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Audience and consumer su are
ace in all areas of life. Thi
becomes immediately evident by search-
g the Internet for “aue s 5

) Decision makers
mer and activist groups,
ults as

their daily ro
sed use of surveys
ay many of the s

ugh not

survey research.

DESCRIPTIVE AND ANALYTICAL
SURVEYS

There are two major types of surveys: de-
scriptive and analytical. A descriptive survey
attempts to describe or document current
conditions or attitudes—that is, to explain
what exists ar the moment. For example,
the Department of Labor regularly conducts
unemployment in the
pollsters survey

dates or issues. Broadcast stations and net-
works continually surve
to determine programmir
values, and lifestyle
amming. In descriptive surveys,
in discovering the current siru-
in the area under stud

An analytical
and explain why s
proach, two or m
examined to i

heses. The results allow
the interrelationships

1p explana-
example, television
vey the market to deter-

be used to
programmi
networks conduct yea

television
deter-

ADVANTAGES AND
DISADVANTAGES OF
SURVEY RESEARCH

can be used to investigate prob-
listic settings. Newspaper read-
ion viewing, radio listening, and
consu havior patterns can be exam-
ined where they happen

from five maj

’ r types
telephone, p

of surveys:
VIEW, group

amount of data can be col-
th relative ease from = aty of
le. Surveys allow chers to exa
variables (demogr
nati imdes

se ne

nd lifestyle
intentions,

VEys are not constra
boundaries; they can be ¢

here
helpful to survey research a y
documents,




in lists can be
n sources of
|\|:|"Tc\|'1|'u.-

!

istrati

irvey research has many \1\|\
other research appro L it is
fect research mul‘.udul\

1. The most important disadvantage is that
independent variables cannot be manipulated
the way the) ALOIY eXPeriments
Without control ¢ variables,
the researcher cannot be certain whether the
n independent var
bles are causal or
may u[)hlh hat
sible to
v results that
ifficult to establish
and extran
ies studies can

nd B are
determine sol
A causes B. C
be.

ropriate wording
ithin 2 1 qu ~r|\-|1n\1,rt
ruu' The que: s must be wor,
anized unam|
ed mformation. This problem is discus:
in ‘Iu[-nl later in [I‘,L‘Lh'.lprl"

ThL W

0715 W

v in l"m \\u- ve
or Internet survey may hL comp
er when the targ ndent is
isehold.

scaUse FESPOMse rates con-
i ly true

respondents unw
the incidence rate

can produce reliable and useful informatic
They are especially useful for i
format audiences and readership.

The of this chapter disc
the various aspects of survey desi
not always mentioned, the d
to all typ

on on

the inurmt

CONSTRUCTING QUESTIONS

Although most people think that survey
design is simple—just put together a s
of questions—the fact is that su
takes a lot of practice. Part of this pra
to understand five basic rules o
naire design:

Understand the goals of the
hat only relevant questions are
included.

Questions should be clear and un-

mbiguous.

Questions must accurately com-

what is required from the

d: ection tec
rritten for a mail surv
must be easy to read and understand because




respondents a
Telephone surveys canne 5
long lists of response options; the respondent
forget the first few responses by the time
last items are read. Que
group administration must be concise a5}
for the respondents to answer. In a personal
interview WET must tr
with sensitive and personal questior
his or her physical presence mig]
respondent les
cedures are discussed i

A questionnaire
purpose of the res
topic such as me

an intervie

lect ©
plex research

vorite radio station or magarine, Nonethel
there are several general gu nes to follow
f questions and questi
all types o

Types of Questions

Surveys can include two basi ques-
ns: open-ended and closed-ended. An
open-ended question requires respondents
to generate th W answers, as in these

EypH

ation

often?
What type of television pr m do ¥
prefer arch most often?

nded que:
freedom in answer
portunity to pro
, they gi
7 did you say that?™ ¢
er in more detai
flexibility to follow up on, or probe, certain
questions enables the interviewers to gather
information about the respondents

and the motives behind their answers.
In addition, open-ended questions 2
for answers that researchers did not foresee
; the questionnaire—answers

Op

ecling

tons in th

How:
expected response.

r, a subject may give an un-
uch as, “I have no idea.

This forces the manag
or her perceptions of radio

ger to

consider

listeners.

ally, open-e
useful in a pil
s may not kn
sponses b :

;-ndod qu

f a study.

ts, 50 open-
w subjects
1 the

rin any w
t of responses pr
earcher m:

vice or force

-ended ques
ar

the need to repe:

The major disadvan
open-ended questions is the amount of time
needed t i analyze the res)




188

There can be
signing questionn
those used for

re:

tions, pr

partant to contact the appropriate academic

there are so many types of responses, a
content a is of each open-ended ques-
tion must be completed t C

that can be tabulated—calle

Chapter 6). A content analy
mon responses

Ps com-
tegories, essentially

ded. Th

nto

n closed-¢

tent analysis r
codebook to cod
A codebook

es-

ded by the researcher. These q
tions are popular because they provide
ater uniformity in responses and the
to quantify. The major
is that r i

1de some important responses.
Respondents may have an answer different
those that are suppl ¢

Ive the problem is to include an “Oth
response followed by a blank space t
responden Inity to s
own answer. The “Other” responses
then handled just like an open-ended ques-
) sis of the respe i
p a codet
questionna
blems with cl

SWers are e

4

solves most pre

questions.

committee that oversees research fo ensure that

| rules are followed before

jesigning an
type of academic research project

f you are in an academic sefting, what
rules or regulafions does your sc
in reference 1o conducting research with
humans?

hool have

apply, etcl.

