–268, 298
inquiries from respondents (G. 7.14),

269–271, 298
junk mail, distinguishing from

(G. 7.7), 261–262, 297
multiple contacts (G. 7.3), 242–259,

297
nonresponse bias, reducing, 238
personalizing contacts (G. 7.1),

237–238, 297
placement of information (G. 7.6),

260–261, 297
prenotice letter, 243, 244–246
problem solving mid-stream, by

evaluating early returns
(G. 7.15), 271, 298

questionnaire mailing, 243, 246–250
replacement questionnaire, 243, 252,

253–256
salutation, 247–248
stamped return envelope, 249–250
system of five compatible contacts,

242
thank you postcards, 243, 250–253
timing of contacts (G. 7.4), 259, 297
timing of mail-out dates (G. 7.5), 260,

297
tokens of appreciation (G. 7.2),

238–242, 297
undeliverable mail, procedures for

dealing with (G. 7.12), 268–269,
298

Mail survey questionnaire design:
guidelines for questionnaire

development, 182–195, 231–232
booklet formats (G. 6.14), 185–187,

231
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Mail survey questionnaire design:
(Continued)
branching instructions (G. 6.16),

190–192, 231
cover pages (front/back) (G. 6.17),

192–193, 232
keypunching versus optical

scanning (G. 6.13), 183–185,
231

question layout (G. 6.15), 187–190,
231

side-by-side placement of
questions, avoiding (G. 6.18),
193, 232

historical perspective, evolving
technology, 182–183

limitations, 183–184
Matrixes, minimizing use of, 179–181,

231
Measurement errors:

defined, 18, 19
example, 19
Internet panels, 339
mixed-mode surveys and, 305–306,

310
reducing, 305–306, 335, 351
survey mode and, 310
volunteer Internet panels, 339

Measurement issues:
customer satisfaction surveys,

363–369, 381
interactive features and, 213–214, 232
numeric labels, impact of, 144–145,

150
spacing between answer categories

consistent with intent, 123–124,
150

Memory, 71, 160
Mixed-mode surveys, 300–330

advocacy for, 300–302
barriers to, 301
construction types, 326–329, 330

mode-enhancement, 326, 328–329
mode-specific, 326, 327–329
overview table, 326
unified mode, 326–329

data collection, caution about using
more than one mode, 451

examples:
Belgium theater audience survey,

370–371, 372

design problem (2010 U.S.
Decennial Census), 322–326

National Park Service (see U.S.
National Park Service (NPS))

format developed for, 187, 189
historical perspective on, 300–302
interactive features and, 213–214,

232
introduction/overview, 54, 300,

329–330
question construction influenced by

choice of mode, 321–322
reasons for, 302–306

combining effects, 306
delivering incentives, 304
improving response rates and

reducing nonresponse error,
304–305

improving timeliness, 302–303
lower costs, 302
reducing coverage error, 54,

303–304
reducing measurement error,

305–306
recommendations (three key), 451
requiring answers, 210
results influenced by mode, 310–320

aural versus visual communication
effects, 314–316

measurement errors, 310
presence versus absence of an

interviewer, 311–314
scalar questions, and type of

communication or level of
social interaction, 316–320

technological developments fueling
trend toward, 301–302

types, 306–310
defined, 307
limitations, 307
longitudinal surveys, 334
motivation, 307
Type I, 307–308, 334
Type II, 307, 308–309
Type III, 307, 309–310
Type IV, 307, 310

Mode-enhancement, 326, 328–329
Mode-specific, 326, 327–329
Motivation to respond, 36–37, 69,

114–115, 149, 401
Motor Gasoline Price Survey, 400
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Multiple-contact strategy, 242, 258
Multiple languages/translation, 174,

454–455

National Health Interview Survey on
Disability, 160

National Opinion Research Center
(NORC), 115

National Park Service mixed-mode
survey, 371

National Research Act of 1974, 384
National Science Foundation (NSF):

