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has shown that visual layout affects respondents in many different ways.
These effects were the main focus of the 2007 update (Dillman, 2007) and are
developed further throughout this third edition of the book.

- In addition, we also devote a chapter to longitudinal surveys and a new
kind of tailored design, the Internet panél survey. In that chapter we discuss
the unique challenges faced by each of these types of surveys as well as
some challenges that are common to both. Another new chapter discusses
how sponsorship affects survey design, with an emphasis on the regulatory
impacts of institutional review boards and the Office of Management and

Budget.

’ CONCLUSION

When interviewers walked city streets or traversed the countryside by car
in the 1940s to sample households and interview the people who lived in
them, they were pursuing the same objective that would later be pursued by
surveyors in the 1970s who sent written questionnaires to postal addresses or
who called telephone numbers randomly to contact people, and by surveyors
in the 2000s who sent e-mail requests asking people to complete a survey on
the Internet. The scientific tenets of surveying—that is, getting a sample
of a few hundred or thousand respondents to allow estimates with known
precision to be made for the population from which they are selected—have
remained the same. However, the methods used for asking questions and
obtaining answers and knowledge of the factors that influence the accuracy
of those answers and the proportion of people who will provide them have
changed dramatically.

This book is about obtaining high-quality responses in the early twenty-
first century using the technology available and results of decades of research
on factors that influence people to answer survey questions and to respond
accurately. Each of the remaining 12 chapters covers some aspect of data
collection and how to tailor to different survey populations and situations.
Webegin in Chapter 2 with the tenets of tailored design, focusing on scientific
and theoretical knowledge about what makes people likely to respond to
surveys and how to create effective interaction with respondents to encourage
cooperation and valid answers to survey questions.

CHAPTER 2

The Tailored Design Method

“ONSIDER FOR a moment the following examples of the enormous variety
f circumstances surveyors now face, each of which captures a situation we

ave encountered recently:

Each month a federal agency conducts a survey of thousands of busi-
nesses about their number of employees. The survey is very short, only
six questions, but the agency has to collect the data and report it in less
than 2 weeks.
A television rating organization collects people’s viewing habits from
each of the nation’s several hundred television markets to describe those
habits accurately for each market for a specific week of the year.
The elected leaders of a U.S.-based professional organization changed
e program for its annual meeting and now wants to know whether
ttendees liked or did not like the change. One challenge was that the
umber of attendees from other countries had increased significantly,
nd the leaders wanted to survey enough of them to know whether their
atisfaction level was different from that of U.S. participants.

ederal agency that is surveying universities faces the challenge of col-
cting information that is known in individual academic departments
s not generally available from a centralized office.

be apparent, even from this small list, that the same procedures
work for all surveys. But how does one go about deciding which
s to use and not use, and by what criterion does one choose certain
for collecting data over others? Also, under what conditions should
ose a single survey mode, and under what conditions is it better to
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At first glance, this situation may hardly seem different from that faced
for decades by survey researchers. However, the dizzying array of mode
possibilities now available, individually and in combination with one another
and each with quite different cost implications, adds to the complexity of
the situation. In addition, the dramatic changes described in Chapter 1 with
regard to the presence or absence of human interaction, trust in the legitimacy
of the survey, and changes in respondent control over whether and how they
can be contacted, make what once may have been a simple survey design
situation much more difficult. In this chapter we introduce tailored design as
a means of helping sort out survey procedures that are effective from those
that are ineffective given specific survey contexts.

Tuilored design involves using multiple motivational features in compatible
and mutually supportive ways to encourage high quantity and quality of
response to the surveyor’s request. It is developed from a social exchange
perspective on human behavior, which suggests that respondent behavior
is motivated by the return that behavior is expected to bring, and in fact,
usually does bring, from others. It assumes that the likelihood of responding
to a self-administered questionnaire, and doing so accurately, is greater when
the respondent trusts that the expected rewards will outweigh the anticipated
costs of responding.

Underlying this general approach are three fundamental considerations.
First, tailored design is a scientific approach to conducting sample surveys
with a focus on reducing the four sources of survey error—coverage, sam-
pling, nonresponse, and measurement (Groves, 1989)—that may undermine
the quality of the information collected. Second, the tailored design method
involves developing a set of survey procedures (including the contact letters
or e-mails to respondents and the questionnaire) that interact and work to-

gether to encourage all people in the sample to respond to the survey. Thus,
it entails giving attention to all aspects of contacting and communicating
with respondents—few, if any, aspects of this process can be ignored when
using a tailored design strategy. Finally, tailoring is about developing survey
procedures that build positive social exchange and encourage response by
taking into consideration elements such as survey sponsorship, the nature of
the survey population and variations within it, and the content of the survey

questions, among other things.

REDUCING TOTAL SURVEY ERROR

Conducting surveys that produce accurate information that reflects the views
and experiences of a given population requires developing procedures that
minimize all four types of survey error—coverage, sampling, nonresponse,
and measurement (Groves, 1989). Reducing survey error means selecting the
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Reducing Total Survey

the entire population (low coverage error) and from which a larg
random sample of the desired population can be drawn (minimizes
~ error), designing an implementation system that encourages most
. the sample to respond (reduces nonresponse error), and approachin
dents in the contacts and the questionnaire itself in a way that er
and enables them to provide thoughtful and honest answers (decre
surement error).
Coverage error occurs when not all members of the populatio
known, nonzero chance of being included in the sample for the su
when those who are excluded are different from those who are inc
measures of interest. Coverage error can occur because the choi
ey mode may not provide adequate coverage of the population,
se with Internet surveys where a significant number of people
oﬁ&mﬂosm do not have access to the Internet. It can also occur wh
from which the sample is drawn does not include everyone in the po
ch as when a sample frame based only on households with listed t
umbers is used or when a list is not current and excludes people wi
oined in the last year (for a more in-depth discussion of covers
Chapter 3).
The extent to which the precision of the survey estimates is limitec
very person in the population is sampled is described as the
The power of random sampling, which is discussed in detail
that estimates with acceptable levels of precision can usually
opulation by randomly surveying only a small portion «
population. For example, a researcher can survey about 100 ;
- general public and achieve estimates with a margin of
with a 95% confidence level (i.e., 95 out of 100 times the
thin +10%). Surveying 2,000 people reduces the margin
+2%. Surveying 100, or even 2,000, people rather than the
03 million who live in the United States represents an enorn
«cost savings, but doing so means that one has to be willir
e error in the estimates. In other words, sampling error res:
g only some rather than all members of the population and
1 sample surveys.
source of error, nonresponse md,ov stems from not ge
was sampled to respond to the survey request. No:
vhen the people selected for the survey who do not
om those who do respond in a way that is importa
ple, a survey of voting intentions for a presiden
rife with nonresponse error if Democrats were sigr
spond than Republicans. Minimizing nonresponse
cconsiderably more depth in Chapter 7) 540?% |
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questionnaires from people of different sociodemographic groups or with
other characteristics that may be important to the study (i.e., from different
types of people). .

Lastly, measurement error occurs when a respondent’s answer is EmnoE...ﬂm
or imprecise. Measurement error is often the result of poor question wording
or design and other aspects of questionnaire construction (see Chapters 4-6).
Because interviewers are not present to help respondents navigate the survey
and understand the meaning of the questions in self-administered surveys,
questionnaire layout and the design and wording of individual questions are
extremely important in ensuring that respondents give accurate and precise
answers.

Figure 2.1 presents four surveys, each of which failed to achieve its ob-
jectives as originally designed but for very different reasons. These surveys
illustrate how each of the four sources of error can undermine survey projects
and how designing effective surveys involves paying attention to reducing

total survey error.

PERSPECTIVES ON WHY PEOPLE RESPOND
TO SURVEYS

TuEe Economic EXcHANGE VIEW OF SURVEY RESPONSE

Several years ago an investigator for a very large and well-financed E&o.ﬁmw
mail survey about the retirement resources and plans of the survey population
called to ask a single question: “I am doing a mail survey that will ask about
people’s retirement resources and will be about 16 pages long. How much
do I have to pay them in order to get them to respond?” His question was
framed from the perspective of economic exchange, much like one might ask
what price needs to be set in order to get everyone to buy a book, a piece of
software, or even a meal in a particular restaurant.
There are several problems with attempting to set a price for what re-
sponding to a survey is worth to a respondent and with using money as
the primary motivation for seeking a response. People’s price points, if they
have one, are likely to vary widely, so that the responses of those who judge
a given payment as adequate may differ significantly from the responses of
those who do not. In addition, very few surveyors have the resources to pay
an amount that would guarantee a response from most or all respondents, so
in general economic exchange is not a usable model for surveyors. Further-
more, considerable research (discussed in detail in Chapter 7) suggests fairly
substantial payments to respondents are not as effective in H&m&am response
rates as small token cash incentives given in advance. Also,many survey
sponsors in widely different settings—government, universities;.and the pri-
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Perspectives on Why People Respond to Surveys

_Figure 2.1 Why surveys fail.

A designer of health rehabilitation devices wanted to understand potential demand for its products among the
U.S. general public and how having health insurance might affect the ability to purchase those devices. They
.commissioned a survey of raore than 10,000 people who were members of a volunteer Internet panel.

Why did this survey fail? About 30% of Americans do not have access to the Internet, and the Intemnet pane
mostly included very young and highly educated people. This was of particular concern for this study becau
hbealth needs and insurance coverage have been shown to differ by age and education. Therefore, the SpONSQ
could not accurately assess the demand for the products or the influence of having health insurance on
purchasing them.

Coverage error results from all members of the population not having a known, nonzero chance of being
included in the sample and from those excluded differing from those included.
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'hD student working on her self-financed dissertation spent many months designing a survey of high schoo
tudents to compare differences across schools. However, the student could only afford to mail out 100 survey
ith no reminders, for each randomly selected school in her sample. Because of these limitations, it was likel;
at only 25 to 30 students from each school would respond,

Why did this survey fail? The largest difference the student expected to find among the surveyed groups wa
ercentage points, and most differences were likely to be even smaller. The small completed sample from e:
¢hool meant that the margin of error for her estimates (15%) was larger than the differences she expected
tween schools, meaning that significant differences could not be detected.

resident at 2 major university administered a 40-minute web survey to all faculty, staff, and students 2
ersity. The survey used a standard questionnaire that was used at other universities and that contained
of questions about bias and harassment repeated for many different minority groups found through
itry: In addition the survey required an answer for each question.

id this survey fail? Early survey takers became upset at the length of the survey and at being forced to
estions about minority groups that were not present, or that they did not know about, at their

This dissatisfaction became a topic of conversation in offices and classes, with the result that oth

aged from completing the survey. In the end, only people who were very interested in the topic

the survey, so only their experiences were represented in the final data.

ponse error results when people selected for a survey who do not respond are different in a way t
ttant to the study from those who do respond.

eful thinking about each question in a customer satisfaction survey conducted by a public

nse scales were varied across questions. On one page, a scale began with very satisfied and ende
fied, but a later scale on the same page began with not at all satisfied and ended with complet

fferent labels and ordering of categories). Later, respondents were asked to enter a numeric

X with 5 meaning very dissatisfied and 1 meaning very satisfied.

 fail? People made mistakes when responding to the questionnaire, sometimes marking a
while intending to register dissatisfaction because thé®tales were not listed in the same
iestions and because their expectation that larger numbers are associated with the higher e
ot met, Additionally, the use of different category labels for different services undermined f
ponsor to compare satisfaction scross the services.

rror results from inaccurate answers to questions and stems from poor question wording,
t aspects of the respondents® behavior.
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their surveys. Finally, there are many other influences on whether people will
respond to a survey, and focusing on only one while ignoring others would
seem to unnecessarily limit one’s ability to obtain responses.
Nonetheless, as Internet surveying has grown and surveyors increasingly
find themselves with e-mail but not postal addresses of respondents, the
practice of offering cash payments contingent on receiving a completed ques-
tionnaire and a postal address has increased substantially. In addition, panel
surveys (discussed in Chapter 9) often recruit people based on promises of
such postsurvey payment for each survey. When a European conductor of
one such panel was asked in late 2006 about the normal payment, he re-
sponded without hesitation, “1 Euro for 10 minutes is the norm.” An eco-
nomic exchange with a singular focus on cash payment contingent upon
response is not the model we follow in our social exchange framework.

GENERAL PsYCHOLOGICAL MODELS OF SURVEY RESPONSE

Others have attempted to apply general psychological models to understand-
ing survey response. The foundations of these models come from a variety of
sources, many of which (e.g., behavior reinforcement, Maslow’s hierarchy of
human needs, and cognitive dissonance) were described by Cape (2006) with
respect to their potential application to survey methodology. The general
premise here is that people are motivated by many different considerations,
both extrinsic and well as intrinsic, in developing their responses to different
situations. '

In an early application of a psychological model to survey response,
Groves, Cialdini, and Couper (1992) applied Cialdini’s (1984} influence theo-
ries to the conduct of interview surveys. Cialdini argued that concepts such
as scarcity of opportunity, consistency with previous behavior, desire to re-
ciprocate, enjoyment of task, and social proof (i.e, what other people have
done or are perceived as doing in the face of similar opportunities) are all
social psychological elements upon which one draws in deciding whether to
comply with a request to do an activity. Groves et al. argued that these ele-
ments influence decisions about survey requests in particular and, based on
this, made the case that they should be built into the survey process whenever

possible to encourage higher response.

In another approach, Comley (2006) used transactional analysis, a psycho-

ecific recommenda-
tions for how one should and should not interact with respondents through-
out the survey process. In particular, Comley pointed out that to maintain
their sense of well-being people need units of positive regggnition but that

analytic theory developed by Eric Berne, to develop sp

surveyors often use an adult-to-child interactional style.that turns respo
dents off rather than an adult-to-adult style that would give them the pos
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.m..bmémum are invalid. Please review all the questions on this page” is ai
Hcﬁgm-mwﬁm message that will likely leave some respondents cold
Crease nonresponse.