Problems in Interpreting
Open-Ended Questiens

Open-ended que:
of frustra
swers are often bi;

ions often cause
because respondents’
arre. Sometimes respon-

1d

gre;

d
provide answers
thing. Somet
understanding
have problem

iewers hay y
respondents, or they may
2 what tf <

PP '[;.’Iﬁ[u.
The followi

nducted
the senior 2 r of this text. They show
t even the best-planned survey question-
ire can produce a wide range of responses.
do you

veys and se
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Open-Ended Questions

Open-ended guestions always include  respondent “W
ask for

hat else2” instead of “Anything
that ali2” The “Wh
spondent the same

t alsa”

y for interview

additional information. From experience, we

ha

@ learned thot inferviewers should ask the

d
radio station? dents” pc

no longer put the

ition. What m
searchers

* The station is OK, bu

Atri o s
after findin,
* | only listen because my husband listens sponde

For example,
are-

the res
't listen to that station because been listening mor
on Chinese time. and expect to receive
rmatinthe  “1like the music a lot o
ondent might s
tion my radio can p

# It’s great. It has the best f]
city.

ck up.” The guest
be much rer to a respondent

ed in this form: “Which radio stati
or stations, if any, do you enjoy listen-
ing to more la mpared to a
* It sounds great with my car trunk open. months ago? es a to-
« There is no way for me to answer thar  tally different question that wi cit good
question before | eat dinner. information. (Juestionnaire items must
be phrased precisely so that respondents

¢ what is being asked
ing questions clea
fifficult or speci
and i

» The station is good, but sometimes it
kes i
= My parrat is ju

the station teaches him a

ant to

And then there was a woman who, when
3 har her spouse does for a living,
Arrow Space Eng " Part of the
arch process is | to decipher
respondents’ answers.

quires
words, ac-

ene

ronym: F
. the level of v

e for a survey. Questions
»d in everyday speech, and
argon and technical words

General Guidelines

ht be better phrased,
> 2 pay channel like

€ or Showtime, 3 1

where

re:
with a problem that they can

associated




individual movies

The item “Should the Sat e TV
System consider offer
channel for news and w
tion™ assumes that respon
an “interactive channel ¥
A better approach is, “An interactive sat-
ell nnel is one where viewers ca
ize the news and weather inforr
sented on the channel, rather than
warch infi i 1
national sour
System shou
ur satellite serv
Question clari I )
double or hidden meanings in the words thar
are not apparent to researchers. This ques-
tion, for example, causes such
Hu.\ many teley \xi‘-n \hm\\

* most 1|'\ ropriate answe

from the q..um n helps avoid this prol h—
Idition, the question inadvert

the idea that at least some sha
read, “How
hows, if any, do you think

are too violent—most, some, few, or no
Quest should be written so that they
.Jlr-n Il respondents.

oo

re

ina |‘.LII |_. o complete
naire are unlikely to take the time

ns are thI A g

1 ques-
. than two short

sentences.

wnly items that relate di
g studied. For exampl
occuparie sspondents is not re

he purpose of the survey, the question-
naire should not include a ._m tion about it.
ften add questions
stion-
“will be
stion tl‘nn is included

) uld be interesting to find
out the answer should be deleted from ¢
questionnaire,

4. Do »

nnaire
wi h\n is b

Iﬂunmn:nn 'u\mnhu'\

.fms-

r‘ﬁz[‘hL\r-\-\--rm
sentence. Wheneve ars
inaqu e sentence structure should
be nm'mml to see whether more than one
qunrl ked. Consider "[ e
ARC

rk has prc
explicit. Do 3

should ¢

tion s

terms. Co
“In your rru time,
rmd a book

injects a p
cause it implies t

desi mhl\. Jhnul L

o the qvu\
hing

less

against n
ests that ©
sion IS 2 more appre
ate answer. [tems that start with
th so-and-so’s prop
. If the name




tionec
arises.
about a
way to
p.:u;

If it is nece
ific

ac

¥ questions
F erson or source, the best
app the subject is to ask both
ve -.md negative questions to reduce

1 .fm t
sts a certain resp
1 i or contains a
hidden premise. For example, “Like most
\'mm\\n do you read a newsp:
pests that the responde
answer in the affirmative or run the r
fi mlike most American
tion “Do you still use marijuana?
a hid \Iul premise. This type of ¢
regardless of |

K
to rHu |‘I\Jd\.'r'l premise is implied—in this
the respondent has used marijuana

that ask for

The guestion
many hours of

None of

income?”

often prmup[\ the reply

t with th

question,
gories includes your

— Under $25.(
_ $25.000-$29_999

,000-$39,000
(1-549,000
0-$59,999

) or more

s are broad enough to
w respondents some privacy but narrow
I.I'I(lll"h for statis analysis. WHL ncome

f the subjects. How-
household income in the

t' her potentially
5@ nsmw areas are people’s sex lives, drug
and trustworthiness. In all
ken to ensure
ty and anonymity,

The simplest ty ype of closed-ended ques-

vision stations should have
eather reports in the late eve-
ing news

Agree

— Disagree

Although such g 5 provide litidle
-nsitivity to different degrees of conviction,
asiest to tabulate of all g

er the




re-
spondents to choose an answer eral
options. Here is an examp

In general, televi
truth ...
All of the time

Most of the time

f the time

uestions should inc
responses. A question th:
ificant resp:

5€ 1sUa

Subjects who prefer any other network
could not answer this question.
Additionally, multiple-choice respe
must be mutually exclusiv
y one resy on per que
each respondent. For instance:

How many years have you
in the newspaper industry?

1 year

— Lesstha

vears

) years

Which ould a perso
vears of exper
correct this problem is to

sponses, such 2

ience? One way
reword the r
ng item:

been worki

How man
in the newsp:

han

R |

__From 1 year to 3 years

for analysis)
(coded as 4
{coded as 3
(coded as 2

(coded as 1)

disagree

inion of the local news

—— — Unfair

Interesting
Bad
Exciting
Sad




in the relative perception of seve
ts or items, the rdering tech-
is appropr

Here is an alphab list of severs
common occupations. Please rank them
in terms of their prestige. Puta 1l n
the profession that has the most prestig
a 2 next to the one with the second most,
and 5o on. {The alphabetical to
id presentati
Banker

Tica
P

£ i

Teacher

Tel

100 NEWS Feporter

Asking respondents t nk mo 1
a dozen obje not recommended be
' can become tedious

fine. Fur

g data imposes limita-

tions on the statistical ar sth n be
performed.