Graduate Student Survey, 405, 423
Survey of Earned Doctorates,

302–303, 305, 405
Survey of Research and Development

Expenditures, 433–434
Survey of Science and Engineering

Research Facilities, 417
Navigational path/branching

instructions:
color and, 173–174, 231
design principles, 424–427
establishment surveys, 424–427
example of difficult-to-navigate path

from old-style industrial
research and development
questionnaire, 425, 426

example of poor information
organization with unclear path,
103

navigation buttons, 208–209
testing, prevention method versus

detection method, 190
web versus paper, 190

Negative campaigning, push polling,
30

Netherlands:
ban on mailing cash, 242
LISS panel, 343–344
surveys in, 340–341, 343–344

New Zealand:
ban on mailing cash, 242
Census (2006), 202–203

Nielsen Media Research, 375
Nominal scales. See also Closed-ended/

scalar questions
defined, 73
examples, 74, 125, 126, 131
forced-choice format versus

check-all-that-apply, 131, 133

guidelines:
avoiding bias from unequal

comparisons (G. 5.16), 128,
129, 150

forced-choice questions versus
check-all-that-apply (G. 5.18),
130–133, 150

number of items to rank (G. 5.15),
127–128, 150

randomizing response options if
there is concern about order
effects (G. 5.17), 128–130, 150

shape of answer spaces
(circles/squares) (G. 5.19),
133–135, 150

versus ordinal, 73
Nonprobability method of sampling, 55
Nonresponse errors:

customer satisfaction surveys,
360–363

defined, 17–18, 19
example, 19
reducing, 238, 304–305, 360–363
volunteer Internet panels, 339

Nonzero probability, 43, 62, 349, 352
“No opinion.” See Uncertain category

(nonsubstantive options)
Normative-based question order

effects, 160, 161
Norm of evenhandedness, 161, 163–164,

312
“Not sure.” See Uncertain category

(nonsubstantive options)
NPS. See U.S. National Park Service

(NPS)
NSF. See National Science Foundation

(NSF)
Numbering/lettering questions,

175–176
Numbers as visual design element, 91
Numerical responses, requests for,

108–111, 149
Numeric labels, attitude scales, 128, 144

Office of Management and Budget
(OMB):

approval process, 382–384
and CIPSEA information about

confidentiality, 400
example, about objections to

prepayments by check, 391
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Office of Management and Budget
(OMB): (Continued)

example notice of approval, 384
historical perspective, 6
scheduling time for approval process

(G. 11.1), 398, 401
Open-ended questions, 72, 108–118. See

also Question(s), crafting
bicycle ride analogy, 107
components identified, 78
defined, 72
examples, 74
hybrid questions (partially

open/closed), 75
limitations, 72
requests for description and

elaboration, 108, 113–118,
149

adequate space (G. 5.8), 115–116,
149

motivation to respond (G. 5.7),
114–115, 149

programming probes (G. 5.10),
116–118, 149

scrollable boxes on web surveys
(G. 5.9), 116, 149

requests for list of items, 108,
111–113, 149

answer spaces that support type
and number of responses
desired (G. 5.5), 112, 149

labels with answer spaces to
reinforce the type of response
requested (G. 5.6), 112–113,
149

specifying number and type of
response desired in question
stem (G. 5.4), 112, 149

requests for numerical responses,
108–111, 149

answer spaces sized appropriately
(G. 5.2), 110, 149

answer spaces with unit labels
(G. 5.3), 110–111, 149

Optical scanning, 154, 183–185, 397
Order effects:

order of questions (see under
Questionnaire(s))

order of response options in nominal
scales, 128–130, 150

Ordinal scales, 135–148, 150
bipolar, 135, 136
defined, 73
example, 74
guidelines, 137–148, 150

aligning response options
vertically/horizontally
(G. 5.26), 145–146, 150

balanced scales (G. 5.23), 140–142,
150

distribution of characteristic in
population (G. 5.22), 139–140,
150

labels, construct-specific/direct
(G. 5.21), 137–138, 139, 150

length of scale, limiting number
of categories (G. 5.20), 137,
150

nonsubstantive options (G. 5.27),
147–148, 150

numeric labels (G. 5.25), 144–145,
150

spacing between options (G. 5.26),
145–146, 150

verbal labeling and visual display
(G. 5.24), 142–144, 150

versus nominal, 73
types of scalar questions and scale

length, 136
unipolar, 135, 136

Organization(s):
as sponsors of surveys (see

Sponsorship)
surveys of (see Establishment

surveys)
Organizations, data collection:

design/implementation constraints
(G. 11.3), 399–400, 401

introduction/overview, 381–382,
400–401

rules and practices, 388–398
size and complexity, 395–396

Page layout. See Questionnaire(s)
Panel surveys. See Internet/web panel

surveys
Paper surveys. See also Mail survey(s);

Mail survey implementation
historical perspective, 182
matrixes in, 180
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mixed-mode studies, 177–178, 189,
231

multiple languages, 455
versus web surveys, 76, 154–157, 182,

190, 446–448, 452
Paradata, collecting, 216–217, 233
Passwords. See Access

codes/passwords
PayPal, 274
PDF files, 155, 199, 232, 420, 424
Periodicity, sampling and, 61
Personal information. See

Sensitive/personal information
Personal interviews, 311–314

acquiescence, 314, 317
computer-assisted personal

interviewing (CAPI), 8
historical perspective, 3, 5, 10
locus of control, 311
mixed-mode with mail surveys, 449
multiple-stage sampling to minimize

costs, 61
normative question order effects,

312–313
social desirability, 313–314

Personalization:
mail surveys, 237–238, 259, 262, 297
web surveys, 272–273, 298

Personal preference, procedures for
onsite sampling not affected by,
359–360, 380

Phishing scams, 9, 30
Photos:

covers, 192–193
welcoming page, 205

Physicians, HMO survey, and cash
incentives, 437

Pilot studies, 228–230, 233
Plagiarism, survey on, 163
Platforms/browsers/settings:

examples of browsers, 197
similarity of display across, 201, 232
testing across, 217–218, 233

Polar-point labeled scales, 143
Policy requirements across surveys,

differential effects, 400
Population, survey (definition), 42
Population being surveyed, tailoring

design for, 37–38
Positive regard, showing, 24

Postal service. See U.S. Postal Service;
U.S. Postal Service Delivery
Sequence File (DSF)

Postcards:
reminders, 372
thank you, 24, 243, 250–253

Pragnanz, 169
Preattentive processing, 166, 167
Predicting election outcomes, 1, 344–345

Roosevelt/Landon, Literary Digest
(1936) blunder about, 3–4

Predicting survey methods, 457
Preexisting relationship, e-mails and, 45
Prenotice letter, 243, 244–246
Prevention method, 190
Primacy/recency effects, 146, 315–316
Priming, 160–161
Privacy. See Security issues
Probability-based household Internet

panel, foreign, 447
Probability sampling, 54–62. See also

Coverage; Sampling
how to draw a simple random

sample, 61–62
how large should a sample be, 55–60
versus nonprobability methods of

samplings, 55
sampling error defined, 55
table of completed sample sizes

needed (for various population
sizes and characteristics at three
confidence interval widths), 57

Probes, programming, 116–118, 149
Programming/hosting, 200, 232
Properties, visual design, 91
Proximity principle, Gestalt, 91, 92, 426
Psychological models of survey

response, 20–21
Public lists. See General population

surveys
Public Opinion Quarterly, 44
Push polling, 30

Quality of life in community, survey on,
164–165, 207

Question(s), crafting, 65–106
analog scales, visual, 77
anatomy of survey question, 77–79
attitude and opinions, requests for,

70–71
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Question(s), crafting, (Continued)
behaviors and events, requests for, 71
bicycle ride analogy, 107
calculation tools, automatic, 76
closed-ended questions (see