HE LEVERAGE-SALIENCY THEORY OF SURVEY RESPONSE

Iding upon the ideas developed through the application of Ci
tk to the survey setting, Groves, Singet, and Corning (2000) dex
mwmummo-mmmmbnm theory, in which they proposed that respond
ew surveys are differentially motivated to respond by different

he survey (i.e., leverage) and by how much emphasis is put on eact
the surveyor (i.e,, salience). For some, cash incentives may be imy
or others, topic and sponsorship or personal community invok
be important. Each design feature will have varying amounts of le

1e decision to cooperate for different people. In addition, the am
is that the survey sponsor puts on a design feature (i.e., how sal
or makes it) will interact with the importance the respondent pl
ifecting the final decision to respond or not. If the respondent is s
ed to participate by the topic of the survey and the surveyor
ety salient throughout the implementation process, the resp
ghly likely to respond. If, however, the topic of the survey is
respondent and the surveyor makes the topic very salie
will be highly unlikely to respond unless some other as
r the request to complete it exerts enough positive lever
nt and is made salient enough to overcome this negative
..wuomnr\ Groves et al. (2000) argued that advance letters fr
rganization may have more effect on some than others bz
, ,oﬁ the sponsoring organization. They also proposed that
spond differently than older people to various incentiv
more greatly affected by whether the interview is by tele
ley are given the possibility of a data collection mode tha

ge-saliency approach suggests that an overemphasis on a

tractive to some potential regpondents but not othe
nonresponse error if it is related to an important v
itional research on the leverage-saliency theory w:
ine whether an appeal based upon topic would p:
roves, Presser, & Dipko, 2004). Although people
re much more likely to respond, the impact on :
The main implication we draw from this ver
h is that it is important for appeals to respond
attempt to encourage all types of survey rec
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SURVEY RESPONSE AS A SOCIAL EXCHANGE

y underlies the tailored design method and provides the
h we attempt to identify and implement

ways of increasing the likelihood of response. As it was first applied to survey

methodology in the 1970s (Dillman, 1978), social exchange, like leverage-

saliency, focused on appealing to potential respondents in multiple ways.

However, in this revision we have sought to up date the social exchange
perspective on survey nonresponse with knowledge gained from the various
frameworks mentioned previously and, in particular, to place an emphasis on
utilizing more mutually supportive response-inducing factors in an attempt
to appeal to the many different types of respondents that can exist within any

survey population.
At the most basi
actions are motivate
do, bring from others (Blau,
others when the perceived rewar

Social exchange theor
overarching framework within whic

¢ level, social exchange posits that people’s voluntary
d by the return these actions are expected to, and often
1964). People engage in a social exchange with
ds outweigh the expected costs. Rewards are

what one expects to gain from a particular action, and costs are what one
will have to give up, or spend, to receive the rewards. Entering into social
exchanges requires trust that the other party will provide a valued reward in
the future, although not necessarily to the respondent. In other words, trust
is the expectation that the sponsor will carry through on the promises made.
As discussed previously, social exchange should not be equated with eco-
nomic exchange. Social exchanges are different from economic ones both
because there is only a general expectation of a return and because they in-
volve various types of rewards and costs. In contrast, economic transactions

4
rely exclusively on the exchange of money, where exact monetary values are
used to measure wWor

th and explicit time periods are often specified for when
the rewards should be provided. In social exchanges,

the exact nature of the
benefits and when they will be provided are often not specified in advance;
instead, they are left o

pen to the discretion of the person providing the re-
ward. For example, after hosting a

dinner party for a group of friends, one
may expect others to reciprocate but cannot specify
party they should have or even guarantee that others will have a party atall

An example of how soci
be illustrated by the research on providing survey incentives. Small toke

incentives provided with the request to complete the survey significantl

improve response rates, whereas a promise to pay people after completin

the survey has mini

1993; James & Bolstein,
people an incentive in advance encourages par
they should reciprocate for the reward they receive by completing the surv
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1990, 1992; Johnson & gnrmcmmm? 1990). Providin;

when or what type of .

ial exchange differs from economic exchange can

tects on whether people respond (Church

ticipation because people fee
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PPLYING SOCIAL EXCHANGE TO SURVEY D

al exchange is a subtle but powerful method for motivating pe
Qv to surveys and is particularly useful for surveyors because tl
ey can typically offer are relatively small. The theory of socia
mﬂm three key questions about how the design of the @ﬂmmﬁou.
iplementation process can motivate people to respond to the

H.H.O..S can the perceived rewards for responding be increased
E..ué can the perceived costs of responding be reduced?
How can trust be established so that people believe the res
tweigh the costs of responding?

are many different ways to establish trust and increase ben
g nOme\. our suggestions were developed based on tradi
social exchange as developed originall

socia, y by Blau (1964)
Q.. Thibaut and Kelley (1959) and on more recent ideas al
ocial context from others whose works were reviewed

EASING THE BENEFITS OF PARTICIPATION

social exchange, people are motivated to act by tk
H...mnm?m. As people receive more and more requests tc
v, &SH% of participation in any one survey may decrez
mmm..% participated in one or two surveys may feel they
utvey participants (Groves & Magilavy, 1981). Thus,
d to distinguish their survey request from other rec
enefits of responding to the survey. |

on about the Survey

tion to potential respondents about the survey an
ey will be used to benefit them and others can
n (Groves et al., 1992). In particular, sending i
vba informative brochures that explain why t
msm that highlight the.importance of particiy
cision o participate.

e of reward from knowing they have he
_.Homc. Appealing to people’s helping ten
ibility can encourage them to respond to t
°y requests that ask people for their hel

ndents’ assistance is needed and subor
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survey sponsor to potential respondents. For example, Mowen and Cialdini
(1980) found that including the phrase “it would really help us out” at the
end of their survey request increased survey participation by 19 percentage

ﬁowﬂm.

Show Positive Regard

Similar to asking for people’s help, showing positive regard can also encour-
age people to participate in the survey. Thibaut and Kelley (1959) noted that
many people feel rewarded from being regarded positively by another per-
son. Personally addressing contacts, providing a toll-free number to call with
questions, and providing various ways for people to respond can show pos-
itive regard and respect for potential respondents, which may help motivate

them to participate in the survey.

Say Thank You

Verbal appreciation can be an important reward in social exchanges (Blau,
1964). Phrases such as “We appreciate your help” or “Many thanks in
advance” can be added in contact e-mails or letters to increase the likeli-
hood of people responding. In addition, a postcard follow-up designed as
a thank you for the prompt return of “the important questionnaire we sent
to you recently” has been found in some surveys to increase survey partic-
ipation almost equal to the initial mailing with the questionnaire (Dillman,
Christenson, Carpenter, & Brooks, 1974).

Support Group Values

Most people identify with certain groups, such as being an American citizen
or a dues-paying member of the Nature Conservancy. By tailoring commu-
nications to the survey population, sponsorship, and topic, one can appeal to
values shared widely by those in the group. Supporting people’s values can
convey a sense of reward in them (Blau, 1964). Showing support for shared
values also underlies efforts to appeal to potential respondents on the basis of
a study’s social usefuiness (Dillman, 1978; Slocum, Empey, & Swanson, 1956).

Give Tungible Rewards

As discussed earlier, providing potential respondents with token financial
incentives (ranging from $1 to $10) with the survey request has been shown
to significantly increase the number of people who respond. Other types
of incentives, such as charity donations and ballpoint pens, have also been
shown to have modest effects on response when provided with the request to
complete the survey. Providing token incentives in mmam%nm evokes a sense of
reciprocal obligation such that people feel the need to respond to the reward

Applying Social Exchange to Survey ]

lake the Questionnaire Interesting

U.mm.mm,abm questionnaires with questions that a wide variety of
teresting will encourage higher response rates. Liking to do .
an be a powerful determinant of human behavior (Cialdini, 19
e topic of the survey is highly salient to potential respondent:
ore likely to complete the questions than when the topic is of lo
berlein & Baumgartner, 1978). Even when not all potential re
y be interested in the topic, questionnaires can be made more |
ﬁﬁwwoA\gm their visual layout and design, ordering questions sc
ging ones are placed early in the questionnaire, and crafting
are easy to understand and answer.

vide Social Validation

g that other people similar to themselves have completed :
ongly influence people to participate in a survey (Groves ef
e people frequently use the actions of others as standards «
ot their own actions and feel rewarded when they see ther
to most others in a group, they are more likely to comply wit
*rmu\ believe others like them would as well. For example, in
s, telling people that many others have already responded e
ct in a similar way and respond to the survey.

ple that Opportunities to Respond Are Limited

rceive rewards as more valuable when opportunities becc
w.&.\ 1992). Telling people, in a friendly and nonpatron:

re relatively few opportunities to respond and that the
pportunity to respond unless they do so quickly can ,
mﬁﬁ@ﬂm (Petrie, Moore, & Dillman, 1998). Likewise, ex
respondents how only a small number of people are selec
have a similar motivating effect.

mﬁum%?ﬂ THE CO51S OF PARTICIPATION

m&ﬁ.ngm the costs of participating in a survey is close
e rewards. However, there are also particular stra
se to decrease the perceived costs of responding tc
rewards.

nt to Respond

,,B,o.m* effective ways of decreasing costs is making
ople to respond. This may involve offering a desi
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and including a link that, when clicked, will open their browser and take
them directly to the survey to make it more convenient for them. Likewise,
including a prepaid return envelope with postal questionnaires has been
shown to increase response rates because it is easier for respondents to return
the completed questionnaire when they do not have to find, address, and
stamp an envelope (Armstrong & Luske, 1987).

Avoid Subordinating Language

People prefer not to feel that they are dependent upon others, and Blau (1964)
argued they will expend great effort to avoid feeling subordinated. Consider
these contrasting statements that might be included in a letter or e-mail to

potential respondents:

» “For us to help solve the school problems in your community, it is nec-
essary for you to complete this questionnaire.”

e “Will you please be a part of helping to solve the school problems in
your community? Your responses can assist this community in fully

understanding the issues facing schools here.”

The first statement subordinates the respondent to the surveyor using what
Comely (2006) might consider an adult-to-child style, whereas the second
statement makes the respondent feel that the surveyor is dependent on him
or her. Asking a person for help or assistance subordinates the sponsor to the
potential respondent rather than vice versa and is one way to decrease the

costs and increase the rewards of participation.

Make the Questionnaire Short and Easy to Complete

Questionnaires that appear short and easy to fill out reduce the perceived
costs of responding. For most people, one of the biggest costs of responding to
survey requests is the time it takes to complete the survey. Research has shown
that longer questionnaires achieve slightly lower response rates (Heberlein &

Baumgartner, 1978) but does not confirm that using more pages for the same -
1997). Other research :

with carefully organized

number of questions decreases response rates (Leslie,

has shown that respondent-friendly questionnaires,
questions in easy-to-answer formats, can improve response rates (Dillman,

Sinclair, & Clark, 1993). Thus, designing questionnaires to enhance usability

and minimize respondent burden, as well as keeping questionnaires short
can decrease the costs of responding to the survey.

Minimize Requests to Obtain Personal or Sensitive Information
]

Many survey questions ask for information that some people do not want
reveal to others. For example, surveyors often ask people about their incor
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sexual behavior or drug use. Surveyors should only incl
wpmw@wm information when the responses are essential to
tives. When these types of information are an importan
y, efforts can be made to provide explanations for why respc
lons are important and how the information will be kept
en anonymous. In addition, the choice of question word:
the requests for personal information.

ents can sometimes be offered that point out how
lar survey is consistent with something one has al
e, a survey of members of a particular organization 1
g statement: “We really appreciate your support f
ent of dues, and we want to be responsive to your e
g this web survey will give us guidance on how best 1
llow members.”
0'be consistent may also explain why, in panel su
1d to the initial request, it is much easier to get therr
msmmwm (Otto, Call, & Spenner, 1976). Consisten
e “foot-in-the-door” technique, where people are
ge task if they are first asked to perform a st
en & Cialdini, 1980). A survey of national p
1 this technique by first asking people to respo
1pon entering the park and then asking them to
the end of their visit (Dillman, Dolsen, & Machli

HING TrRuUST

xchange inyolves future 8bligations, one must tr
ow through and provide the return or reward a
cial exchange, there is no way to ensure th
omised as a benefit of the study will act
yor says “This survey will help our com
\g service to its customers,” or “This surve
cisions about how to allocate ?w&bm.
ay to guarantee that the results of the s
s expected. Thus. Botential recmanden:
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ansmitted via the Web, especially with respect to whether st
arantee that people’s responses will remain confidential and
m%,..,& establishing trust is by explaining the efforts that will
ure the confidentiality and security of people’s survey respos

the rewards as promised. Trust is critical to believing that in the long run the
benefits of completing the survey will outweigh the costs of doing so.

Obtain Sponsorship by Legitimate Authority

People are more likely to comply with a request if it comes from an authorita-
tive source that has been legitimized by larger society to make such requests
and expect compliance (Cialdini, 1984; Groves et al., 1992). Therefore, itis not
surprising that government-sponsored surveys achieve higher response rates
than those sponsored by marketing research firms (Heberlein & Baumgartner,
1978). In addition, the unique authority that some government agencies have
to inform people that their response to a survey is mandatory helps improve
response for government surveys of both businesses (Tulp, How, Kusch, &
Cole, 1991) and individuals (Dillman, Singer, Clark, & Treat, 1996). A more
complete discussion of sponsorship can be found in Chapter 11.

%

5

Provide a Token of Appreciation in Advance

A few dollars included with a survey requestincreases rewards, butitalso cre-
ates value in the social exchange process by establishing trust. By providing
the incentive with the request, before the survey is completed, the researcher
demonstrates trust in potential respondents—who can pocket the money
without completing the survey—and encourages their trust by demonstrat-
ing that the surveyor will provide the promised rewards. In addition, em-
phasizing that the incentive is a “small token of appreciation” is consistent
with conveying trust and respect for the respondent.

Make the Task Appear Important

Many surveys try to appeal to people on the basis that something importan
will ultimately happen as a result of the survey. Making each contact appe
important can help establish trust in the survey sponsor and that the results
will have the impact the surveyor says they will. Printing personalized cov
letters on letterhead stationery, including a carefully chosen color picture ¢
the front of the questionnaires, and providing brochures or other materi
about the survey project can make the survey appear credible and help
tablish trust in the survey sponsor. In contrast, form letters produced on ¢o
machines and questionnaires that are poorly designed or contain questio
that are difficult to understand suggest that a survey, and the spons

relatively unimportant.