The checklist question is often used in
pilot smdies to refine questions for the fi
project. For example

What things do you look for in a new
television set? (Check as many as apply.)

— Automatic fine-tunin
—_HDTV

Picture within a picture (the ak
y to view more than one chann
me)

Portable

— Remote control
Surround sound

Orther

Forced-choice questions are freq
used in media smdies de d to gather
about

dosens of ques
a different for

times containing
and repeat questi i
1

a respondent’s interest in that topic is
LAt forced-choi

of the

Select one statement from each
of statements:

Advertising of any kind is a waste
of time anc

poney

I learn a

adve

t from all types of

The government should regulate
levision program content.
The g
late tel

el

nment should not re;
program content.

— I listen to the radio ev

— 1 listen to the radio onl
alone.

ents genera
the responses to a fi
question is satisfactory
select one or the othe
tions on the same topic (vi
career goals
rude usually
Survey resea

ut they h

2

ies are particularly suited for this rype of
i | i ing, for ex-
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Figure 7.1

“Feeling Thermomeser” for Recording a Subject's Degree of Like or Dislike

reading an adve

tisement, subjects receive

mmercial. Fill-in
questions also can be used in i
tests, such as:

s ques-
oped to help
describe how
the Uni
ity of Michigan Survey Research Ce
ter developed the feeling thermometer,
which subjects can rate an idea or object.

|
it

he thermometer, w
normal mercur;
way for respondents
like or di tel

hich is parterned after a

A search on the Int
ometer” shows the diverse us
Some questionnaires designed fo
use other methods to col fi
Since young ck
numbers to

Idren have di
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Figure 7.2 Simple Picture Scale for Use with Young Children

about Saturday morn
sion?” and present the faces in Fi
elicit a response from a five
and Brya

QUESTIONNAIRE DESIGN

The approach used in asking ons

well as the physical appearance (in a self-
administered questionnaire} can affect the
response rate (the percentage of respondents
estionnaire among those
The time and
good ques-

effore invested
tionnaire alw
dara. Thi

estions about ques-
ut discussed here
ded for paper questionnaires, not
CATI (computer-aided telephone interview-

. which eliminates many problems suc
<ip patterns and rc
However, all researchers r
of the idiosyncrasies of questionnaire desi
to work with paper q
a CATI-designed questionna

are in

Introduction
One

pare a persuasive introducti
Backstrom and Hursh-Ce

the survey.

Although some academic research re-
quires thar the purpose of the survey b
explained in detail to respondents, this
usually not the e in at
carch. In private-sector research, there is
:d to explain the purpose or value o
to responde
ng the surve
mple, in

sector

=

ve

an effective intro-

2 r
duction for a telepho
a field service to show

nmediately

yw the intervi
o5 into the questionna

a few qu
thin
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to—
45 o 54, or

DER 18 OR O

intro-
dministered
n would in

With some modifications, the
duction is appropriate fi g

the introduction in tele-
phone surveys is to get into the interview as
ly as possible so that the respo
ot have a chance to
g up. This may sound ove

but it works. (Note, however, th
ademic research review boards woul
not approve such an approach and would
require tha statement suc
I continue?
W

re

he introduction in
d questionn wld be
as simple as possible

=
5

res sh

All instructions necessary

to complete

conducted. Mail sury

self-administered questionnaires usuall
require the most specific i nctions b
cause respondents are not able to ask ques-
tions about the survey. Respondents and
interviewers should understand whethe
the correct response consists of circlin
checking an item, placing items in a spe
ping an item.

| nstructions for res
1 highligh

pon-
ed with a different

nts are oft

i1s an example from a mail survey:

Do vou have a favorite radio station that
you listen to most of the time?
Yes No

Some guestionnaires require respondents
to rank a list of items. In this case, the in-
structions must clearly describe whick
sponse represents the highest value:

Pl rate the follos
order of importance
next to the m
2 next to the ma:
and so0 on u

you. Place a
prefer most

questionnaire:

* Make the que

nnaire self-explanatory.
nded

closed

= Limit the questions t
items. Checking :

d type the ques
ar and unchuttered way.

* Limit the unt of instruc
Respondents can be confused easily.




vn) as closed-ended qu

Whether open-ended or closed-en
s should be pretested to determ

the directions for answering are clear.

7

Inst ns for interviewers are usua
typed in capital letters and enclosed in pa-
rentheses, brackets, or be r example

instructions for a teleph
look like thi

REE SHOWS.

Screener questions, or filter questions,
are used to eliminate unwanted respondents
include only respondents who
specific characteristi
tions in ific manner. These questions
often require respondents or inte Fers 1o
skip one or more questions. Skips must be
clearly fied (recall that a CATI-designed
questionnaire automatically skips to the next
on). Here is an example:

week, do you listen to radio
stations on the A.M. dial?