Closed-ended/scalar questions)
description/elaboration, requests for,

108, 113–118, 149 (see also
Open-ended questions)

drop-down menus, 77
example of three ways to ask same

thing (hours spent studying),
65–67, 140

factual or demographic information,
requests for, 70

formats possible, 72–77 (see also
Closed-ended/scalar questions;
Open-ended questions)

examples, 74
shifting from one format to

another, 73–75
guidelines for choosing words and

forming questions, 79–89,
105–106

applicable to respondent (G. 4.1),
79–80, 105

complete sentences with simple
sentence structures (G. 4.7),
86–88, 106

fewest words possible (G. 4.6),
85–86, 106

one question at a time (G. 4.3), 81,
82, 106

response task specified (G. 4.9), 89,
106

simple and familiar words (G. 4.4),
81–83, 106

specific and concrete words
(G. 4.5), 84–85, 106

technical accuracy (G. 4.2), 80–81,
105

“yes” means yes and “no” means
no (G. 4.8), 88–89, 106

guidelines for visual presentation (see
Visual presentation, question(s))

holistic approach, 71–79
introduction/overview, 65–68,

105–106
issues to consider when crafting

survey questions, 68–71

list of items, requests for, 108,
111–113, 149 (see also
Open-ended questions)

mode of survey and, 68, 321–322
numerical responses, requests for,

108–111, 149 (see also
Open-ended questions)

open-ended questions (see
Open-ended questions)

other surveys with same question,
and, 68–69

previously collected data
comparisons and, 68–69

question stem, defined, 77–78
scalar questions (see

Closed-ended/scalar questions)
tailored design, 35
type of information requested, 69–71
visual presentation (see Visual

presentation, question(s))
web surveying, new response

mechanisms, 76–77
willingness/motivation to answer

question, 69
Questionnaire(s), 151–233

Internet (see Internet/web survey
questionnaire design)

introduction/overview, 151–157,
230–233

mail (see Mail survey questionnaire
design)

pretesting, 219–230, 233
cognitive interviews on complete

questionnaires (G. 6.36),
221–227, 233

experimental evaluations of
questionnaire components
(G. 6.37), 227–228, 233

feedback on draft, getting (G. 6.35),
220–221, 233

pilot study, subsample of
population (G. 6.38), 228–230,
233

racial background example, 219
question order effects, 154, 160–165

anchoring, 161, 162–163
assimilation effect, 160, 161
avoiding extremeness, 161, 164–165
carryover effect, 161–162
cognitive-based, 160, 161
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consistency, 161, 164
contrast effect, 160, 161
mail versus telephone, 312
normative-based, 160, 161
norm of evenhandedness, 161,

163–164
overview diagram, 161
priming, 160–161
subtraction effect, 161, 163

question order guidelines, 157–165,
230–231

beginning with questions salient to
nearly all respondents (G. 6.1),
157–158, 230

events in order of occurrence
(G. 6.4), 159–160, 231

first question (G. 6.2), 158–159, 230
grouping related questions,

157–158, 230
sensitive/objectionable questions

at end (G. 6.3), 159, 230
unintended question order effects

(G. 6.5), 160–165, 231
tailored design, 35
technology and, 154–157

color, 155
fillable PDF files, 155
optical processed paper

questionnaires, 154
printing capabilities, 155
respondent identification numbers,

155
variation, 155
web programming, 155

visual processing of (see Visual
processing)

visual stimulus, creating common,
165–181, 231 (see Visual
presentation, questionnaires)

web (see Internet/web survey
questionnaire design)

Questionnaire User Interface and the
Generalized Instrument Design
System (QUI-GIDS), 415

Question order effects. See under
Questionnaire(s)

Racial background questions, 219,
322–323

Radio buttons, 134–135, 322

Radio diaries, 305, 375, 376–377
Random digit dialing (RDD), 43–48,

344
Randomizing response options

(G. 5.17), 128–130, 150
Random sampling, 54, 61–62, 358–359,

380
Ranking. See Closed-ended/scalar

questions, nominal scales
Recency/primacy effects, 146, 315–316
Regions, visual (contrast/enclosure),