Ensure Confidentiality and Security of Information

Of considerable concern for some survey respondents 1s how the inform
they provide will be used and who will have access to it, particul
e aloe o maraonal or sensitive. The rise
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quest over and over in everyday conversations is unconventic

uite irritating, and is unlikely to be effective. The following set
an be illustrative here:

Week 1: Ted, I need the book that I loaned to you.
Week 2: Ted, I need the book that I loaned to you.
Weck 3: Ted, I need the book that I loaned to you.
eek 4: Ted, I need the book that I loaned to you.

case, the request for Ted to return the book is being made :
ver and over. However, if Ted does not comply with the
time, the stimulus in this type of request is used up and, t
y to be effective the second and third times it is used. Anoth
quests are often made is illustrated in the following set of appe

Ted, this is to let you know that I will require that new H

ok that I loaned to you back by Friday.

‘Ted, I just wanted to remind you that you have not br
arry Potter book that I informed you needed to be re

ed, did you forget to return the Harry Potter book that i
ot that I really needed it then, but some people do not
as they should.

uppose you still have not remembered the Harry Pof

estis varied throughout the contacts, but each include
g, and somewhat patronizing wording that is reminis
conversational model described by Comley (200¢

is the final communication, which says in a defe
not to respond. In contrast, the following set of requ
entional, positive way of encouraging Ted to return tl

Ted, have you had a chance to read that book? I ho

you doifhg with the new Harry Potter book? C
ad a copy, and I said I would check and see i

THE IMPORTANCE OF USING A VARIETY OF
APPEALING SURVEY Hummr%CﬁHmmm

8 oy
One of the features of a social exchange that is moﬁmﬁwmm overlooked is wmo
communication between people should change over time as one person i

id you watch the playoff game last weeke:
are ‘finished with the Harry Potter book, I ha
ouwould like.

dvice on a project report. Carolyn thoughi

he also asked me about the Potter book. |
T s ey et Rereatino ﬁ.w.—m Sam
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and Ted is respected in each contact.

Here the stimulus is varied over time,
the leverage-salience approach to

This final strategy is consistent with both

making requests and the tailored design approach.
Although survey requests do not lend themselves to the informal conver-

sation and introduction of side topics to the extent shown in this final set

of examples, it is equally important to vary the stimulus in order to appeal

to different types of respondents and to write requests in an adult-to-adult
conversational style. Comments from respondents to a recent mail survey
{llustrate well the importance of attending to multiple design and imple-
mentation features in order to attract different types of respondents. In the
fall of 2006, the survey “Family Farming and Ranching in Washington: A
Woman’s Perspective” was sent to a random sample of cattle and wheat
operations across Washington State. Several measures were taken in the im-
plementation of this survey to make its appeal as broad as possible. First,
both the survey title, which was displayed prominently on the cover page
of the 12-page booklet-style questionnaire, and the message in the accompa-
nying cover letter stressed the importance of hearing the opinions of farm
and ranch women. A shortened description of the survey (“Women's views
on farming and ranching survey”) included in the return address carried
this same message over to the envelope the survey was sent in. Second, an
appealing picture of a mailbox mounted decoratively on a very old piece of
farm equipment and set next to a green wheat field was displayed on the
front cover. Third, a $2 token incentive was included with the initial ques-
tionnaire mailing. Fourth, because Washington State University (WSU) is the

well-respected land grant university in the state and offers many mmninmmdo
being conducted

the state’s agricultural sector, and because the survey was
from there, the WSU logo was included on the outgoing envelopes and the
letters were printed on university letterhead. Finally,
12-page booklet-style questionnaire was devot
respondents to write any additional comments or opinions they may hav
had that could not be expressed in the more structured survey question:
(Smyth, 2007; for more information, see “Family Farming and Ranching i
Washington Research Results” at www. crs.weu.edu/1-07-farmranchwa.pd
Several respondents took advantage of this final feature to make com
ments that can shed light on what features of the survey and implementatio
materials convinced them to respond. Some comments included “Go cougs!
(a phrase commonly used by supporters of WSU and its Cougar athlet
teams, which was left by several respondents), “Thank you for giving m

the opportunity to vent!” “Thank you, thank you for asking farm women

their opinions on their farm lives,” “Thank you for miw $2 bill. Here I can o
,:bHumm..amm.wEo

afford my 2¢,” and “Your $2.00 could have been Se
1 aue taken me less time to count the @%#& pennies than to fill out y

the back cover of the:
ed almost entirely to space for”

Developing a Tailored Survey Design for the

man’s voice heard.” These comments suggest that for some
- was the connection to WSU that influenced their decision to
&.mum the focus on women’s opinions—communicated in the s
over letter, and on the outgoing envelope—was importar
$2 bill caught their attention and made.a positive impressio
re offended by the $2 bill but felt the topic of the surve

gh that they should respond. a
s last case, in particular, demonstrates very strongly the i
ng on multiple features of questionnaire design and imple
.Qm as many sampled respondents as possible to comple
vey. Yet when looking at letters used to encourage peop
eys, one often sees virtually, if not completely, Embanm”
tiple follow-ups, and in many instances the letters are m,
.m_” all aspects of humanness on the surveyors’ end
mm.. ».Bompmu common tendency is for surveyors to u
e initial contact and the follow-up contacts. Howev
wammb»ma we are making here, research has shown
E.mﬂoa the repetition of an incentive in a questionnaire
oes not increase response over what can be obtained wi
8».? Dillman, & Bolstein, 1992). Thus, as both the leve;
d the tailored design perspective would suggest, it
he look, feel, and content of later contacts rather \m.z
s over and over.

PING A TAILORED mdw<.MK DESIG
THE SITUATION

1g-how to apply social exchange ideas for tailored
lize the breadth of the opportunities for chang
Is 8.5 trust and minimize costs. Tailored desij
vgﬁmm simply to the cover letters that one
act, beautifully composed and executed cove
orly designed questionnaires, poor timing, a
,wmﬁmﬂ survey features. Here are some examples
1at illustrate a singutar focus:

‘to a web survey within 24 hours. Is it okay
e day we send the first e-mail?

“send one mailing. I need to know ho
. prove if [ use a colorful commemorati
pictures. Will using them improve our re
o.n.vmnwmaosba colors should I use to
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gure 2.2 Features of the survey design that can be tailored to the situ

These requests and dozens more like them have included only a few de-
tails (and sometimes none at all) about other aspects of the survey plan, but
the answers we might provide will often differ depending on other aspects of urvey mode » Choice of mode or any combination of modes
the survey design. Generally, we would like to know who is being surveyed e s
and by what mode or modes, how respondents will be contacted, how many
contacts are planned, the anticipated timing of contacts, what (if any) incen-
tive will be sent, what the topic of the survey is, and how many questions
will be asked. For the specific inquiries above, we might also ask why the
survey has to be done in one day, why only one mailing is being used, what
else besides nice pictures will be used, and so on.
Once we understand more about the overall survey design, we can better
out particular aspects of their survey and make
practical suggestions to fit their situation. When asked about whether they
should contact nonrespondents by telephone, we might suggest instead in-
cluding a token incentive with the first contact. Or after hearing about their
overall design, we might conclude thata telephone follow-up would work or
that they should also offer a web option to encourage people to respond who
may not otherwise. Similarly, we might recommend varying the background
color in a web survey because the cost is minimal, but designing a mail sur-
vey with the questionnaires printed on white instead of colored paper to save
money and so that the front page can include a color picture that resonates
with members of the population. : :
When developing a tailored survey design for self-administered question-
naires, surveyors need to consider a number of survey features and their
effects on potential respondents and to keep in mind that when one specific
social exchange feature cannotbe used in a particular survey situation, many
others can likely be used instead. In Figure 2.2 we present some examples
of essential features that should be considered when devising a survey plan
and different ways each feature can be tailored to the particular survey situ-
ation. As the figure suggests, an effective survey design is the result of many

decisions that need to fit together and support one another in a way tha
‘Navigation through the questionnaire

encourages most people to respond. As a result, although the merits of each

individual survey feature should be considered carefully given one’s partic _ s s G
lar survey situation, it is also important to consider how each feature fits in
the larger survey system. After all, whether an action evokes a sense of cos
reward, or trust is related to how it interacts with other features of the syster
not just how it appears in isolation (e.g., a well-designed questionnaire m

never be viewed if it is mailed in a poorly designed envelope that makes

look like junk mail).

Applying the tailored designap
consideration of rewards, costs, and trust a
croey fentures mav invoke multiple social exchange

* Type of sample (random, stratified, etc.)

¢ Number of units sampled

AANMd e a
..... AraNeane LPrD
........... FETTTTTTTTITII T

[T TT T T

¢ Number of contacts
¢ Timing of initial contact and between contacts
* Mode of each contact
e Whether each contact will be personali
answer people’s questions ab P ﬁ -
¢ Sponsorship information

* Visual design of each contact

o Text or words in each contact

» Type of incentive
¢ Amount or cost of incentive

* Whether t i i
T o provide before or after the survey is completed

Nessananas ARV easareassmadaeiy
ciesenanes rev

* Whether to provide them at all
* Type of materials (brochures, pamphlets, research reports
e Visual design of the materials

- ® Text of the materials

EETTRETTr eI Veseavanmonn PERETT)
cresessssssteernas

¢ Topics included

.. * Length (duration, number of pages/screens, number of que
. First page or screen

Visual design and layout of pages/screens

- Organization and order of questions

‘Topic (sensitive, of interest to the respondent, etc.)
"ype (open vs. closed)

rganization of information

proach to each featuréin Figure 2.21eq
s well as'recognition that 8¢
Jements within on
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is sent in advance it also promotes trust). Because what constitutes a reward or

cost often depends on the survey context, it is important to take into account
and plan around differences in survey content, sponsorship, and populations
through the use of different social-exchange-inducing features.

For most surveys, for example, it is typical to receive only one or maybe
two contacts in a 10-day period; any more begin to become irritating. How-
ever, people who have been asked to keep a diary of the specific television
programs they watch in a given week might not find it unusual or too bur-
densome to be contacted five times in a 10-day period. First they would be
mailed an introductory letter, followed quickly by a questionnaire, and then
a postcard to tell them their “diary week is about to begin.” Then midweek
they might get a call to see if they are having any difficulties, and finally

another postcard would be sent indicating that their diary week is over and
thanking them. This sequence, which is similar to the one used for many
national television viewing and other diary surveys, makes perfect sense in
this context in which respondents are being asked to record their behavior
each day for a specific week. In other survey situations, this same contact
strategy may have the opposite effect and turn people off because it is 50
intense.
Another example is that sending a token financial incentive to individuals
can greatly improve response; however, sending incentives to business re-

spondents may not have the same
an ethical problem or that they may

accept the money. In this case,
perspective may actually produce a cost for some recipients.
How a survey is designed and administered should also depend on th

length and topic of the questionnaire, as both influence respondents’ percep:
tions of rewards and costs. Longer questionnaires or those about particularl
dry or sensitive topics increase costs to the respondents. Getting people t
respond to these types of surveys often requires exira
added incentive, extra explanation as to why their participation is imps
tant, additional follow-up contacts, or administration through a survey mo
that provides more anonymity (i-e., self-administered instead of interview
administered). Adding more interesting questions, changing the order
format of questions to make them more interesting, or easing into sens
topics are other tactics that might be used with these types of questionn:
As a slightly different example, a topic requiring a respondent to read
tailed statement before answering or o evaluate a lengthy list of resp
options may be better suited for self-administered surveys where the res
dent can review the information several times, if Smmmmﬁﬁ%mmoam respon:

Sponsorship can also influence people’s motivations, to respond. G

ment sponsorship of surveys is likely to improve resporise, whereas
- . 1 a1 Tt wmerrae (Tovernment S

effect because they may think that there is
have to complete extensive paperwork to
what seems like a reward from the sponsor ‘s

effort, perhaps an

Developing a Tailored Survey Design for the Situat

mﬁ@mmﬁ to legitimate authority, avoid the use of financial incentix
en require that people respond. In contrast, market research or mHu
lly have little “legitimized” authority, so they may need mo S
m.o_., people to respond. Sponsorship can also interact with

...Smﬁmwnm participation decisions. For example, it is cbmmumm
arket researchers might ask about one’s affinity for &mmmmsm
€ one likes to shop, but it might seem more of an intrusion
mw n.mm financial information. However, people might be wi
£ ﬁmmmm financial information to the U.S. Census w_w.mmz |
red @mmmmb also involves tailoring procedures to the wmnmnﬁ_
eing md.bém%&. Knowledge about the target population o_
opulations can help surveyors develop effective design st
ate Tesponse. For example, some populations can only b
es if they are handed to them in person: visitors to Bﬂmm
s, 01 voters exiting the polls. In some situations, menr
n may only have access to one mode of nogca\nmmg
ow they can be contacted. In other situations, it ma ,
rey all of those sampled from the ﬁo@ﬁ_mmobksmmﬁmm
iple modes may need to be used. Compared to survey
urveys of more specialized populations, such as mm
litary personnel, usually achieve higher response ra
these larger population considerations, it is impos
ne s among potential respondents within the populat
spects of the survey design may have different amo
mﬁo.ﬁ.mvm.aﬂ decisions to participate (Groves et al., 2000)
to Hmmwosn to a survey, each person m<m€m»Mm the
?m. or her own values and beliefs, positions in
Ew@ and other psychological dispositions. Bec
ch m.nmﬁﬁm of the survey design may be more im;
o others and can have positive or negative infl
> respond. A summary of the tailored design 1

hoé show how some surveyors have succe
.mm,ﬂwmmm the various types of issues that hav
s chapter and how? multiple concerns hav
ve desired results.

Eﬁm_..mmﬂmm. in using the Internet to the exten
sts) to survey a large number of respondent
variety of topics. To get a probability s
igit-dial telephone contact followed by
panel of many thousands who were wi
10 3 weeks either by mail or Web dep
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Figure 2.3 Overview of the tailored design method.

Developing a Tailored Survey Design for the Sit1

graduate student wanted to survey community leaders tk

A. Tailored design is the development of survey procedures that work together to form the
survey request and motivate various types of people to respond to the survey by establishing

trust and increasing the perceived benefits of completing the survey while decreasing the

expected costs of participation.

Successful tailored design attends to the multiple sources of survey error—coverage,
sampling, measurement, and nonresponse—with a focus on minimizing overall survey error.

. Tailored design involves customizing survey procedures for each particular survey situation
based on knowledge about the topic and sponsor of the survey, the types of respondents who
will be asked to complete the survey, and the proposed budget and time frame for reporting

the results.

jon process and the questionnaire can be combined in
ents to participate by creating trust in the sponsor and
£ the benefits and costs of responding to the survey.