_ Yes[ASK QU1
— No [SKIP TO (.17]

A survey usil
designed ro quest
listen to AM radi
immedi r the subject
falls into this respondent say
“no,” the interviewer (or respondent if the

this question might be
¢ respondents wh
1er question
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¥ is se
rain number ¢
survey immedi

te u.h may skip a cer-
terminate the

instructions, .-n\.-udim, how many re:
to take for open-ended questions, simple
patterns, and enough |J
iswers if survey responses

Always

1hlesome
All instructior
A confusing
tiveness of the
of responde
Creases COSCs.

y'\ntunu.;lh

ar and simp
irs the effec-
i rs the number
wvho complete the test, and in-

Question Order
All surveys flow better when the
re si mplu 1nd easy to answer.

wering _;u Eatihe .md beg
thinking about the survey topic
€ as motivation
create interest in Ihu questionnaire. ]Im‘- -

ns -.h-‘ulu be placed
onnaire to allow the int

items or may

the main body of data is already u.‘l.u“u i
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Questionnaire Design

The best way to start designing a question-  ar what form the questions will take. This list

naire is to make a “laundry list” of ons  will alss help §
that need to be answered. In this slags, don't  tionnaire: what s

L

design the flow of the ques-
ould be asked fir

st, second,

werry about how the questions w

d, and s0 on.

ies will be lower
ssions created by

Age and gender inf
cluded in the first
s0 ar least some respondes

rmation are usually in- tings of all the com
rt of a questionnaire, cause of ger
t identification is  the earlier q
There is no easy solution to the problem of
ination.” Obviously 2
asked befo
t approach is to be sensitive
lem and check for it in
order A, B, C may have
! using the
mpletely neutral
ble, hov

05l
5 The questionnaire should be organized
in a logica eeding from the
general to the specific. Questions on similar
topics should be g ether, and the
sitions betwy ns should

sequence, p

bias a respon-
ple, sup I

rank the m:
today fr

er must
each sub-
by a CATI-
ed
questionnaires, di
be printed but e
input and analyzed correctly. If se
sions of a questionna
em confused.

re are used, it’s easy to

pet

wther  Layout
tions e
ver the pub.

questions on violence. O
example, suppe
searcher is attempting to disc
’s artimdes roward a larg
the questionnaire t
tudinal questi
inflated
certain ¢

The physical design of the questior

il companies, it is likely that the




presented in an unambiguous manner. For

ng format might lead to

ample, the follow
1blems:

There are too many commercials on
television

Do you St agl

Have no opinion
Strongly disagre

A more e

method is to pro
the

sponse ch

There are too many commercials

searchers recommend avoid-
gether because respondents
tend e e large check
marks or Xs that cover more than one
blank, making interpretation difficult. If
blanks are perceived as a problem, boxes
to check or numbers to circle are sati
In any case, the response form should
be consistent throu Juestionnair
anges in format ge reate confu-
for both respondents and in
question must have enou
answers. This is especially true
ns. Nothing is more
dents and interview-

c-

VIEWETS.

ers than to be con
tion like t
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ision sho

get limirs the amount
1 for aires, subjects can be
asked to add further comments on
of the survey.

nn

Questionnaire Length
Questionnaire length is an important con-
cern in any survey because it directly relates
on rate. Long questionnaires
e, respondent m

Iy, there are no strict guide-
s to help in deciding how long a
mnaire should be. The length depends on a

factors:

ques-

+ Amount of money in the research
budget

Purpase of the survey

investigated

Age of respondents invo
survey

ns in

= the study

. g of the testing situation
%" r and time of day
= Type of inter
amateur)
In most s, questic

mined by trial :

det
has more than 10% incompletes or breakoffs

(the respondent hangs up during a tel
i F me W
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Questionnaire Design

There is a great website called Quaid: Question
Under |ond ing Aid From the University of Mem-
'/ mnemosyne.csl. psyc.mem|
idindex_him) Tha wabs
vare tool that assists survey

50

maximum:

Maximum

Type of Survey Time Limit

Self-administered mail
stered in a 60 min,
&0 min.
min.
20 min.
10 min.

talent

in improving the wi
The

blems that respondents

of questionnair
ntax, and seman
ideniifies potential prol

of

of

might have in comprahending the meani

quesfions on questionnaires.” I's free. T

PRETESTING

\\ ithout a doubt, the best way t
her a rnmuh instrument is ad-
] pn test |[—[h at is,
| sample
rmine w hulL r the ~t|.\h approach
ct and to help refine the questions.
f misunderstan or confusion
corrected withour wast

I money.
There are se
questionnaire. Whe

of the questionnal
group can be used «
naire with potential rhpcrd nts
ever, this is usua
best pretest
Interviewers i

do

sho uld be [‘Ilta.stuu w IL the
dent who will participate in the act
problems should

i tuation, it is
ate to discuss the project with re-
spondents after they L-‘JIl‘.“ILIL'II]L‘ question-
They can be asked if stood

Respondents are al-
to help rese:




GATHERING SURVEY DATA

veloped and one
e pretests or pilot studies have been
conducted, the next step is to gather dara
from an appropriate group of respondents.
five basic methods for do

ey, € survey,

zroup administration, and Internet
Researchers can also u ariations and
hods, such
dure

:ply envelopes
to encourage respondents to
their completed questionn back to th
1er. Mail surveys are popular i

d
8

secure a |l inf
gal time and mone
sumer panel

such as con-
ion about

product purchasing behavior. However,
novice researchers must understand that
mail surveys are usual uct

; icult to co
because most respondents simply throw
the questionnaire in the trash. In research
terms, the response rate for mail su i
under 40°

1 ges of 2 mail survey
h the steps are
| sequence, many of them
one in a different order or even

eys Is

are discu
listed in num
are often
simultaneously.

sle. Sampling is usu-
hed from a prepare
ntains the names and
potential respondents

frame that cc
addresses ¢
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ter 4). The most com-
g frame is the mailing
list, a collection of names and ad-
5 pondents who belong
arrowly defined group, which
: comparnies

present with the
correct misunder-
ns, 0

note
e and iImpor-

response

The ques-
d return
pe are stuffed into mailing en-
velopes. R i '

imes u

question a first-class mail
and use business reply envelopes for
responses. This allows researchers to
ostage for