174–175, 231
Replacement questionnaire, 243, 252,

253–256
Required by law, response to survey,

226–227, 397–398, 411
Requiring answers to questions,

209–210, 232
Rereading, organizing question to

minimize need for, 103–105, 106
Research, unethical. See Institutional

review boards (IRBs)
Research and Development

Expenditures, NSF Survey of,
433–434

Respondent control, historical
perspective over 75 years, 2

Response. See Nonresponse errors;
Survey response, perspectives on

Results, evaluating survey, 62–63
Returned incentives, dealing with:

mail surveys, 269, 298
web surveys, 293, 299

Returned invitations/questionnaires,
dealing with:

undeliverable e-mail (bounced), 293,
298

undeliverable mail, 268–269, 298
Roosevelt/Landon, Literary Digest

(1936) blunder about, 3–4
Rule book, 178
Rules. See Laws/rules

Safety. See Security issues
Salutation, 247–248
Sampling:

completed sample (definition), 43
coverage and (see Coverage)
customer satisfaction surveys,

methods of, 51, 358–360, 380
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Sampling: (Continued)
Internet, and difficulty of algorithms

for, 9
interval, 61
lists:

address-based, 46 (see also U.S.
Postal Service Delivery
Sequence File (DSF))

developing/maintaining, 49–52
when no sampling list available, 52

nonprobability methods of, 55
probability methods of, 54–62
random, 54, 61–62, 358–359, 380
sample (definition), 42–43
sample frame (definition), 42
self-selection and sampling error

problems, 46, 338–339
size of sample required, 55–60
systematic, 61
tailored design and, 35

Sampling errors:
defined, 17, 19, 43, 55
example, 19
volunteer Internet panels, 46, 338–339

Scalar questions. See
Closed-ended/scalar questions

Scams, 29–30
School teachers, sampling methods for

theoretical national survey of, 62
Science and Engineering Research

Facilities, NSF Survey of, 417
Screen format. See Internet/web survey

questionnaire design
Screenshots, 218, 233
Scripting technologies, client-side, 214
Scrolling:

due to header/footer decreasing
usable space, 392

hybrid scrollable format, 202–203
scrollable boxes on web surveys, 116,

149
Security issues:

access codes/passwords, 205, 276,
435, 445

Bureau of Economic Analysis,
security issues, 420

CAPTCHA (Completely Automated
Public Turing Test to Tell
Computers and Humans Apart),
418

challenges in making Internet safe,
197, 444–445

Confidential Information Protection
and Statistical Efficiency Act of
2002 (CIPSEA), 400

confidentiality, ensuring, 28–29, 197,
444–445

electronic data collection, 420
encryption, 420
trust, establishing, 28–29

Segmentation process, 167
Self-selection and sampling error

problems, 46, 338–339
Selling under guise of survey research,

30
Sensitive/personal information:

faxing, 420–421
financial information requested by

census:
broad categories versus exact

numbers, 69
legitimate authority and

willingness to reveal, 37
minimizing requests for, 26–27
question order, 159, 230

Shape:
of answer spaces (circles/squares),

133–135, 150
similarity of, Gestalt principle, 92, 93

Side-by-side placement of questions,
avoiding, 193, 232

Similarity principle, Gestalt, 91, 92, 93
Size:

similarity of, Gestalt principle, 92, 93
visual design concept, 91

Social exchange framework:
application to survey design, 23–29
decreasing costs of participation, 22,

25–27
discount offerings and, 362–363
versus economic exchanges, 22
establishing trust, 27–30
increasing benefits of participation,

23–25
mail surveys and, 264
rewards, 22, 23–25
stamped return envelope and, 249
survey response as, 22
tailored design and, 16
theory defined, 22
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Social validation, 25
Spacing. See Visual presentation,

question(s); Visual presentation,
questionnaires

Spam:
avoiding e-mails being flagged as,

284–285, 298
indicators of, 272, 273

Sponsorship, 381–401
data collection organizations:

design/implementation
constraints, 399–400, 401

rules and practices, 388–398
size and complexity, 395–396

disabilities, accommodation of, 388
government (see Federal government

sponsorship)
institutional review boards (IRBs),

384–387
Internet/web surveys, 200, 232
introduction/overview, 381–382,

400–401
legitimate authority; establishing

trust with, 28
private sector, 394–395
response, recognizing influence on

(G. 11.2), 398–399, 401
survey response and, 28, 36–37
technology influences, 396–398
university, 392–394
web surveys, 200, 205, 232
welcome screen displaying

information about, 205
Square-shaped answer spaces, 133–135,

150
Stages of visual processing, 166, 167,

170–171
Stamped return envelope, 249–250
Standardizing answer spaces and

response options, 97–98, 106
Standards, code of (CASRO), 45
State abbreviations, 266
Statistics New Zealand, Annual