. Multiple aspects of the implementat
different ways to encourage respond
influencing the perceived expectations o

To decrease costs of participation

To increase benefits of participation

To establish trust
»  Obtain sponsorship by » Provide information about s Make it convenient to respond
legitimate authority the survey . L
= Avoid subordinating language
= Provide a token of Ask for help or advice . .
appreciation in advance . »  Make the questionnaire short and .
= Show positive regard easy to complete
» Make the task appear . R
important = Say thank you «  Minimize requests to obtain
personal or sensitive information
= Ensure confidentiality and = Support group values Emphasize similarity to oth :
security of information . . *  Emphasize similarity to other
24 = Give tangible rewards requests or tasks to which 2
«  Make the questionnaire person has responded
interesting

Provide social validation

Inform people that
opportunities to respond are
limited

tates for her dissertation, but like many other PhD stu
ed budget constraints because her project was self-financec
mmﬂ%ﬁ& communities across the two states and then used th
ntify key community officials who she would then ask to
page mail questionnaire containing 50 questions (some
o distribute her labor and financial costs over severa
divided the sample into three subsamples, which made i
to do all of the mailing preparations herself, includi
w-ups (i.e., reducing nonresponse). Follow-ups wer
ost cases; however, to get several sample members t
0 send the questionnaire as an e-mail attachment. Se
uestionnaire, but with a different mode of delivery, help
1se while minimizing measurement error. She comj
9 a 72% response rate (360 of 500; Crowe, 2008).
30-question annual Internet survey about the unde:
erience at WSU was conducted six times from 20(
e rates consistently reaching the 50% to 60% level
hortcomings in the sample frame from which stud
selected. In particular, many students did not up
nation after being admitted to the university. M
ents did not use their university-provided e-mai
to 70% provided the university with a differe
otigh which to contact them. As a result of bott
lementation procedures were developed wherel
preciation was sent (i.e., reducing nonresponse)
icing coverage error that would have resulted fr
ontacts) along with letters requesting that students
lete the survey (i.e., using only one data collect

on their Internet access, frequency of computer and Internet use, ar
ed coverage error by including bo
The surveys by mail and W

(two visual modes) contained identically worded questions and we

stated preferences (i.e., they reduc
people with and without Internet access).

constructed similarly to minimize potential measurement differen
To maintain interest in the panel and to encourage respondents to c
plete surveys (i.e., to minimize nonresponse and

routinely thanked panel members for their responses, occasionally s

sults from earlier

token gifts, and sometimes gave summaries of re
For more informa

veys in which the respondents had participated.

R T PR oo | U R ¢ |

panel attrition), thi

possibility of mode effects in the data). For stud
ddresses, an e-mail was also sent after the letter t
nient hyperlink for accessing the survey (ie.,
Finally, up to two follow-ups by postal and/
week intervals to encourage students to res,
istian, & Stern, 2005, for a more complete de

and'minimize errors due to coverage, samp]
o encourage the sampled individuals to
some mail only, and some used both m

RS D T T P 1. .
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the particular study, respondent preferences, what contact information was
available, and the resources budgeted for the project.

CONCLUSION

Tailoring to the population, survey sponsorship, mode considerations, and
other features of one’s survey situation is not something one does just in the
cover letter or e-mail. Nor is it something one does in just the questionnaire
or in the decision to use or not use an incentive. It starts when one is making
a decision to do a survey and should occur throughout the entire process
of designing and implementing the survey. It is not something one does by
attending to only a few parts of the survey process; itis something one thinks
about when designing each and every part. v
Recently we described the use of the social exchange framework and tai-
lored design to a class of students. After summarizing the major trends of the
past decade toward greater impersonalization in the survey process, less time
spent focusing on each respondent as an individual, greater automation of the
survey process, and the use of mass appeals that now characterize many web
surveys, one student seemed perplexed. She then asked if applying social ex-
change was consistent with the times or if attending to so many details was
akin to getting water to run uphill. Her question was reminiscent of the time
when the original total design method book was written, and when the mass
society technologies of the time made focusing

we as survey researchers attempt to relate to respondents and their needs.

on individual respondents -
difficult. Our response: Now that we have improved technological ability,
perhaps part of the solution to the growing problem of decreasing response
rates and their effect on nonresponse error is to change the trajectory of how

CHAPTER 3

, .985% and Sampling

student came into the office one day and announce

Jknow how to do the perfect survey on discrimir
\gainst minorities at this university.” This particular st
table with large data sets, had recently learned to pro
ly, and understood that access could be obtained
ss files. The rest of the conversation unfolded in the

will you make it perfect?

iple. Instead of surveying a sample of some kir

e faculty, staff, and student e-mail addresse

out a web survey. It’s only 25,000 people, an
bigger are now done all the time because it

ail and collect data on the Web.

get everyone’s e-mail address, and will al

versity gives everyone an e-mail addres:
e them.

bout some of the staff who work at the phys
n&.o.o.mm not to use their university e-mail add:
ple who have kept their e-mail address afts

?ﬂ?eﬁ_a be abig enough problem to wos
an’t do everything.
u .%oEQ get a good response rate?
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. . inin
developed, with formulas for measuring sampling m“nwﬁmww MMMW&%M
ded sample sizes that are applicable w.o most types O ey
needed In addition to providing an introductory discussion of Samp 8
w%m”w mw\mw ﬂmﬁw attempted to offer some strategies moH.wEgmM MHMM Mﬂmﬂ
mnw WM” for a survey to truly be successful, one has to give mﬁﬂmﬂu mwm&snma o
. £ error as well: All four sources of survey error have 0 dto
moﬁnmm_M Jevels. In the next four chapters we turn our mﬁmﬁﬁob away fr
vt e Mﬁa mma.bwr.ﬁm error and focus instead on strategies for ﬁ:bEﬁmNHHm
MMMMHWB@R error through effective survey ﬁmmwmﬂ wsmﬂ ﬁ%MMmmWoMMMMH i \.
first through survey design and then through implementation p

CHAPTER 4

1e Basics of Crafting
Good Questions

ting a question may seem simple. For example: °
lo you typically study?” Yet the decision to ask
raises a whole host of issues. Will the question pr
different modes? Should one provide answer cate;
re respondents can write their answer howeve:
to provide answer categories, what should ths
ered, and how should they be arranged on the
uestions are more fundamental methodological
spondent draw meaning when reading and
1all parts of the question work together? Hc
yout influence how respondents comprehen
question? Does it make a difference what the
ers influenced by providing other categ
roduce higher nonresponse than others? "
recent experiment we conducted (S

elected subsets of a sample of student
studied in three different ways:

g of five categories from 0.5 hours or less
category for those who studied more tha

ption for those who studied 2.5 |
for those studying from 2.5 to more

ar
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The Basics of Crafting Good Question:

ﬁwbv. Clearly, the way these questions are constructed influence
n“nﬁwﬁm@ measure the number of hours students study. B

ducing such differences? e
sﬁm use only the words in the question stem and the cate
muﬁwwﬁ the meaning of the question, the answers across
mﬁ. question should be the same. Because the answers
.b«m that respondents are drawing extra information
gories and using that information to help formulate

words, respondents are using information well be:
at are provided to define the parameters of each _.,mmm

3. An open-ended answer box with no categories at all so that the respon-
dent could choose what to report.

Technically, all three ways of asking the question could accommodate st
dents studying anywhere from 0 to 24 hours, but as Figure 4.1 demonstr
the scales emphasized different, slightly overlapping portions within th
range whereas the answer box did not emphasize any of the range.
As a result of these differences in construction, the percentage of studs
reporting in a web survey that they study more than 2.5 hours per day rang
from 30% when the low scale was used to 71% when the high scale was :
This is a difference of 41 percentage points! The answer box version produ
a more moderate estimate: 58% of students reported studying more than
hours. When the same experiment was conducted over the telephone,
results were very similar in that students who received the high scale ¥
much more likely to report studying more than 2.5 hours per day than
those who received the low scale.

A previous mail experiment reported in the second edition of this bo
found a similar result, with 23% of respondents to the low-scale versio
porting that they study 2.5 hours or more per day and 69% of respon
to the high-scale version reporting studying this much (Dillman, 2000

knowing exactly how many hours

g .@5% can recall in the same way ﬁwﬂ »Wm%ﬂﬂwnwwmﬁ Mwﬂ
de: .w. , ormitory orown acar. Asaresult, they probably ha
ro.E,m per day they study, and doing so probably req
ss Qmu.\m during the week and on weekends and prot
ear (i.e., anormal day vs. a day during the week of
v dents have to do this type of mental work to form
ften Jook to the question and its accompanying resp

ny hours per day they study, respondents migt
phasized by the scale represents how many h
\s a result, someone who gets the low scale might
nts ,mﬂ&% between 0.5 and 2.5 hours, whereas som
.wm ”w..EmE conclude that most students study bety

m.@. assumption that respondents.may make is
esents the amount that the average student stu

Figure 4.1 Percentage of students reporting studying 21/, hours or less and
than 21/, hours for three different question formats.

High Scale

Up to
%

o the low scale might assume that the average
d 2 hours, but those who receive the high
rage student studies from 3 to 4 hours. Ra
hours they study, respondents can instead de
- the same, or less than most typical students. In
i ..mmmsu%ﬁomm made based on the scale range

uence answers.

s the challenge of crafting good survey quest
.obm.m.a. &&: be willingsto answer, will be ab!
will interpret in the way the surveyor inte
ust think about many things at once to wri
0.do s0 can have significant effects on how
moﬁmﬂmu include what type of question to w
. ingle vs. multiple answer, etc.), how to worc
e options to offer and how to word them, !

Percentage Reporting Studying Up to and More than 2% Hours by Form
70% 29% 42%
30% - 71% ‘ ‘ 58%

Up to 2% hours
More than 2% hours

Source: “Context Effects in Web Surveys: New Issues and Evidence” (pp. 427
1. D. Smyth, D. A. Dillman, and L. M. Christian, in The Oxford Handbook
Psychology, A. Joinson, K. McKenna, T. Postmes, and U. Reips @mm.v, 2007a, N

Oxford University Press. y
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ssues to Consider When Crafting Survey Questior

tof t i it is i

. wm@wwmwﬂ:m. Thus, it is important to ask whether questior
ate er surveys or previous wa i
e ey oo b oot ves of data collection :

to visually present the questions, what type of answer spaces to provide,

and whether and where to provide additional sources of information (ie.

instructions).
In this chapter, we address how to answer these questions and others tha

may arise when developing survey questions. First we describe a holisti

approach to crafting survey questions that consi
is best and how multiple aspects of the question wording and layout ne

to work together to reliably provide accurate data about the concept of
elines for question wording and visti

terest. Then we discuss general guid .
presentation that apply to nearly all survey questions. In the chapter th

follows, we turn to more specific guidelines for particular types of question:
ues that nee

However, before we start with mﬁ.&mmbmm\ we discuss four iss
to be considered for each question.

SPONDENTS Bz WILLING AND MOTIVATED
CCURATELY?

that wmm_uozamﬁm are motivated to respond to each questi
cern in self-administered surveys because there is b% wMMm a
ncourage respondents to carefully select and report )
#rog proper motivation, respondents may Mmsou.w in M .
ns carelessly, or provide incomplete answers. Worse mw mﬂﬁ |
ns altogether or fail to complete and return the @Smum\mm m
ﬂwsnmm motivational problems stem from poor @:mmmosbm
.mﬁmmﬁobm are difficult to read and understand Emgﬁww
or the response task is too vague. In other Emﬁms\omm the ;
5 iay be mﬁ source of motivational problems. This is mmmﬂm%
Mﬂm mvwﬂmﬁzbm to Humnmobm.w financial information. For ex:
ore 1ik ely to report their income when provided with
om .Sgnr to choose rather than asked to provide an exact
ometimes a survey, such as the U.S. Decennial Censu . :
er, and anything else is unacceptable. v
ts are also often reluctant to answer questions about
t they may find embarrassing or threatening, such as mm“
ty. .<<Tm5 asking for sensitive information mmvocw people
avior, changing the wording of the question can mwp
.H.ﬂmam. to answer. For example, instead of askin :mnn
anything from a store?” one might ask “Have om¢ e .
a store without paying for it?” Another strate . is ﬁ<m.H
ith others, such as “How often do you go mW%O wMu
wm n.#oumm do you shop at?” so that it may appear 5@%0 w “
mm&o.ﬂmvwm.. Although steps can be taken to improve ﬂwmm
estions, it may still be difficult to collect accurate E.moﬁ.

ISSUES TO CONSIDER WHEN CRAFTING
SURVEY QUESTIONS

1. WHAT SURVEY MopE(s) WILL BE Usep TO ASK THE QUESTIONS?
nd strongly on how

How one writes a survey question should depe
question is going to be delivered to respondents. The key point to kee
mind here is that different survey modes rely on different communic
channels. In telephone interviews, respondents give and receive inform
through spoken words and the hearing system, whereas on the Web an
mail questionnaires, information is transmitted through the visu
a result, words take on extra importance in telephone surveys,
becomes a significant factor to be considered. In mail and Internet surv:
visual design elements become important. In this chapter we focus mosth
writing questions for mail and Internet surveys, with only brief comm
on telephone surveys. We discuss writing questions for mixed-mode su

in Chapter 8.

2. Is THIs QUESTION Beme REPEATED FROM ANOTHER SURVEY, AND /
WL ANSWERS BE COMPARED TO PREVIOUSLY COLLECTED DATA?

The answer to this question will influence how much, if any, the qu

can be changed. If a particular question has been used in another
te the previous survey Of make

and the main objective is to replica
results comparable in some other way, usually no changes ot only m

changes can be made. Examples are government surveys that have
the same question repeatedly, sometimes for decades, fo produce tim
data. For self-administered surveys, this means ﬁuqb,m to replicate n

the question wording but also the other aspects of ;the visual desi

OF INFORMATION Is THE QUESTION ASKING FOR?

et accurate answers for some types of survey questior
ﬁﬁw_@ almost everyone knows how old they are, as

m%m& to give that information to others. mmnmcmm. mo_.
answer in their head when asked about their age Wm@.
hey can easily provide it and can do so in a wEE
shown in Figure 4.2. Because the information is 1
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. . . o
Figure 4.2 What type of information is the question asking for?