Iy r
tions always dey
budget.
Mail the
tions require
zip code areas
M

eturned. Pos
pend on the res

T return

The firse
two weeks

after the initial
wnd (if necessary

weeks after

the first. Tl -up letter can be
sent to the entire sample or to only
the subjects who fail to answe
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Advantages. Mail surveys o
a reasonable cost. They are
ten the only way to gather information
from people who live in hard-to
of the country (or in other countri
r selective
»d mailing
to those mentioned, lists are
nclude only people with spe
comes, consumers who have boug|
within th ar, subscribers to a par-
i r residents of a specific
zip code. If researchers need to collect infor-
mation from a highly speci audience,
mail surv re often better than other
approache

Anothe

advantage of the mail survey is

ts are more likely to
questions candidly. Quest
completed at in tf
fords respondents a sense of priva
can answer questions at their own pace, and
they have an opportunity to look up facts ¢
check past information. | surveys also
eliminate interviewer bias because there is
no personal conta

-

biggest advantage of this
cost. Mail surveys do not
require a large staff of trai iewers
The only © ing lists,

envelopes, and postage. When compared to
other data collection procedures, the mail
survey has the lowest cost per complete
nnaire.

Disadvantages. Firs
must be self-expl
present t

No interviewe:
r to clear up
misunderstandi veys are also
the slowest form of dara collection. Returns
start to trickle in a week or so after the
i mtinue to arrive for
ter. It may be months
eturned. Many

researchers set a cutoff d

, after which re-
rturns are not include. X

f houschold.” Furthermor
often received only fi

to th
vantage

te. A typic

nail survey is the low return
| survey {depending on ar.
Il achi

and type of sur

Ve response
but there are no surefire guarantees. In a
meta-analysis (the findings of several stud-
5 treated as independent observations
and combined to calculate an overall or
fect) of numerous studies con-

rning mail su s, Fox, Crask, and Kim
9) found response
be i of ways.

e m
y response rates: university sponsor-
ship, stamped return postage as opposed
to b tten prenotification of

ess reply

spondent, postcard

-up, first-class outgeing postage,
questionnaire color { n paper as op-
ssed to white), notification of cutoff date,

an mped outgoing postage rather than
metered stamping.

Other ways to increase response rates in
1 surveys as much as 50% include:

ma

rize of a TV
(academic
check with

» A drawing that offers a
set, Blu-Ray, or MP3
should

researchers
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Telephone Surveys
Telephone surveys
use trained intervie
tions and record ponses, usually on
ace mpurur term : respondents gen-
erally do not see (hu actua

views

who ask ques-

They offer
her response 1

surveys and person:

more control and hi s than

e limited in
n be

\uph- ne interviews are generally mo
expensive than mail surveys but less expen-
sive than face-to-face interviews. Because of
these factors, telephone surves

sked

» techniqu

y account for their popula
nass media research

Interviewers are extreme

elephone surveys

tion as a neutral medium through
the respondents” answers are \.\J"thlll'll—
cated to the researc i
presence and manner ¢
not influence respondents”
‘«J ning and instruct

r. The inte

or xh HC
y thar the re-
T questions

if an interviewer .-.h\--.\s disd
T an answe , it is unl
spondent continue to ans
in an honest manner. Showing agreement
with certain responses might prompt sim
lar answers to other questions. Skipping

qm\um.\ carelessly ask
g impatient with thy
cause problems

As an aid to minimizing interviewer biz
the Narional Assoc of Broadcasters
6; pages 37-38} has published the fol-
recommendations for interview

.’L-:p- dent also

Read the questions exactly as
Ask them in the exact order listed. Ski
questions only when the instructions

on the questionnaire tell you to. There
are no exceptions.
* Never su answer, try to ex-

what kind
f reply is wanted. Don’t prompt in

any wa
=Ifa 3
“Let me read it again”™ and repeat it

ly and clearly. If it is still r
derstood, record a “no answer.”

Report answers and comments exactly
n, writing them out fully. If an
SWer seems ue or im;‘mplutu

% i
as pi

ing a bit will
tl information

t interested and appreciative
of the respondent’s coope n, but
never comment on his or he
Never express ap) proy 1 dn pproval,
can cause 2

at you want 1

ther you ‘1,.-,\
nk each respondent. Leave
impression for the next in
Discuss any communication prob-
lems immediately with the researcher
in charge

viewer.




the
steps are pruumd in numerical order,
but it is pos

Again,

simultaneously

quire researchers to specify clearly the geo-
graphic area to be cov "uj and to iden
the fmpundnn
ach househ racted. \1‘1 Iy Sy
restricted tw people over 18, b
holds k
ed depends on the
(see Chapter 4)

phone surveys require str
uncomplicated response options. For exam-
ple, ran g i items is espec
difficult over the telephone, and this should
be avoided. The s
10 mi
rs; INLervIews up to
professionals wi
mIL-'n\ on \h. e

ow to record
1 specify which
w and provide
guidelines on how o ask the ques-
v to record the respons

naire to bec
response
to
terview
to
idea to prete:
qumr, nnaire.

Data collection is
nducted from one
h telephone

most Lfflunr
central locati

I‘L est of the group.
» makes it ea for

monitored daily

6. Make 1
additional
spondents who
not answer during the f
on a different day «
[ r chance of reaching
o be interviewed. In m
callbacks produce a conta
the time.