Enterprise Survey conducted by,
431, 432

Stopping/pausing mid-survey, and
later resuming, 215–216, 233

Stratification, 62
Students:

dissertation proposal, 39

hours spent studying (three ways to
ask same thing), 65–67, 140

instructor evaluation forms, group
administration, 377–378

NSF Graduate Student Survey, NSF,
405, 423

NSF Survey of Earned Doctorates,
302–303, 305, 405

proposal for ideal study, 41–42
proposal for survey on

discrimination/harassment
against minorities, 41–42

WSU Student Experience Survey,
32–33, 39, 114–115, 282, 283–284,
294, 303–304

Subordinating language, avoiding, 26
Subtraction effects, 123, 161, 163
Sugging, 30
Survey errors. See Error(s), survey
Surveying, history of:

chronological perspective:
through the 1960s, 2, 3–4
1970s through 1980s, 2, 4–6
1990s to the present, 2, 6–10
future, 440–457

evolving technology, 182–183
inability of surveyors to predict what

comes next, 457
mixed-mode surveys, 300–302
recent confrontation between

technology and culture, 12–13
web questionnaires, 195–196

Survey population, defined, 42
Survey response, perspectives on, 18–22

economic exchange theory, 18–20
general psychological models, 20–21
leverage-saliency theory, 21
social exchange theory, 16, 22, 23–29

Survey results, evaluating, 62–63
Symbols, 91

Tailored design method, 15–40
contacts and, 35
deciding on survey design and,

450–451
defined, 16, 38
developing tailored survey design for

your situation, 33–40
economic exchange theory of survey

response, 18–20
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Tailored design method (Continued)
error reduction and, 16–18
features of survey design that can be

tailored, 35
fundamental considerations (three),

16
future of, 452–456
general psychological models of

survey response, 20–21
incentives and, 35
individual questions, 35
international surveys, 455–456
leverage-saliency theory of survey

response, 21
mode and, 35
one-size-fits-all paradigm versus,

400–401
overview/introduction, 15–16, 38, 40
participation:

decreasing costs of, 25–27, 38
increasing benefits of, 16, 23–25, 38

questions/questionnaire and, 35
sample and, 35
as scientific approach, 16
social exchange theory of survey

response, 16, 22, 23–29
survey response, perspectives on,

18–22
trust, establishing, 38
variety of features, using, 30–33

Task completion, visual processing, 167,
168

Technological capabilities of survey
population, 200–201, 232

Technology:
browsers, 197
cell phones (see Telephone(s))
color, 155
communication systems, 444–446
fillable PDF files, 155
historical perspective on, 12–13,

182–183, 440
Internet, 197, 444–446
mixed-mode, trend toward, 301–302
optical scanning, 154, 183–185, 397
printing capabilities, 155
questionnaire design and, 154–157
respondent identification numbers,

155
variation, 155

web programming, 155, 197
web versus mail surveys, 154–157

Telephone(s):
Advances in Telephone Survey

Methodology, 44
cellular replacing landlines, 10, 44,

376
computer-assisted telephone

interviewing (CATI), 7–8
coverage, 43–44
cultural/technological shifts, 4–8, 10,

44, 46
declining response rates, 446
directories and general population

sampling, 10, 46
English/Spanish, 454
establishment surveys, 414, 415
mixed-mode:

completing survey on, 257
establishment surveys, 415
follow-up calls, 256, 449
format used in mail/web

approximating same stimulus,
143–144

sampling difficulties, 7
telephone script, CIPSEA

information, OMB approval,
400

touchtone data entry (TDE), 8
unanticipated by in-person surveyors

in 1950s/1960s, 457
unsolicited calls, 6
versus visual modes, 316–320
Wide Area Telecommunication/