What yeay were you born?

D Year borm

How old are you?

D Age

What is your date of birth?

-

Month Day

it i ing to solve
In your opinion, how effective do you think citizens groups are in helping
n yo y
environmental E.c_u_o_ﬂm..‘
[0 Very effective
[ Somewhat effective
O Alitte effective
[0 Notatall effective

you think citizens groups are in helping to

ini i ineffective do
In your opinion, how effective or inetie! o ine)

solve environmental problems? (Please mark an

Al||||‘l|.|||l|.|ll'

Very effective Very ineffective

i i vironmental
n your opinion, how effective are citizens groups in helping to solve en

problems?

[] A great deal

O A fair amount

] Notvery much

[0 Almost none at all

A Holistic Approac}

le work to formulate one. Some may consider generally wh
eople can effect change, whereas others will think about exar
wental citizens groups or various types of environmental prol
ave tried to help solve. For these types of questions, mc
‘or demographic questions, respondents can be substar
e context of the question as they work their way throug
er process of comprehending the question, recalling rel
rming a judgment, and reporting their answer (Touran
ent elements of the question that can influence the answ
hat type of response is being asked for (e.g., choos
X on the scale), the wording of the question and res;
great deal” or “somewhat effective”), and visual layou
s that are prone to such context effects are those a
events. Surveyors often ask about many aspects of pe«
what they have done, how often (number of times or re
hen. Frequently survey designers want responder
detail about past behaviors than can be recalled ar
questions respondents find difficult, if not impos
is causes respondents to draw even more on fe
ontext rather than their real experiences in formu
the case in Figure 4.1. To avoid this tendency, surv
ecall problems. First, memory tends to fade over
sodes or occurrences of regular and mundane e
isely remembered (Rockwood, Sangster, & Dil
yple usually do not categorize information by p
lese limitations, respondents are unlikely to b
ow many days they drove more than 5 miles d
wey can probably very accurately report how
ar during the past week or drove more tha
3 months. Asking questions about behavior

tely ¢
available to the respondent, most surveyors can accurately

demographic
as age and other factual of & nform
ask moH it: however, as we discuss later in this chapter,

encouraged, through question design,

H- -
moHMﬁ:Mdmua also frequently ask for information that people

little about and will need more time to answer,

attitudes and opinions. The second example

in which respondents are asked how effect

1 enluve enVITONME

ollect such

information regardless of how
people can 8

to report the answer in a parti

may have th
such as questions
in Figure #2 provides an exa
ive thiey think citizens
ntal problems. Mdst respondents

a o luAT

because they are recent or more memorabl
v of the information people report. In addit
eference period for the type of behavior,
les can also help improve recall (Schaeffer & P
tions must be easy for reSpondents to understan
d: carefully so as not to influence respon

OLISTIC APPROACH

ext chapter, we discuss a holistic appro:
tions for mail and Internet surveys. By h
‘1T e sarnrd i o and decion of Fhe atiest ot
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A mQNmmwN.n \wﬁﬂ:ﬁh

@%zmmwﬂm Eﬁma.ﬁumﬂ the questions. Closed-ended question f
minal or ordinal scales. In nominal scalar questions, respo:

M,o_wﬁum_.,m a set of categories with no natural order unde
5. Because the categories lack an inherent ordered relatic

to work together to convey meaning. This approach considers what type 0
question structure best measures the concept of interest, how questions ar
composed of multiple parts that work together, and how both the words an

the visual presentation of questions are important.

CHOOSE THE APPROPRIATE QUESTION FORMAT

There are two broad types of question formats: open-ended and closed-ende

questions. Open-ended question formats provide a blank space or box whe cery store S

respondents type or write in their response using their own words (or nuil rsonal omHM oﬁﬂrmm puraseSarvoyons g o

bers), whereas closed-ended question formats or scalar questions provide I ‘ eticall Foup thm by 6, bt any oo v
, y or group them by type, but any such order

spondents with a list of answer choices from which they must choos ot ¢
: ective and is usually to help make answering the qu

answer the question.
The strength of the open-ended question format is that it allows respc can ]
can sometimes have unintentional effects on answe

dents to freely answer the question as they want without limiting their , ondin, £f
sponse. Thus, this format is preferable when the surveyor does not . g more difficult.
to influence respondent answers by providing a set of answer cho
when the goal is to collect rich, detailed information from respondents;
when the surveyor is questioning about topics for which little inform
is known ahead of time. Additionally, an open-ended format in whic uted and b
spondents provide a numerical response can sometimes be easier for resp ale asks y the overall layout of the response
dents and yield more precise information because respondents repo  asks about H.mS&m of satisfaction (e.g., comy
exact number rather than choose from categories with vague labelsorr . mogmérmﬁ satisfied, not at all satisfied), wher
mwmﬂ degree or level of satisfaction. Someone 1
s more satisfied than someone who is “very sati:

of values.
However, there are also several Jimitations to open-ended questio o
r own how much more satisfied. Another cos
ks about frequency of behaviors or events (e

mats. In self-administered surveys, more respondents skip open-ended.
tion formats than closed-ended formats because the former requir .
work to answer. Issues of item nonresponse bias arise because some typ time, some of the time, none of the time),
respondents may be more likely to skip these questions than other typ greater or lesser frequency. One concern w
respondents do answer the question, they may provide only a short res e that researchers often use vague mc.wﬁ.
In addition, responses to open-ended questions must be entered an moﬁmm. For example, some people may co:
of the time,” whereas other people may ¢
o be “all of the time.” y o

before they can be analyzed; however, web surveys make this less tim
‘writing tools that exists for creating s
s from one format to another. Having a we

suming because the responses are already in electronic form. In addi
the time to code responses to open-ended questions, there is often a lo
variation in respondents’ answers, SO it may be more difficult to analy. L §
interpret the data, and a variable may not be able to be created base . mog.&ﬁm can help surveyors craft eff
t, responses to closed-ended questions can be uestions that do not work in one qu
ombmu format to more effectively measu
us ‘was once asked to help a university

and dat

i o:bmwum to evaluate a dean’s perforn
the committee were nominal closed-
se categories, similar to the qu
examinations. The first question, s

PR A T B T -

m”\&m._umgmms categories is unknown), and respor
hey fit along the continuum. Because there is an in

responses. In contras
immediately (or with minor transformations to the data),

can be produced quickly.
Closed-ended question formats should be used when surveyors

spondents to provide an answer after considering or evaluating

....... e researchers provide answet categories

. e



74 THE BASICS

oF CRAFTING (GOOD QUESTIONS

i i "
Figure 4.3 Choosing the appropriate guestion forma

A Holistic Approac

Innovate are directly compared. Separating leadership and innox
eparate questions and asking the direct comparison question all

Nominal closed-ended
i temen
Which of these five sta est i
i lities
tive but lacking leadership qual . -
m HMWMMM the same on innovation and __.omaSmEv qualities
[ Stronger on leadership than innovation
[1 A bom leader
[0 A real innovator

ts best describes the dean?

h concept
dinal closed-ended for eac
= To what extent has the dean demonstrated strong

O Allofthe H.Emo

O Most of the time
[ Some of the time
] None of the time

leadership qualities?

ili innovate?
To what extent has the dean demonstrated an ability to In

O Allofthe mﬂa

] Most of the time
[0 Some of the time
[0 None of the time

.\.
n u& d—rev N& fo hﬁ*:&ch direct compay SO O Qﬁnuthum
d-ende 1S

minal close
= ‘Which one of the following do you feel best des

[J A strong leader

A strong innovator )
m Both 2 strong leader and ,E.._o<m§.
] Neither a strong leader nor irmovator

Open-ended for each concept
How would you describ

¢ the dean’s leadership abilities?

mittee to test its stated objectives of finding out how the fe
d the dean separately on leadership and innovation and on v
te she performed better.
er option for revising the question would have been to replace it
1ded questions that asked separately about the dean’s abil
ovate and perhaps still follow up with the direct compa
hip and innovation in the nominal closed-ended question. W
hould be used depends on the ultimate purpose for askin,
pen-ended questions would have produced more deseri
culty evaluated the dean’s abilities independently; how
losed-ended questions would have allowed the committ
ean’s abilities using a common scale so that results cou
d and compared.
osed question format is a hybrid of the open- and cl
1at includes a set of response categories and an “other
ing respondents who do not fit into the provided resp
a different category that they do fit. This format is «
be too burdensome to ask respondents about the e
example, in the question in Figure 4.4, if a respond
sketball, she would select that sport and move t
”R her favorite sport were rowing, which is not or
he would select “other” and write or type “row
space. The value of this question format is th
ns respondents have to consider at once and
ems of interest. However, respondents are n
ons provided than to write or type their own o
ries should be included for all of the key item

1sed in drawing conclusions about volunter

- . 9
How would you describe the dean’s ability to innovate

e explicitly provided (i.e., it is not accurat

e of a partially closed question

g

favorite college women’s sport?

have made it difficult to interpret MM@ M,mmmﬂ#m.
to the university cominittee was to bre

tions that focused on
ed closed-ended ques !
two o.ﬂmu.. 1 i nemctrated leadership and

would
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Figure 4.5 Example of new web response mechanisms.

own menu provides respondents with a list of options whe
‘sometimes multiple responses, similar to a nominal
tion or a multiple-answer question. The main difference
cannot view the options until they click on the menu, an
ave to scroll to find the answer they want to select. Heerwe :
002a) and Couper, Tourangeau, Conrad, and Crawford
sponse times were not significantly different between &
at and drop-down box. However, Couper et al. (2004) also
ents were more likely to select the visible response options
drop-down box with half of the response options sh
ted with a drop-down box where they had to scroll
ptions. Thus, it is important to not preset drop-down 3
ponse options visible. Instead, one should label the
“information is being requested and only make s
the box is clicked, such as in the example in Figure -
ales usually use an ordinal closed-ended question f
ndent can interactively slide a marker to the pc
st describes his or her answer. The parallel in a
acing a mark such as an X on a continuum. In two
alog scales on the Web, Couper, Tourangeau, Conra:
differences in the response distributions for
cales presented horizontally with radio button
07) found similar validity and self-reported acc
analog scales and scales presented as a list of 0]
ttons. Both studies found that the visual analog
than the scales with radio buttons.
sponse mechanisms provide alternative wa
1eir answer or help them provide an answer,
tion formats, so we discuss them with the st
hey apply.

utomatic calculation tools

Automatic calculation 100ls

tores.
Next, we'd Jike to change topics and ask you afew questions about grocery !

s ¢ whis
For the aspects of agrocery store listed below, how important would each be in determining & whicl
store you would shop?

On the lines below, alick on the position that best reflects how important you consider each to be.

Lower prices of products than competitors

Alsolutely

" - it
Roratafl | 3 Y N y

Ly y i .
tmportant

“ i i log an
Source: Visual analog scale image courtesy of “A Ooﬁwmdmoﬂ oMonmcmwwmwanw \
Wmabm.m Scales.” by R. K. Thomas and M. P. Couper, Marc , P
General Online Research Conference, Leipzig, Germany.

. . . .
draw conclusions that compare listed to ﬁﬁrmwmﬁ o@ﬂn.uzw\ msnwmmm
dents were 10 times as likely to say basketball is their favor:
ing”). .
Hoemb vaw surveying, new response mechanisms msww wm mﬁMMMM .
d visual analog scales have .
tion tools, drop-down menus, an: e e e
i formats uses one of the g
see Figure 4.5). Each of these .
A&mnsmmmma. above, but the way that respondents meo.ﬁ ﬁMMMmeo
i i tion tools are usually gom
each case. Automatic calcula : y @ o
Hpgman& response open-ended questions for which the computer

p of multiple par® that must work togett
ity data about the topic of interest. If one
es a conflicting message with another p

esponses. Crafting good survey ques
omponent of the question conveys n
s as well as how all of the parts work tog

query itself. In Ficure 4.6, the aiie
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stion stem i :

, any instructions that accompany the stem or

answel

e ﬂmd& display of the answer s i

e er spaces (e.g., size, location, e

i mm&mowwwwnwnwﬁ SoH.Q,Sm and the visual display an Wrw

o peonleces @:Mmﬂob stem and any instructions provi

A HMob - Therefore, crafting survey questions i
ping words fo MMH the questions and deciding how to
dnestor omm ot g each of the component parts, to respe

oty to e mww@.\ we present guidelines for craftin,
or choosing SOW% mﬂ%%mew.mww:mhqm% Mﬁmmmozm. s Emm
: ood s i
er how the visual layout of mm.i\m% MMMMMoMMMMMoM

of the components of o.um:- and closed-ended ques-

Figure 4.6 Examples
tion formats.

Open-ended guestion.

Question stert with How many years have you Jived in Washington?
Jdirional verbaland  Please report only whole numbers. (For exarnple, if you have lived in
ease round to 2 years.)

numeric instructions Washington 20 ms onths, E.