'J\u s to wait one

to verify that their answers were accur
recorded. R ndents should hu

he initial survey t
a later ¢
¢ confusion when
A typical pro-
re is to ask the subject’s first name in
e interview so that it can be used |
terviewer ah\-uI\J q-k

ymit these)
ng with the
3 [ulo[\hon resear




ympleted interviews, ini-
lified respondents, busy
als, language barriers, no answers, ter-
nates, breakoffs, and dis The

NOWN as 4 ¢ i

» significant transportation costs.
backs are simple and economical. The
variety of telephone plans from pl
s to conduct tele-
y location,

d to mail surveys, teleph:
veys can include more detailed g
s, and, as stated earlier, interviewers
can clarify misunderstandings h

at might
arise during the administration of
questionn
The incidences in tel
mass media research
spondent is co
lly when m

! ly high,
e callbacks are used.
answering
, hear, or read.
are much faster

In addition, phone survey
large staff of ir
the des

collect the da
in a short time—4
completed in less than

even days

Disadvantages. First, much of what is cal

survey research by telephone is n

at all but rather an attempt to

somet Unfortunately, many companies
les pitch

h has o

falsi

suspici to their
home and pr stential respon-
dents to terminate an interview before it
has started

Additio
questions t

ally, it is imf to include
nvolve visual demonstrations.
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r t hold uf
a product and ask whether the respe

A researche a picture of

remembers seeing it ad
potent

eryone

n a community is
ry, the m

st often used
Not everyo
ople have unl

a tele-

T sted phone
yme numbers are listed incor-
rectly, and others are too new to be listed.
roblem is that a growir
ger have s land-
1 ele ir home and use only
their cell p . Cell phone numbers are
not published. These problems would not
be serious if the people with no telephones,
unlisted numbers, or cell phone only, were
just like those listed in the phone book.

fortunately, researchers gen y have
no way of checking for such similarities or
differences, so it is possible that a sam
ined from a telephone directory may be
significantly different from the population.
{See Chapter 4 concerning rar
dialir

Finally, telephone surveys re
number of “dialings™ to succe
view the number of respondents required for
astudy. To de trate this, Table 7.1 shows
a summary of the telephone call disposition
sheets from 50 randomly selected telephone

studies conducted by Wimmer Research in
2001.The studies include respondents be-
n the nd 54 and investigated

ion

ics such as radio listening, tele
utomotive purchases, and other

were compl 14

1 inc

alings mad
pleted interview
h a success rate this low.
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Table 7.1 50-5tudy Call Disposifion
Summary

Percentage
Call Result Number  of Total
No 4432 563
Initial Refusal 16

Did not qualify 44

Call back 3

Disconnect 28,400 16
26,000 33

Complete

TOTAL CALLS

Personal Interviews

Personal
interview

interviews, also called one-on-one
lly involve invil
rvice locatic

ducted ar a person’s place of work
There are basic types of int

tured and unstructured. In a structured
interview, stand zed questi
in a predetermined order; little freedom is

ked

In an unstructured
ns are asked that
reedom to de i
further questions to
quired information. Str
ari v to tabulate and ana
do

w

structured type eli
at deal of time
The steps in constructing
are similar to the
The f i
stances in which
rs subsrantia

list discusses

er

from the telephone

amiple. Dra ample for
is essentially the same
ny

ther research

n a pred

irements. In door-to-

Itistage sample is used

elect first a general area, then a
neighborhood

are easy to ask, and the tim

plete the survey can be

many personal intervi
our. Researchers can

s 0N printe
nd anonymit
n be sli




Silence on the Telephone?

telephone in

Many companies that condh
terviews use a computer sysiem known os a
predictive dialer. In short, telephone num-
bers purchased from a sampling company

are downloaded

fo the computer and the
computer systematically diaks each number in
the dotabase. When a voice is detected, the

prerecruited by a fi
iewing times a e

pondent to select, and an
action to take in the event the t
ndent is not at home. Interviewer

have instructions on how to
the interview, how to dress,
data, and how to ask questic
mind that although door-to-doc
are mention

g is im-
na per-
sonal interview are
s should receive detailed instruc-
tablishing a rapport with sub;
rative details (for example
nd interviewer sal-

of interviews

“ollect the
are both labor and ¢
problems are why most
to use other methods. A person
project can tal » several w

One int Wer C
ful of surveys each da
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" the call to an

campue infarviewer,

who then begins the inte

iew. When a person
where) answers the phone and
delay [dead air], the person is
g a call rom a predictive dialer.
paople have leamed his and simply hang up #
they hear a pause on the other end of the line.

at home or &
hears a s

e

as much as $1,000 per respondent in a
one: ¢ situation.
Interviewers gather data

6. Make necessary ca Each call-
k requires an interviewer to return to
a household originally selected or to the

ation used ginal inter

Additional salary, expenses, and time
required.
. Ve

a subsam
ed questionn

d for veri-

ed on the

n. Respondents can be c:
nrerv

phone or 1 wed in perso
i dat: a tabulation

al interviews are es-
her research

ures for pers
lly the same as with any
A codebook must be d
coded, and data inpr

od

ady been

elf easily to questioning
greater depth and detail. Also, th




n d

It w th [hu respondents

and may be t replies o sensi
questions that w remain un ed in
a mail or Iuluph ne survey. T| ity of

the respandent is known or can be controlled

led in a face-to-
an nterview has begun, it is h?rdu
2 the interview be-
been asked. In
, the respondent can simply
rlmm

Disadvantages. As mentioned, time and
costs are the major drawbacks to the per-
al interview technique, but another ma
advantage is the potential fc
as. The physical appearance,
gender, dress, n erbal behavic
comments of the interviewer may prompt
respondents to answer questions untruth
fully. Moreover, the organization necessa

much great
for other data collects

that required

procedures. If a large number of interv
ers are needed, it is necessary o hire
supervisors to coordinate their work,
makes the survey n more

F if personal in

during the , MO

wved outside the home. If
interview respondents who
s outside the home, inte ust

alrernative now used in personal
a self-administered interview tha
answer ol a pers; nal compute
Respondents are usually
search company or field se

vice to partic

hrld of puwlnl interview
t , or in-depth,
discussed in Chapr

Computer-Assisted Personal
Interviewing [CAFI}

A recent mulwn]
numbe

Assisted i.rwnn\u Interview-
1), where laptop computers are

surveys. The
sssional interviewer
nto the computer,
aded to a mas-

.mnl the resu
ter computer

Advantages. The m
proach is that the res
taken to the respondent rather th.
spondent answering the phone or attending
rch location. Comr |Ic\l[|.‘d questions and
visual aids may be used in this approach