Telephone Service (WATTS), 5
women, overrepresentation of, 52–53

Telephone Device for the Deaf (TDD),
388

Television viewing surveys, 15, 36
Testing surveys, 219–230, 233

cognitive interviews:
for complete questionnaire,

221–227, 233
parallel with experimental

evaluations, 227–228
results, on particular screen layout,

175
experimental evaluations of

questionnaire components,
227–228, 233
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feedback on draft, getting, 220–221,
233

paradata, collecting, 216–217, 233
pilot studies, 228–230, 233
pretesting questionnaires, 219–230,

233
racial background example, 219
web survey, 217–218, 233

Thank you, saying:
postcards, 24, 243, 250–253
tailored design, 24

Timeliness, improving, 302–303
Titles, survey:

paper surveys, 192–193
web surveys, 205–207

Tokens of appreciation. See
Incentives/tokens

Top-down processing, 167
Touchtone data entry (TDE), 8
Transactional analysis, 20–21
Translating languages, 455
Troubleshooting, 210–213, 232
Trust, establishing, 27–30, 38

ensuring confidentiality and security
of information, 28–29

historical perspective over 75 years, 2
at industry level, 29–30
making task appear important, 28
obtaining sponsorship by legitimate

authority, 28
providing token of appreciation in

advance, 28
unsolicited calls increasing mistrust, 6
web surveys and, 9

Turing test (CAPTCHA: Completely
Automated Public Turing Test to
Tell Computers and Humans
Apart), 418

Uncertain category (nonsubstantive
options), 147–148, 150,
453

Undeliverable e-mail (bounced),
dealing with, 293, 298

Undeliverable mail, dealing with,
268–269, 298

Unified versus mode-specific design,
326–329

Unimode design, 13
Unipolar ordinal scales, 135, 136

University(ies):
alumni/contributors on same list, 50
federal surveys of, 15
surveys sponsored by, 392–394

University of Georgia, Latin American
and Caribbean Studies Survey, 117

Unsolicited calls, 6
Usability/usability study, 226
U.S. Census Bureau:

American Community Survey, 192,
220, 309, 388

cognitive interviews, 225
versus customer satisfaction surveys,

and promoting outcomes, 379
disabilities, accommodation of, 388
establishment surveys, 411, 415
financial information requested:

broad categories versus exact
numbers, 69

legitimate authority and
willingness to reveal, 37

Internet in-house system (Census
Taker), 415

interviewer training (1930s/1904s), 3
mixed-mode design (mail/web), 309,

322–326, 449
multiple languages, 174, 455
newborns and, 225
postcard proposal rejected, 381–382
QUI-GIDS, 415
Response Required by Law, 226–227,

397–398, 411
sponsorship effects, 37, 381–382, 388,

389–390, 395–396, 397–398, 411
testing/evaluating:

booklet design versus alternative
forms (1990s), 185–186

branching instructions (2000 field
test), 190, 191

cognitive interviews, 225
example of protocol for testing

census questionnaires, 222–223
“It Pays to Be Counted,” 226–227
proposed replacement for Long

Form (1990s), 192
USDA-NASS (U.S. Department of

Agriculture’s National Agricultural
Statistics Service), 406, 416

U.S. National Park Service (NPS),
371–372
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U.S. National Survey on Drug Use and
Health, 308

U.S. Postal Service:
certified mail, 256
compliance with regulations of, 266,

298
cost, 61, 263, 297
example of web survey invitation

sent by, 281
holidays, 260
junk mail, distinguishing from,

261–262, 297
surveys using (see Mail survey(s);