Answer space with D
” # of years

additional verbal and
symbolic instruction

Closed-ended guestion ,
guesin et B e e o e e ot sumberof ...
instruction years you have lived E%&:ﬁm&g during your lifetime. ﬁ.mmﬂ.oﬁm in mail and web surveys. Lastl

mﬁmﬁ& presentation of survey : m y, we present
ey questions. questions that apply t

Answer choices O Less than 2 years
O 21to 5 years
O More than 5 years,
O 10 or more years

but less than 10 years
1
NES FOR CHOOSING WORDS AND

: ]
MOWH(:ZO QUESTIONS

sure the question applies to the respondent

ponding to a survey that asks “What

oﬂ MﬂmW\oﬁH wogmwa but you do not MWWM mﬁM H

s %.“usm .Q.SE.& if you ate dinner at a Hmm.

e ﬁow . made dinner at home last night, abc

2ol prepare the meal?” (see Figure 4.7). Sor
o.sm for mail surveys try to reduce the nu

licit and direct information about W

question is asking (e.g., how long have you zé&FZmeﬁmﬂoEwb
respondents should provide their answer (e.g., in years)- Tt may also’
additional instructions, definitions, or examples that will help respt
comprehend the meaning of the question Or of key concepts. Ad

de verbal instructions (e.g., “select only

instructions might inclu
"), ot they may consist of

“please round to the nearest whole year
; inform respondents how t0 answi . , .
3 er cmmzo: require an answer.

graphics, OF mqu_oopm that furthe
# YYYY). Each question has answer spaces of choices that provide
t responses are possible a ) _
3 wer from every respondent

information to respondents about wha
record their answet. Answer choices limit the available possi
& ¢ last ni
ight, about how many minutes did it take to prepare the

which respondents can choose (e-g-s
often provide cues about the type and number of answers 0 P
size of answer space, reminder of units requested). Throughout
and the next, we use the specific terms italicized above fo
particular parts, and we use the term question to mean the entir
the survey question, including all of the parts.
Words used in the question stemy, additional instructions, an
tions are the primary SOUtCes of meaning that vespondents d :
comprehending the meaning of survey questions. Tn addition
hics can also influence how Hmm@oamwbﬁm answe

bols, and grap
4 aiaial lavoutand ﬁﬂmmmﬂwmﬁoﬁ of @Smmﬂoﬁm canaleC
. e AT

stem provides the most exp

Jess than 2 years, 2-5 years

id it take to prepare the meal?
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sibly resulting in reduced motivation or even break-o
S.

questions (i.e., save space) and avoid skip instructions by asking questi

such as these.
These two questions have a common problem (i.e., they do not req
answers of every respondent), but the source of the problem is slightly diffes
ent for each. The first question contains an embedded assumption of havi
an Internet connection that may not be true for all respondents. The seco
avoids making assumptions by including an “if” statement but does not
ply to those who do not fit the “if” criteria. Even if a “does not apply” t
were provided, the use of the word if implies that no response is needed fr
those who ate out the previous night.
This type of question can be particularly damaging in web surveys w
respondents are required to enter an answer for every question before the
allowed to advance to the next question. In this situation, the res
to choose between two bad options: knowingly entering false info
quitting the survey altogether. However, questions that donotapply toev
respondent are still problematic in questionnaires that donot requir
Aside from potentially confusing respondents, the methodological
with these questions is that it is impossible to distinguish between ,
who did not respond because they were unmotivated (i.e., nonresp ginal question by asking the tw .
and more motivated people who, nonetheless, did not respond b 1is desired, each of the Mg Mmgmﬂosm separs
question did not apply to them. Moreover, in order to be able fo estima that respondents are mmeMMmm. oaﬂm can be writt
distribution of a characteristic in the sample population, the surveyo : ther they read each o o indicate Srmmﬂm_...
give respondents the opportunity to answer every question they are a . type of literature, as shown ir
Therefore, a good rule to apply is that in order for an inquiry to consti
survey question, it must require an answer from each person of who ‘ N
asked. The two questions above should only be asked of res ondents ‘ S o
answer “yes” to filter questions such as “Do you have an Hﬁmawmﬁ conny timacy and credibility with respondents is to pre
in your home?” or “Did you make dinner at home last night?” (see Figt
Techniques to ensure that respondents follow the required skip instru
properly are discussed in Chapter 6.

question at a time

v often what appears to be one question actually cor
Uo,s.ﬁ which respondents may feel differently. Con
estion in Figure 4.8. This question actually contain:
ot subscribe to any periodicals, magazines, newsle
0 ou regularly read any periodicals, magazines, nev
t mSmmmoﬁ is written, it poses problems for resporu

ﬁ @o not regularly read these items, or for those
v& do not subscribe. Such respondents will not }
it to provide their response. The question also 1
Tvey or anyone using the resulting data, as they

nent the respondents were referring to when

3 nd professional questionnaire. Generally th
”n can backfire, however, is if efforts to forms
Em use of complex words or phrases and techr
..mmwosgmam will understand. Many complex wr
y replaced by more generally understood term:
drafting questions it may be advisable to const
.,mHEmr as they commonly provide more exten:
.mo.«. complex words andswordy phrases. A good
rd exceeds six or seven letters, a shorter and m
probably be substituted. However, it should
at all shorter words are acceptable. For exam
substitute “deter” for “discourage.”

\..m.mﬁmamb% in government surveys, is to in

Guideline 4.2: Make sure the question is technically accurate

Asking a question that is not technically accurate can confuse resp
and make answering difficult. For example, many avid horse peo
be confused by this seemingly simple question: “How many feet ta
horse?” This is because horses are often measured in a different uni
(one hand equals 4 inches). A more appropriate way to ask thi
would be “How many hands tall is your horse?” Ensuring that ques
technically accurate becomes more challenging when orié is asking
about topics that apply to very specialized populatiotis.such as e

. . 3 i s eq some translation for r
or business executives. Failing to do so, however, can conipromise th epondents An ex

ough the survey sponsors may know w
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,6:.@ 4.8 Words and phrases that can be simplified.

Figure 4.8 Ask one question ata time.

A double-barreled question

cribe to, or regularly read, any periodicals, magazines,

Do you personally subs
newsletters, etc. that axe specificaily related to your occupation?
[ Yes
I No
- Work
..Brave

....Correct

Do you personally subscribe to any periodicals, magazines, newsletters, etc. that are

specifically related to your occupation?

O Yes
O No ;
ipants of this household..... ...People who live here
Do you regularly read any periodicals, magazines, newsletters, eic. that are oo . ey
oov extracurricular activities......... What you do after school
al 1egION oo, Area of the country

specifically reiated to your occupation?

O Yes
I No

exation” instead of “an addition.” Similarly, in a

moﬁmEm to talk about “pharmaceutical mo_B
sell medicines.” To do otherwise may m<m

and understanding of the topic of the survey.

Please indicate whether or not you personally subscribe to each of the following
sources of information specifically related to your occupation.

Ido Ido not
subscribe subseribe
Periodicals [ ] erfain:
Magazines 0 ] s that people who write question:
Newsletters ] o o .mnﬁm»m than underestimate the knowl
ondents. Thus, when in doubt, it is prudent 1

alternatives. Ultimately, though, the best v
o s appropriate is to pretest questions with
est to identify potential difficulties, a topic

Please indicate whether or not you regularly read each of the following sources of
information specifically related to youx occupation.

1 I do not
regularly  regularly
read read

Periodicals [ o

Magazines ] O
Newsletters = - simple and familiar versus complex or speci
L
=

further confusing them and making it even
A clearer statement of the question is
form is referred to by its full name and

what IRS stands for,
figure out what form 55-4 is.
in the revision, in which the
replaced with “Internal Revenue Service. :
Tn most instances it is desirable to replace complex and specializ
but there are instances when this is not necessary. Virtually all occt

groups share a particular vocabulary that is not usiderstood by outst
that facilitates efficient communication within the group. Replacin;

cialized vocabulary with simpler words would only confuse matte

1

or an employer i i .
ce? ployer identification number (Form SS-
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Esmﬁ.w*mm a common. problem for many writers of s

e units are specified, many concepts such as age,
very straightforward. Others, however, are not as mq
mmmn.r It seems like everyone would know what it me
amily, wﬂ as the example shows, once one begins to
m. family life in this day and age, the concept of «¢
y is opened up to much interpretation. Thus, it is it
he concepts in survey questions are clearly define

der to minimize the amount of i i
, interpretin,
ed to do. P gandde

Guideline 4.5: Use specific and concrete words to specify the concepts clearly

Suppose you are interested in different elements of family cohesiveness a
you pose the question in Figure 4.11 to a sample of mothers with school-a
children. One strength of this question is that it clearly specifies a reason
time referent and the units in which one should report an answer. The p
lem, however, is that it contains several vague concepts. What does “
mean? Should we count snacks? What if we all gathered for a smoothi
couple hours before dinner; does that count, even though it is a thick dr
And what does “together as a family” mean? Does the lunch we got fro .,
drive-thru and ate in the car on the way to grandma’s house count? v
about the pizza we ate in the living room while watching a movie on Saturs
night? Do we count the end-of-season potluck for the baseball team at w.
we were all present but interspersed with other families?

One respondent might take a very liberal interpretation of this ques
and include all gatherings where her whole family was present and foo
drinks were consumed, whereas another may take a very conservative
and count only full meals for which the family was gathered at home a
the kitchen table. The problem is that the two interpretations woulc
likely result in quite divergent answers that are due to different inter
tions of the question, not differences in family cohesiveness. This qu
could be improved by specifying that you are interested in meals co:
at home, as in the first revision. It could be made even more spe
specifying that you are interested in sit-down meals shared as a famil
the second revision.

few words as possible to pose the question

ons simple is keeping them short and to the poin
he more information the respondent has to take i
her the likelihood for misunderstanding or misrea
1e question in Figure 4.12, for example, one respor
answered, “I don’t have any idea how many p
ﬁmm " As a result of this and other interviews, the
tence that explained the reason for the directions 2
to exclude was removed (Dillman & Allen, 19¢
ﬁmmmoa short sometimes contradicts the previc
m.hﬁmmu and simple words and using specific
u.@ concepts clearly. Substituting several sin

lex .<<oa or carefully specifying concepts
rmm..m Instances, we recommend subordinating

Figure 4.11 Use specific and concrete words to specify the co vsoa.w as possible to pose the question

cepts clearly. ,,
o ‘ 1 Ily confusing information

g or .m,ﬁ.m.ﬁum at this residence on Saturday, March wa“ 20007

nestion with vague concepts phigs:
the United States is counted only once, it is very important

How many times did you eat together as a family last week?

D # of times

 ere whether related to

i you or not, and anyone stayi
permanent place to live; | Y
o ”NH& ooz.wmw. away in the Armed Forces, in a nursing
| . . . 5 SOITECtiO) ility, instituti
A revised question with more specific and concrete concepts o I

using information removed

ng at this residence on Saturday, March 3%, 20007

How many meals did you eat together as a family at home last week

_||.|I_ # of meals

A more specific revision o
Te i&o&ou H.&.maa to you or not, and anyone staying
lace to live;
ollege, away in the Armed Forces, in a nursing

ectional facility, or other institution.

How many meals did you sit down to eat at home as w..w».ﬁ@ last ¥

D # of meals "
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Figure 413 Eliminating wordy and redundant Figure 4.14_Use complete sentences

expressions.
Due 10 the £Act that..c.creeerarrmesesessens Because Lommon use of incomplete sentences
R R e R R CAS—— Now Z}Evmn of years lived in Idaho
A small number Of...vvrrereisrenssinnnns A few memma
A considerable number of.....oceiiens Many :
SMAll iN SIZ€.cverervrmmmarvimserenraranamaasenss Small -
Hag the ADTHLY cevveeecereerivessassessersenssess Can " Your city or town -
Ascertain the location OF e LOCATE 1_ .
Concerning the matter Of........covemiene About City or Town
If conditions are such that. ... If
In the majority of INStANCES. orevennen-r UsUALLY
Make a decision ..Decide _
Take into cONSIAETAtiON. ..uomrsrvserereess! Consider County

goal of keeping the question short to the goals of using simple and £
words and using specific and concrete words. Once one is sure tha
words chosen are understood by virtually all respondents and the con
are clearly specified, one can attempt to keep the question short.

There are several ways to do this. One way is to replace wordy and re
dant expressions such as those shown in Figure 4.13 with simpler wor
More comprehensive lists of commonly used wordy expressions and
replacements can be found in most grammar and writing manuals.

Another technique is to avoid including answer categories in the qui
stem, as in the following example: “Are you very likely, somewhat
somewhat unlikely, or very unlikely to visit Glacier National Park aj
If the respondent will be able to see the response options after rea
question stem, it is unnecessarily redundant to include these option:
stem as well. Such redundancy across many questionsisa particular!
indicator to respondents that it is okay to skip words, and it may result
rest of the sentence also being unevenly read. Therefore, this question
be shortened to “How likely or unlikely are you to visit Glacier Natio
again?” However, it is important that this technique only be used in s
mode self-administered survey designs in which respondents will be
the question for themselves. In surveys where an interviewer adminis
survey or when self-administered surveys are combined with inter
mixed-mode studies, the answer categories may need to be includex
question stem for better respondent comprehension and consisten:
modes (see also Chapter 8).

n what city or town do you live?

_Zﬁdm of City or Town

hat Idaho county do you live?

_Zmﬂo of Idaho County

stions in Figure 4.14 once caused many responden
vers to the second and third questions. Nearly 20
e number of years they had lived in the city or tow
;ﬁo?. several other respondents listed “United State
,H&,\ one letter different from country. Writing mmh_

ttence would have helped solve both problem

noﬂ.SJ\\ is changed to “Idaho county” in ord
ty of listing the United .muwmwmm as the respondent

.

1s even more important in web surveys wi

When there is only one question per screen, r

.m.nw. ,.mm the context in which an inquiry is mad
) ecome isolated in ways that can make the
Guideline 4.7: Ulse complete sentences with simple sentence structures :

str cific information it is tempting to add ext

o help specify the focus of the question; hov

anrte Nt roc11E 11 Fh ot s ot dom A et omam o 21

Tt is tempting to save space by using incomplete sentences for pape

o’
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question. The problem with doing this is that reading sentences with mul
ple clauses or a complex sentence structure requires more skill than read.
sentences with simple structures. Just as with wording, it is advisable
avoid complex sentence structures and replace them instead with sim
structures. :

seem appropriate during discussion of an issue before it t
atlot measure stage. A second revision, indicating that a v
specifies the measure exactly as it will appear on the bal
respondents are for or against approval of the measu:
gories from favor/oppose to for/against is also an attem
guage of the question more in line with that of the voti

Guideline 4.8: Make sure “yes” means yes and “no” means no

It seems obvious that questions should not include double negative
in other words, require a respondent to say “yes” to mean “no” as in
following question: “Should the city manager not be directly responsib
the mayor?” Yet such questions are commonly asked in surveys. One o
reasons they are so prevalent is because voters are often asked in elec
to vote for measures where a yes vote would result in something not :
done, as illustrated by the tax approval question in Figure 4.15. Surv
are often reluctant to pose the question differently than it will be expre
on the ballot. However, because people tend to read questions quickly,
likely that some people will miss the word “not.” In addition, the
connection of favoring a “not” is difficult for most people. ;

Two different solutions for this problem might be considered. Th
revision simply asks whether people favor or oppose requiring 60% ap
by voters in order to raise state taxes. To help clarify, the answer categ
specify what favor and oppose mean for the purposes of this questio:

re wmm question specifies the response task

ting this guideline is that the response task should be cle
fter having only read the question stem. There are tv
Q&,Em. First, the question stem has to clearly state the respon
th t the question stem needs to ask for exactly the kind
: H of detail (e.g., units) the surveyor wishes to collect. Se
at and/or options provided must match the task as it is stat
In other words, do not change the rules in the middle
question should only have “yes” and “no” as substantis
onsubstantive options such as “don’t know” or “not aj
Opriate). Similarly, if the question asks how many day
the response options should be numbers appropriate {
0-7 if the referent is a week) or a number box labele
king for the number of days in the question stem an
s such as “Always,” “Most of the time,” “Sometimes,
represents a mismatch between the question stem an
that forces the respondent to undertake the extra, an

of determining which cate i ie., 1
ory fits best ( 5d
| | . .. : . gOTy Le,isbda
“w %. W_“w favor or oppose not allowing the state to raise taxes without approval of 60% - m.ogmngmma \wv. y
[ Favor |
[ Oppose

Figure 4.15 Make sure “yes” means yes and “no” means no.