Disadvantages. If CAPI involves respondent
d ta entry, it requires that the respondent be
e a computer and accurately input
or her responses. In additio

espon-
llection remains

y one ql‘lunlll-nlﬂlru is com-
pleted ar a time. Finally, while CAPI may be
'\.L_‘I.ﬂ‘\.u for certain appl is use of
gical

most

Mall Interviews
Although mall inter
form of the pe
their recent pc
warrant in

are essentially a
ws just discussed,
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During late 1980s, mall intercepts
became one of the most pop research
approaches among marketing and consumer
researchers. As L 1986, Sct

Group Administration
Group Cldl'\'lmhrl ation combines some of the

cepts. T
surveys and personal in

tinues, a
search on the Ing t roup-administered sury
Although ma up of re pondents is gathered to

error cannot t‘w d
mined, the method has become the standard
for many researchers. It is rare tc
shopping m
with a clipboard TI\II"L_ to st

ual cop
rricipate in a
focus group). The session can
a natural setting, but it is usual
field ser

example, r
yppers often take pa complm-qu; onnaires 2
rs they can s detact. vision stations; smudents in a LIJ\\FU\

complet es about their newspa-
per rea or an audience may be
asked to Jn\m_r qu(ur 5 after viewing a

The procedures involved in conducting

interviews. Tk 3

is that it is necessary to \m. te the fie J\l SeT-
vice that c in the particular

I services pay license
2 mall low them to conduct
arch on the premises. Not just any field
ce can conduct research in any mall.
One recent trend in mall intercept re-
he use of a personal computer
lection. As with one-on-one in
ws conducted in a field service, the re-
i ons posed to

rese.

roup-administered sess

clude audio and video materi
Advantages. Mall ir spondents yze. The s allows
ir:_ukpun:_\e Way 1o co spondents to proceed at their own pace,

and in most cases inte
dents to ask questic
requirement.

viewers allow respon-

Disadvantages. Most of the di
mall intercepts have bee
other sections lT'[I'll\ ‘()L

I Iu- three m

Advantages. The group administration tech-

p at the same
must be short ino more
than about 10 minutes), and there is no
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sembled for the sole pu of
completing the questionnaire, the response
rates are usually quite high. The opportu-
nity for researchers to answer questions and
handle problems thar mig ise generally
means that fe ems are left blank or an-
incorrectly.

usually a

swered

Disadvantages. On the negative side, if a
roup-administered su s to the per-
ception that some authority
respondents may become suspicious or
r example, if a group of teachers is

up environment
among the re-
ituation more

rs. Also, the gr
nteraction possik
can make the

ten require from a wide
of pex nd mixing respondents to
as the results.

up administration because of the high
s involved

Nothing has changed the world of researc
re than the Interner. While the valid-
and reliability of some methods may be
s that virtuz
w be conducte
section, however, we wi
the Internet.

990s, researchers capi-
rity of the Internet, and
collecting research data via the Internet is

roject. Responden
SEME 4 questionnair I
a link to access the questionnaire on
spondents are g
sword to access the website. ¥

Omnline research, which often consists of

only data collectio s become amazingly
sites such as Sur-
. PollDaddy, and

. In many cases, small
s can be conducted free and these web-
have become extremely popular with
students, and with professional res:

-t their own research.

anyone to condy

Advantages. O

line research offers a h

specific time constraints
can complete the sur
strument at their convenienc

xpose respondents to almost any
0 or visual mater

Disadvantages. The
nling research is t

xample, an adult
may be recruited for a study, but the adule
may ask a child in the house to answer the
ns. Internet research, like any elec-
b edure, has no control
g procedures. This lack
found negati
fect on the results gathered and the decis
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made. H r, we address this s

the next section.

A SPECIAL NOTE ON USING i’ s 1har i, most
THE INTERNET FOR answers thsu.r ..lmund the
DATA COLLECTION middle of r‘1u curve (the 31 an}, with small
—_— respondents “tailing off” to the
Some researchers include a variety of que of the mean—the outliers, as
try to identify the person who  have mentioned in other chapters. However,
participates in a re we have alse
despite these efforts, when it comes to on-  a few respondents are e
line research, no “Big Brother” mechanism lents who di [{1 d
exists to help researchers know with 100° ple (standa
certainty the identity of the respondents vith sam IL\ thar are suppose xlI
mplete an enline research project MOgenea enon of nmnlprn-
priate controls are used, m ent outli : 4
probably b of nononl
5 .mpIL- but it is likely that our suggestion in d
I include a number of bogus responder there is no
While the warnings about this problem are
widespread, the reality is that both ex
en ice researchers in
continue to use the Internet to c mmt re-
search. Omline sampling problems are well
known, hu[ we predict that in the futu

W 100% cer-
(Iu |'L~|"(\I'1\l\.|'|l"| who
rch project.
he research studies
; the past 30-plus
years, we H\l-u made attempts