Mail survey implementation)
thank you postcards, 243, 250–253
undeliverable mail, procedures for

dealing with, 268–269, 298
U.S. Postal Service Delivery Sequence

File (DSF):
business/residential addresses,

differentiating, 47
defined, 46–47
emerging potential of, 345, 376
matching addresses on other lists to

get names and other data, 49, 376
mixed-mode designs, tool for

establishing web surveys, 307,
329, 345

RDD (random digit dialing)
comparison, 47–48

relevance of mail and paper surveys
and, 446

research on use of, 376
study conducted based on, 234–236,

243, 259, 261–262, 272, 286, 295

Validation:
data, in web surveys, 213–214
social, 25

Values, group, 24
Virus, computer, 9
Visual analog scales, 77
Visual design concepts, 89–95

brightness/contrast/color, 91 (see also
Brightness/contrast; Color)

different layouts producing different
responses, 311

elements that communicate
information to respondents,
91

example of asking for a date, 93–95
font, 91 (see also Fonts)
Gestalt grouping principles, 91, 92, 93

(see also Gestalt grouping
principles)

graphics, 91
historical perspective on, 13–14
mail versus web surveys, comparable

results, 452
numbers, 91
overview table, 91
properties, 91
size, 91
symbols, 91
words, 91

Visual modes:
versus aural, 314–316, 334–335,

351
changes in, and minimizing

measurement error, 335, 351
longitudinal surveys, 334–335, 351

Visual presentation, question(s), 89–104,
106

design concepts, 89–95
example of poor design, with

revisions, 96
guidelines for, 95–104, 106

choosing line spacing, font, and
text size to ensure the legibility
(G. 4.19), 104, 106

consistency/regularity (G. 4.14),
98–99, 106

consistent messages (G. 4.15),
99–101, 106

emphasizing/de-emphasizing
elements (G. 4.13), 98, 106

integrating special instructions
into question where they will
be used (G. 4.16), 101–102,
106

organizing question to minimizes
need to reread portions in
order to comprehend the
response task (G. 4.18),
103–105, 106

separating optional or occasionally
needed instructions from
question stem by font or
symbol variation (G. 4.17),
102–103, 106
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standardizing answer spaces and
response options (G. 4.12),
97–98, 106

using darker and/or larger print
for question and lighter
and/or smaller print for
answer choices and answer
spaces (G. 4.10), 97, 106

using spacing to help create
subgrouping (G. 4.11), 97, 106

influence on respondents, 89–95
Visual presentation, questionnaires,

154, 165–181, 231
alignment/vertical spacing (G. 6.6),

169–173, 231
beginning/end of questions/sections

(G. 6.9), 175–177, 231
clutter, avoiding visual (G. 6.11),

178–179, 231
color (G. 6.7), 173–174, 231
consistency (G. 6.6), 169–173, 231
contrast (G. 6.7), 173–174, 231
contrast (G. 6.8), 174–175, 231
emphasizing/de-emphasizing

(G. 6.10), 177–178, 231
grouping (G. 6.8), 174–175, 231
matrixes, minimizing use of (G. 6.12),

179–181, 231
navigational path (G. 6.7), 173–174,

231
regions, with contrast/enclosure

(G. 6.8), 174–175, 231
Visual processing, 166–182

attentive processing, 167, 168
basic page layout, 166
bottom-up processing, 166, 167
figure/ground orientation, 167

foveal view, 167
information organization, 167–168
preattentive processing, 166, 167
segmentation process, 167
stages of, 166, 167, 170–171
task completion, 167, 168
top-down processing, 167

Volunteer Internet panels. See
Internet/web panel surveys

Washington state:
driver’s license holders, 240
Family Farming and Ranching in

Washington, A Woman’s
Perspective, 32

Washington State University (WSU):
Lewiston and Clarkston Quality of

Life Survey, 192, 194–195, 281,
287

“library instruction” example, survey
on use of university resources,
122, 123, 216

plagiarism, survey on, 163
Student Experience Survey, 32–33, 39,

114–115, 282, 283–284, 294,
303–304

Web-lite, 418–419
Web surveys. See Internet/web

survey(s)
Welcome/closing screens, 204–205, 232
“Wonderful,” 368–369
Words, as visual design element, 91

“Yes” meaning yes; “no” meaning no,
88–89, 106

Z fold, 264–265
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