A question containing a double negative

HE VISUAL PRESENTATION OF
ESTIONS MAKE A DIFFERENCE?

of the survey methodology research focused on hov

luences how respondentg answer them; the visua
tions was mostly viewed as an art form. Since then
‘research from the science of visual perceptior
9; Ware, 2004) to formulate theoretically basec

In the September election, you will be asked to vote on this referendum: “No stat , mumﬁ v of questions and questionnaires can be im

be raised without approval by 60% of those voting in a statewide election.” If the'el ents process sury i .

were held today, would you vote for or against approval? - . Chri mM Qﬂmmﬂobm and H.—m<nm‘mwm ﬁ..HOﬂWH,
O For aires (Christian, Dillman, & Smyth, 2007a
L Agetst i ne & Dillman, 2002; Redline, Dillman, Dajani, &

growing body of experimental research has

>

A revision with no double negative

Do you favor or oppose requiring 60% approval by voters in order to raise state taxi

O Favor
[C1 Oppose
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various aspects of the visual design and layout of survey questions infl:
ence how people respond to paper and web surveys (Christian & Dillm
2004; Dillman & Christian, 2005; Smyth, Dillman, & Christian, 2007b; Sm:
Dillman, Christian, & McBride, in press; Smyth, Dillman, Christian, & Ster.
2006b; Tourangeau, Couper, & Conrad, 2004, 2007).

Visual design and layout influences respondents as they organize info!
tion presented in the survey questionnaire and as they focus their atten
on responding to individual survey questions. Visual design features
help guide respondents to self-administered surveys, much like an in
viewer would do in a face-to-face or telephone survey, to ensure that ea
respondent receives the same question stimulus delivered in the same*
Thus, this research is requiring survey methodologists to apply new Vi
design concepts to the practice of crafting survey questions and constr
questionnaires.

In this chapter, we briefly introduce the visual design concepts, s
rized in Figure 4.16, necessary for understanding how survey respon
process and respond to survey questions. We follow this discussion
guidelines that can be applied to the visual presentation of all types ¢
vey questions to help ensure that respondents attend to each compone
process the parts of the question in the intended order. In Chapter
present guidelines for the wording and visual presentation of specific
of open-and dosed-ended questions. We continue our focus on visual d
in Chapter 6, where we describe how respondents visually process and
igate entire questionnaire pages. There we present guidelines for qu
naire construction to help respondents organize the information pre
on each questionnaire page and to encourage them to process quest
the intended order.

Survey questionnaires include four types of visual design elemer
communicate meaning to respondents: words, numbers, symbol
graphics. Words are the most powerful source of meaning that respo
draw upon when answering survey questions; however, numbers us
question stem, in instructions, and in or as labels for answer cho
communicate additional meaning to respondents. Symbols can also
to add special meaning, often without occupying very much physic : . ual design elements (words, numbers, symbols, a
For example, an arrow may communicate to respondents whe L ted in different ways: Theywan be Hmﬂw\m or small ‘ li
attention next. Finally, graphics (e.g., text boxes, squares, html boxe oﬂrmu or far apart, static or in motion, gra q.ﬁﬁwr__‘.m
and radio buttons) are another type of visual design element that ¢ to using the four types of visual Qmm\mM\s mHmBmg
in designing survey questions. In addition, graphics can include: late the properties of each of these types of eleme
plex images and logos that layer various elements. The use of the attention and change the meaning responde:
graphics has increased, particularly in web surveys, bec

sign properties include size, font, brightness
affordability of including them, but also in mail surveys because r proximity, shape, orientation, and motion. F
printing them has decreased. i )

rawn to particular words, numbers, or symbols
r color in relation to the surrounding text (e.

sual design concepts that guide question design.

w_:m that communicate information to respondents

%ﬁ_oﬁm_ source of meaning that help respondents understand what is being asked of

{] mons% meaning and sequence or order to respondents,
0% . .
es that add special meaning based on what they represent to respondents.

. and visual images that can be simple or complex and convey meaning to

-\mowgnﬁﬂc.w_a i
o> dify how elements ave presented visually and the meaning

f elements influence how elements are perceived and whether they stand out
& .
Eﬁm and form of elements influence the legibility of words and how elements are

C . anges and Or 11 ce ENts a1 perceivel
t/Color: Ch: in shadin, col fluence how element: d and
g an

ar elements are from one another (th i i i
i o are from (the spacing and alignment) influences whether

iples that guide how respondents perceive relationships among information

¢ organized into the simplest i j
ben plest, most regular, symmetrical objects will be easier

lements closely together will cause them to be perceived as a group

g the same visual properties (color, shape, size, orientation, etc.) will be

mﬁBsﬁ connected by other elements will be grouped together.
.“ﬂEn a single closed region will be grouped together.

: .B,. be seen as continuing smoothly will be perceived that way.
create a “closed” figure will be perceived that way.

ve or imply movement in the same direction will be grouped together.
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er elements encourages respondents to perceive them as rel
mb.mwm.o use similarity of contrast, color, size, or shape to encot
0 perceive elements as a group. Respondents also per
re enclosed in a common region, such as a box or an area w
ground color, as a group. Likewise, connecting visual elen
ler element, such as a line, encourages respondents to per
elements as a group. Finally, elements that continue smo
ived as a group; continuity is probably used in surveys m
omplex graphics where multiple elements are layered
ter so that they are perceived as a group. These G
,mm.@ surveyors in deciding how to present visual d
Q.ﬂ properties to apply to them. In addition, using tv
P Bﬂﬁmm to layer properties on the same element(s) can
Eﬁm to make them appear as a group than varying only
ements.
xample illustrates how visual design elements and
dance with the Gestalt grouping principles can imp
Ew survey question. In a recently published article b
riments, we found that visual design changes to the c
mbm year did you begin your studies at WSU?” incre
spondents reporting their answer in the desired fo
e month and four digits for the year) from 55% to
mn.ammm points (Christian et al., 2007b). In a follov
reported the sequential impact of a series of visual
0 the same question. The results of her study ca
e initial version at the top of Figure 4.18, respond
0 equal size boxes for the month and year, and
wer using the desired format. However, when
ras reduced by half (consistent with the expectz
d in half the number of digits as the year), r
year using four digits, raising the percentage u

bolding or italicizing an important word or phrase in the question stem).
dollar symbol ($) could flicker (motion) to remind respondents to report th
income in dollars. Symbols can also be located in proximity to the answ
spaces where respondents will need to use them at the time of respons
Tn addition, differently shaped graphics for response scales, for examp!
ladder versus a pyramid shape, can influence how respondents interpret
respond to the scales (Schwarz, Grayson, & Knauper, 1998).

When respondents are presented with a questionnaire, they first take
the entire scene and organize the information presented to them. During ..
process, respondents begin to distinguish the various visual elements on
page, and the properties of these elements influence whether they are noti
(Ware, 2004). After respondents organize the information on the page, |
focus on answering the questions. Here, the visual processing is attentiv
conscious, the visual field narrows to about 2 degrees or & to 10 chara
in width (the foveal view), and attention is focused on only a few elem
(for definitions of attentive processing and the foveal view, see Figure 6
Chapter 6). During focused attention, the properties of the visual de
elements or how they are displayed can strongly influence the meaning
spondents assign to them. ,

The Gestalt psychology principles of pattern perception can help s \
ors understand how respondents perceive groups among visual eler
with shared properties and then assign meaning by viewing the gro
elements as conceptually related (see Figure 4.17). According to the prin
of proximity, locating elements that should be grouped closer to eac

Figure 4.17 Examples of Gestalt grouping principles.

No visualgrouping OO0 O0O0O0
OO0 0O O

Proximity
%o- Thus, the size of the answer boxes communic
Similarity of size espondents, beyond the graphics alone, about .
e in providing their gnswer.
N n, adding the verbal instruction to “Please
vo digits for the month and four digits for
N rcentage point increase, bringing the percen

78% and demonstrating that respondents v
the instruction and applying them when pro
2 the verbal instruction directly after the q
that respondents would see and process it
Finally, replacing the word labels “Mox

Similarity of size, shape, and contrast

Elemental connectedness




94 Tue Basics oF CRAFTING GOOD QUESTIONS Guidelines for the Visual Presentation of Survey Question:

n how respon- previous experiment reported by Christian et al. (2007b), pr
volic instruction with the answer spaces had the highest in
e desired format (increased use by 35 to 42 percentage p
experiments), but there was no additional instruction prese
tion stem. That the instruction was so important in Christ
ent (see Figure 4.18) without the MM YYYY symbol to

esired number of digits suggests that verbal instructions are
tive in the absence of adequate visual information. Resul
eriments confirm this conclusion: The instruction to use th
n the telephone, where there is no visual information avail
ntage reporting in the desired format from less than 1
2007). Nevertheless, in self-administered surveys, it is

 of visual information is key to obtaining desired respo
e to this effort above and beyond question and instruc

Figure 4.18 Example of the influence of visual design o
dents report date information.

Experimental Treatment

44%

57%

ES FOR THE VISUAL PRESENTATION
OF SURVEY QUESTIONS

presentation of survey questions influences how pe

00sing words and forming clear questions is not enor

to think about how to put all of the components of

e now turn to describing general guidelines for the vi
ey questions that apply to designing nearly all type
ue to use the visual design concepts we just discus
guidelines.

ed question in the top panel of Figure 4.19 would

spondents off. Some might not even be able to uny
€y question or what it is asking, making it difficul
rovide an answer. For the next five guidelines, we
le. The overall problem with this question is th,
uttered, so there is no clear message sent by the vis
observation does not necessarily give us eno
sing the question. Wheft we look closer, howe
wber of more specific problems that we can begir

78%

94%

, i ial Research: The Influ
Source: How Mixed-Mode Surveys Are Transforming Socia by L. M

j Telephone Surveys,
Survey Mode on Measurement in Web and Tele :
anmmws moo\m. Puliman, WA: Washington State University. Unpublished docto

dissertation.

and “Year” with a symbolic instruction MM 53.2 beneath .&E@
tive boxes increased the percentage using the desired format ﬁo&
symbolic instruction was designed so ﬁ.rmﬂ the letter M was use
sent month and Y to represent year, with the number of letters !
the number of digits to use when nmwo&bm. the month and W%%
version, respondents gained additional meaning from w:m sym Nr
tion about the number of digits to use in their response. Emnmabm
tion near the answer spaces and within their mo<w& view m#wo ﬂﬂm@m
that respondents would notice and apply the instruction when

ell where the question stem ends and the respo

together.
ear how one should mark an answer.
more than others, making them more likels




se Darker and/or Larger Print for the Question and Lighter

i i sual design principles to construct indivi .
Figure 4.19 Implementing general vi g e Darer andfrLrger Print fr Qus

guestions.

we needed to do was create subgrouping within the q
grouping helps the respondent quickly recognize and muuo

tiestion. We used the design property of contrast to cr
1 the question stem and the response options. To cr
rast, we bolded the question stem but not the respq
standard use of bolding that we have adopted for r
oughout this book. If we wanted to reserve bolding
In our questionnaire, however, another property we cc
ext size (see the bottom example of Figure 4.19). Increa
t in the question stem but not the response options h
0 parts of the question.

Poor design

Which one of the following best describes the reason for your most wmn%: <mw:, to M.o Southg
Mali? O Shopping for fun/entertainment > Shopping moamnmw.a& item [ JMAL! .

€>ﬂgoxmxonnwmo [0 Other OE at the mall YrHanging ouf
with friends Meeting new people &  Cenucrhs Bushiess

Revision with improved design

pacing to Help Create Subgrouping within a Question

gy principle of proximity states that items located ¢
e perceived as belonging to a group, and items loce
¢ perceived as not belonging together. We applied
inforce the subgrouping within the question. We star
ponse option onto its own line of text and add
veen it and the question stem. We then moved e
dosi _ ts own line and arranged them vertically underne
m.w.hﬁm“”h“:% do you favor or o“o% implementing a merit-based pay mwwﬁw wHoHZg . | . m.\.n they s\ocr.m no longer blend together. To help cre
elementary school teachers? [11 Very much in favor [2] Somewhat in favo e response options were all part of one group, we pla
Somewhat oppose [3] Very much oppose roximity to one another and spaced them equally.
few spaces to the right underneath the question sten
g we were creating. Grouping and subgrouping
scussed in more depth in Chapter 6.

Revision with improved desi;

tandardize All Answer Spaces or Response Options

e poor design that we needed to address was t
stood out visually more than others, making th
and selected. “Shopping%stood out because it v
was in reverse print, and “hanging out w
iderlined. Our solution to this problem was
operties of all of the response options. The fi
re they were all the same readable size with -
/e then changed them all to the same font.
man because of its readability and professionali
afor used for “conducting business”). Fina
) color, contrast (bolding), underlining, a

o The purpose of the bolding, underlining, and reverse print

Y " opti fore proc
e One would have to process the “other” option be " P

the options provided by the surveyor.