.-n...o nts can be identified simply b
at the data, such as when respon-
With the maxim of * search dL nts” answ ers constitute a t (the

regardle However, to ensure
like to xtreme outli-
amount of f two simple procedures: one

aires that inchide ratings and
ver questions; the sec-
ires that include only

not presume tha

ond is for ques

nded questic

how man onnaires with ratings and
ing nswer questions, we
most) pe who conduct online me outliers by first calculat-

i s and standard dev ns of
all respondents’ answers for every rating
or numerical-answer question in the study.
Next, we convert the means and \(.mu\ud
dev 5 to z-scores (see Chap
make identification easier. What
for are respondents with 2-s

the me

continue to do so with little concern for the
validity and reliability of the da
as a foundaric
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= 2.0, but there is
cach research stud

the person’s
nstrument to determine
n should remain in the sampl
If enough evidence in naire in-
dicates that the pe arkedly
from the samyp for
the study, the respondent is discarded and
Ise. In some situa

the quest

1 [I‘\(\\J\. [h( e dents’
code sta for “Unique
f coders find a respondent

from the other respondents in the study,
the respondent receives
the answer one fi
When the data table
with 98 codes ar
they belong
tin Ju\
not ;n;ludad int
replaced with a qua
These same procedures can be used to
obtain an indication of the ¢
1 in an onl
pgest that resear
scores on the standard dev
all ratings and nume
Use Unique answer o du inc
surveys. The procedures do not
100% guarantee that all invalidresponden
1 be locate the procedure
which we |
than 30

wo codes—one
the unique ans
re rum, res|

and

s do not violate
Il where they
the procedures are
etermine if the data

cwh|u(|\u metho d~ t
are valid and reliable
i cample may help. In a

conducted by a radio stati
Mexico, respondents were asked several
questions about their use of text messages.

de Adults

The sample was supposed to incl
315-54. One que:

ich produced an average of
5 mpu.u\l
iations and 98 codes

ns identified five
e than

spond

200 rext messag

ow-up telephone calls t
0 ndm[-. the researchers dl\\-:\uluu 1h at

ACHIEVING A REASONABLE
RESPONSE RATE

Regardless of which t

ype of survey is con-
it is virtually impossible to obtain
response rate. Researchers have
re control with some types of surveys

(personal interview) and less with others
(mail \'l. ey). However, in
not all respo n\ers

C
ieve

interviews and

rtwp\ nse bias is less likely. But is there
minimum rate that should be achieved:
everyone agrees on an answer to this ;;

ues-

of research studies

because of the variety




conducted, the method of recruiting used
the research topic, the time of year the study
is conducted, and where the study is co

ducted. However, this textbook's authors’
experience provides rhese response rare
rar

* Internet survey
pping-center inter

* Person

n from other sources ab
did not respond; by compar-
tional data with those f
respondents, the researcher may b
determine whether underrepresentation in-
wduced any bias into the results.

Using common sense will help increase
nse rate. In tele

when they are
to be at home and recepr
ng. Do not call when people are like!

i r sle g. In a one-on-one
erviewer should be
ed. In addition, the res
Wi 50me
nrespondents and asking them why
fused to be interviewed or why they
did not fill out the questionnaire. Responses
such as “The interviewer was insensit
and pushy,” “The gquestionnaire was deliv-
ered with postage due,” and “The survey

0 inter-
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design can have a
sponse rates. Yu and
.in their survey of 93 published

e important
* Monetary incentives in
response rate

Preliminary n
tion of the

persona
nificantly

increased the respon:
r letter, the assurance of ano-

and a statement of a deadline
did not significantly increase the re-
sponse rate

Stressing
and app
help our the res
rEspOnse rates.

GENERAL PROBLEMS
IN SURVEY RESEARCH

Although surv i in mass
media research, several obstacles are fre-
quently ence perience in sur
research co wing poins:

1. Subjects or respondents are often un-
able to recall information abe
or their acrivities. This ina
caused by memory failu
I ing involved in a

1t themselves

be

factor. Questi
le to researchers m:
pondents.
mentioned L, y
rs often want to ask respon-
dents which radio stations they have set
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ns. The

=
who not only do not know
rammed on their
know how

on their vehicle’s

io pushbutt
managers are surprised to discover the nu

ber of p

1. Due to resp
uacy or lack of
ular topic, they oft
swers rather
mething. Thi

n provide “prestig
n admit to not know

ze sample
onse. How-
alid meth:

que
about respondents who lie. A la
nt this type of re
€ is no acceptable and v

y to dis-
me question
throughout the

hough one
ask the

4. Respondents often give elaborate an-
to simple questions because they try
ure out the purpose of a

what the researcher 1s doing. J

perceptions, and be
becaunse they do not h but because
they cannot put them ir rds. The
question “Why do you like to watch sc
3" may be particularly difficult for

ea

day,
cause I like them.
perspective, this ans
much informarion and
dents for further i
not in every ca

but respond by sa
" From a research

v. It is fun to
rtain ways c

of obstacles that may hinder
n, and they must deal with
. In many areas around the
citizens now refuse to take part
of research project. Researchers

search via the Internet,
ing to see how the In-

VEY Process.

SUMMARY

Survey research is an important and use-
ful method of data collection. The sur
t widely used m
f media research, primarily be
of its flexibility. Surveys, however, invc
am of steps. Researchers must decide
whether to use a descriptive or analytical
approach; define the purpose of the study;
review the able ature in the are
select the survey approach, questi
, and sampl

th-
use




conduct one or mor
any errors in the app
i and frustrar
ald void an entire

Questionnaire design is a
in any survey. This chapt
s to show how

ing approach o

a major step
included exam-
an INterview-
1C respons
n is to avoi
mn answers. Question wording, length
style, and order may affect a respondent
an s. Extreme care must be rak
developing questions
neutral. To
rate, researchers should consider ing
an incentive, notifying survey subjects be-
forehand, and personalizing the question-
naire. I

({

hieve a reason.

response rate when they repo
the survey.
Iy

Fi
approp
four basic typ
intervie
approach
that must be weighed. The type ¢
used depends on the purpose of the study, tt
amount of time available to the resear
and the funds available for the study. Ir
researchers now depend
ce survey and more
lephone intervi
and Internet data collection.

rs must select the most
from among

te sur

Key Terms

mometer

Filter questic

Forced-choice

Questions and Problems
for Further Investigation

1. Practical rescarch ¢

a questionnaire

vith 5-10 ques-
tons on a topic relate r

e
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2. Locate one or more survey studics in jour
on mass media rescarch. Answer the foll
ing : relation

stions

a. Whar was

produced?

esearch

¢. Describe the
lect data

gn a co

e for the st

Cond
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