The revision is clearly an improvement on the original design. T
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process and helps ensure that they will be processed equally. Incidentall g at each use. Doing so may require more patience and m
the similarity across response options also helps them appear as a subgrou: some respondents are willing to expend.
e e Lomer aueaton group (16, the Gestal psychology principle tle of thumb is to use each design element or property fo
similarity says that items that appear regular and similar will be perceivec For example, no matter what question or what ﬁmw\n owﬂ%mu .
belonging together). In addition to making these changes, we reordered o underlining is only used to draw attention to iny om
response options so the “other” option was located at the end of the list so t square boxes are only used as answer spaces, boldin mm
respondents would process all of the response options before getting to i guish between the question stem and the mbmému op Mosm”
m._.m. particular needs of one’s survey. One can choose to use #
v Hﬂmm to convey different meanings than in this example, bu
lng is that they be used with consistency and Hmmx&ma_a\
.,mﬂv.mw..\ these visual design guidelines (4.10-4.14) rm:umm us
e :%ogmﬁos in the questions in Figure 4.19 to make tt
re nmm&\. perceived and processed and, most important, to m
spondents to provide a response. In addition to mm“mgm
these Q.Eswmm also added an air of professionalism to the qt
increasing the likelihood that they would be taken seriot
mﬁoﬂ&wbwm (i-e., perhaps increasing rewards and trust). In
section we present several more general guidelines deal
s, the response task, and organization.

Guideline 4.13: Use Visual Ummp.w: Properties to Emphasize Elements that Are
Important to the Respondent and to De-Emphasize Those that Are Not

7 9. s’

In the poor design, the words “describes” and “recent visit” in the ques
stem are emphasized with bolding and italics, respectively. However, th
words seem no more important to the respondents’ understanding o
response task or the question than any others in the stem. As a result,
bolding and italics were removed in the revised design. Instead of empha
ing these words, we opted to use underlining to emphasize the word “o
in order to draw the respondents’ attention to the fact that they should’
only one of the response options. The choice of underlining for this
pose works quite well for paper surveys but should be carefully consid
for web surveys because underlining already has a predefined meanin
the Internet, especially when combined with the color blue. Underlinin:
the Web often denotes a clickable link, although many web designe
underlining inconsistently, and sometimes links are not underlined.
Nevertheless, we use underlining in the same way in the merit-base
example in the bottom of the figure to draw respondents’ attention to th
that this question is about elementary school teachers only. In this e
we also face another common problem: the need to include extra info
for survey processing reasons. In this case, the exira information is nus
located inside the check boxes to assist with data entry. Because they ar
portant to the respondent, these numbers should be deemphasized i
cannot be eliminated altogether. We do this by manipulating the pr
of size, contrast, and location. The numbers are made smaller and ligh
make them less obvious but still visible to the astute data enterer. Thi
then relocated from the center to outside the check box, where they
likely to be noticed by respondents but can still easily be used for data

ke Sure the Words and Visual Elements that Make Up the
sistent Messages

: H.m,w‘n lessons we have learned since the last edition of |
b. ?.ma is just how influential visual design elements can
;am.mm cases where surveyors made design decisions w
easing the response task but with the result that the des
oduced biased the results. In one national survey, for mxm

sorted related response options into two mHoEuw based
ﬁ.ﬁm revealed that the subgrouping caused responde
answering the question. Many respondents attemptec
ers, but because the survey was only designed to accy
vertently erased their first response when they entes

-examples of this type of design from a set of web surv
M.woow to exantine the effects of subgrouping respor
myth, Di isti
Guideline 4.14: Use Design Properties with Consistency and Regularity yth, Dillman, Christian, & Stern, 2006b). When |
This general guideline may be the most important. Even if the mez
a design element or property is not immediately intuitive, the res
has a better chance of learning its meaning and applying‘it throug
questionnaire if it is used consistently, both within and. across qu
However, if desien elements and properties are used inconsistentk

igure), 70% of respondents marked answers within bc
1% when the response options were not subgroupe
on:“Please select the best answer” to the subgroup

umber of respondents marking answers within bc
struction also reduced the mean number of optio
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Figure 420 Make sure verbal and visual design elements send a consiste
message.

se options contradict one another

66% of responden .
meaning of the question and the response task. In many

resent in this chapter and the next provide the tools

Integrate Special Instructions into the Question Where T
han Including Them as Free-Standing Entities

s necessary to provide a special instruction to clarify a
¢ undesirable practice of placing instructions outsi
mphasizing them with boxes or perhaps a different ¢
s practice is that once people have gotten into the 1
questionnaire, the marking of an answer leads to the ir
xt question. As a result, free-standing instruction
ly. The example in Figure 4.21 shows that such ins
0 be properly applied if they are expressed as p:
er than placed as a separate entity (Christian &

out, an instruction to skip this question and mc
s not apply is located below both the question :
ns. In this design, 40% of respondents marked
tion blank and moved on. In the second la
moved up to a more integrated location between 1
esponse options. Placing the instruction here re
ts marking “no” and a full 26% leaving the quest
1en the instruction was located where it was r
ecide whether and how they should answer 1
were able to successfully apply it. In contrast,
ted as a w.mm-m»mw&bm.muﬁq outside the quest
gories, many-respondents fad probably already m
y even noticed it. The fact that 11% of responder
d to 3% when the instruction was integrated) lefi
) blank suggests that when some respondents ;
elow ﬁrm response o@ﬁobm they applied it to m

Source: “Effects of Using Visual Design Principles to Group Response Options in W
veys,” by J. D. Smyth, D. A. Dillman, L. M. Christian, and M. J. Stern, 2006b, Internati

Jowrnal of Internet Science, 1(1), pp. 6—16.

one option from each subgroup instead of multiple gptions from each ‘ A
group. Overall, these findings suggest that the subgrouping communic . s/is mbomﬂmn wOmm_Em way the instruction could _um it
ﬁo ﬂmmﬁo:mmm»m that they should select answers from both subgroups. Wi ,

L . e e At 4 T ok e et ean v e aner Fm ATy P DR SR SR Y T DU TR, A IR SR [V
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Figure 4.21 Integrate special instructions into the question stem.

Instruction placed outside of the navi ational path
8. Have one-on-one meetings with professors

contributed significantly to your WSU education?
O Yes 40% marked No
D No 5% left Question 8 blank
11% left Question 9 blank

1f you haven’t had many one-on-one meetings,
just skip to Question 9.

3. Have one-on-one meetings with professors .
contributed significantly to your WSU education?

If you haven’t had many one-on-oné meetings, 19% marked No
just skip to Question 9. 26% left Question 8 blank
3% left Question 9 blank
[l Yes
O No

3. Have one-on-one meetings with professors

contributed significantly to your WSU oemo»no%
Ifyou haven’t had many one-on-one meetings.
Jjust skip to Question 9.

O Yes
O No

Source: “The Influence of Graphical and Symbolic Language Mani
Responses to Self-Administered Questions,

2004, Public Opinion Quarterly, 68(1), pp. 58-81L.

appropriate question subgrouping. Rather,
order to be effective, instructions ne
will be used (the location of instructions
respect to establishment surveys in Chapter 12).

Guideline 4.17: Separate Optional or Occasionally Needed Instructions from

Question Stem by Font or Symbol Variation

When respondents be |
questionnaire works, including what must be read and what can be s
at deal of material that does no

Requiring them to read through a gre
that can be skipped without negative consequenc

skipping words and phrases.
between words that are essential for every da

pulations
” by L. M. Christian and D. A. Dillmal

even within a single questi
ed to be strategically located whes
is discussed in more dept

gin to fill out a questionnaire, they are learning

esiéncourages the

For these reasons a distinction shoul
person to read and thos

Guidelines for the Visual Presentation of Survey Questic

articular instruction may be optional. Perhaps it is bec
on “put an X in the appropriate box” is the same instruct]
is question, and many respondents will remember tha
nly a few respondents need the information, such a
instruction used in Figure 4.21 (“If you haven’t had ms
1gs, just skip to Question 9”). To avoid presenting infc
ents already know, or that applies to relatively few
s information from the query by the use of either it
second revision in Figure 4.21) or a symbol variati
parentheses).

wwn:n.um Each Question in a Way that Minimizes the Nee
in Order to Comprehend the Response Task

erlying this guideline is efficiency for the respondent
d excerpt from the 1993 U.S. Census of Agricult
spondents to read in great depth about what land
er before even knowing what the question is ask
that it will be necessary to reread the informati
the question is asking. The drawback to such ineffi
ay become frustrated and unwilling to retrace thc
give a wrong answer or no answer at all. In this ¢
unded by a visual layout that makes it somewhat
ath is to be followed (i.e., what information is to

rganization of the information is shown in t
anel of Figure 4.22. The revision allows resp

nation organization with unclear navigational path.

nd lack of navigational path

-

| ... o
039 040 041 0
| “ K

port land owned, rented, or used by you, your spouss, or by the partnesship, corporation,
U &re reporting. Include ALL LAND, REGARDLESS OF LOCATION OR USE - cropland, past
3 house fots, efe. oy

2

AT None [T
during the yesr, refer to the INFORMATION SHEET, section 1. 043
; : ]

d creation of clear navigational path

own in 19907 You should report all land (crop land, pastur
d, house lots, ete,) regardless of location, owned by you, your s
i, 0r organization for which you are reporting. (If the acre.
uring the year, refer to the information sheet, Section 1)

cres owned
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Conclusio

CONCLUSION

g survey questions may seem simple, we have demon
ow it requires attending to many details at once f
pondents process all of the component parts and comp:
intended so that they can report an accurate answer. W
.,oﬁ.man approach that highlights the many aspects sur
t when crafting survey questions. This approach cor
-or closed-ended question is best for each concept of i
d equires thinking about how all of the componer
tion stem, any additional instructions, and answer
5) work together to form the entire question stimul
‘considerable amount of research on the importance
presentation of survey questions, we have demon:
ctive survey questions for mail and web surveys in
m.mfo_dm to form clear questions but also deciding he
e question are presented visually to respondents. Witt
ork, we have offered general guidelines to help surve;
ords to form questions and visually design and H“
vm.ﬁ,m question. This second step is an important one
other guides for crafting questions.

Wm.<m presented in this chapter apply to nearly all ;
; this is only the first of two chapters devoted to
.ﬂpm next chapter we shift our focus to crafting s
|"and closed-ended questions. Because each of
types has a different goal and a slightly differer
oﬂ. components, each is subject to its own st
ough the general guidelines presented in the c
o these question types, we take them a step furt

to know at the beginning that they are being asked to report the numbt
of acres they own; they are then given instructions on what to include a
exclude. The important implication of this principle is that no amount of
sual redesign can compensate for poorly worded questions Ox unorgani
information, which, once read, leave the respondent unclear about precis
what to do.

Guideline 4.19: Choose Line Spacing, Font, and Text Size to Ensure the Legibili
of the Text

Even a very well-worded question can be difficult for respondents to pro
if it is not designed in a legible way. Enhancing legibility means choosin;
appropriate font, font size, and line length. With respect to fonts, one sho
avoid script fonts because they can be very difficult to read (e.g., Brack 5
W7, Dur Dorsp Scalpr, Cetvardian Ghor ITC, Freestyle Sorpt). Instead, serif or san
fonts should be used. Examples of serif fonts are Times New Roman, Gar
Century, and Georgia. Each of these fonts has added detail, or serifs, a
end of the strokes that make up the structure of the letters. In contrast
serif fonts do not have the added details (e.g., Arial, Verdana, Tahom
Latha). Although both serif and sans serif fonts work well on paper, san
fonts are commonly preferred for web readability. Generally, one shoul
choose proportionally spaced fonts (e.g., Arial or Times New Roman)
than monospace fonts (e.g., Courier New).

To some degree, the font size one chooses will depend on the s
population. A good rule of thumb is to use 10- to 12-point fonts for mos
ulations but larger fonts for older populations. An additional consider
for web surveyors is that font preferences are often set on the user’s comp
giving the designer little control. Additionally, font sizes appear differ
screen than on paper, and the same font size may appear larger or small N
pending on factors such as the user’s screen resolution. Thus, web des ording and visual presentation of the question stes
are advised to seek additional resources on how to ensure legibility . ns, the answer spaces, and response options th
(more on this in Chapter 6). . on types.

With respect to line length, readers may have difficulty tracking a
lines, reading evenly, and finding their place at the beginning of the ne
on the return sweep when text lines are too long. In comparison,

excessively short
lines of text require
almost constant eye
motion and frequent
return sweeps that
can become overly
hiirdensome.

e.emmsm Woerds and Forming Questions

g&a sure the question applies to the responde;
anm sure the question is technically accurate

(continy
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Guideline 4.3: Ask one question at a time

Guideline 4.4: Use simple and familiar words

Guideline 4.5: Use specific and concrete words to specify the con-
cepts clearly

Guideline 4.6: Use as few words as possible to pose the question

Guideline 4.7: Use complete sentences with simple sentence struc-

CHAPTER 5

tures
Guideline 4.8: Make sure “yes” means yes and “no” means no
Guideline 4.9: Be sure the question specifies the response task

Guidelines for the Visual Presentation of Survey Questions

onstructing Open- and
osed-Ended Questions

Guideline 4.10: Use darker and/or larger print for the question and
lighter and/or smaller print for answer choices and

answer spaces

Guideline 4.11: Use spacing to help create subgrouping within
question

Guideline 4.12: Visually standardize all answer spaces ot respons ertake almost any task, one has to attend to man
options e, going for any type of bicycle ride requires atte

mﬁ& steering. Failure to properly attend to any ot
m_ can have significant and far-reaching consec
reat bicycle ride, one has to look far beyond the
.on how the mechanics of the specific bicycle we
esired. Hm ._&m bicyclist wants to ride on flat paved ro
tires, a light frame, and high gears to have
. m.MMM would not hold up to mountainous ters
ould need wid i i
ity e and knobby tires, a sturdie
llels between planning for a great bicycle r.
lons. A set of common guidelines, such as th
mmmﬁ._ in that it provides a general framework
survey questions, but, as with the bicycle >
urvey questions also requires carefully de
uestion in light of its unique measuremen
§ to put the right components together in ti
es for different types of rides, a survey designe
ther m,.,.m components of different types opn,
e different types of constructs. In this ¢
ow different types of questions—open-
.o,.mm..mﬁ&mm ordinal—need to be cons
ue to apply the techniques discus

Guideline 4.13: Use visual design properties to emphasize elemen
that are important to the respondent and to deem
phasize those that are not

Guideline 4.14: Use design properties with consistency and e
larity :

Guideline 4.15: Make sure the words and visual elements th
make up the question send consistent messages

Guideline 4.16: Integrate special instructions into the quest
where they will be used rather than including th
as free-standing entities

Guideline 4.17: Separate optional or occasionally needed instr
tions from the question stem by font or sy
variation

Guideline 4.18: Organize each question in a way that minim
the need to reread portions in order to compreh
the response task

Guideline 4.19: Choose line spacing, font, and text size to
the legibility of the text




