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Figure 3.6. SAMPLE SURVEY DESIGN/EXECUTION: Que stion naire Desig n

The infor mation on que s tionnaire desig n in this Fig ure 3.6 has been adapt e d fr om mat e ria ls prov ide d throug h the cou rtesy
of Statis ti cs Cana da; it is reprodu c e d he re by author ity of the Min is ter of Indust ry, 1996, Statis ti cs Cana da.
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INTRODUCTION TO QUESTIONNA IRE DESIGN

Definition of a Que stion naire

A que s tionnaire (or for m) is a group or seque n ce of que s tion s de -
sign ed to obtain infor mation on a sub ject from a respondent. A
qu estio nnaire cou ld sim p ly be a lis t of topics for which infor mation
is requi red. Or, a que s tionnaire cou ld be a str ucture d set of que s-
tion s with pre -code d answe r catego rie s.

A que s tionnaire may be int e rvie wer-adm inist e red or respondent-
co mplet e d. It may be adm inist e red usi ng paper-and -pencil met hods
or non -paper modes such as computer-assis ted int e rvie wing.

Question naire Deve l opment

Befo re desig n ing the que s tionnaire, many decisio ns hav e to be made
by the sur vey team . Thes e de cisio ns affect the que s tionnaire, and
sh oul d fo rm par t of the draft pla n fo r the sur vey. The draft pla n
sh oul d addres s the fol low ing issues:

• Su rve y obje ctive s and data requi rements

• Analys is pla n

• Su rve y popula t ion

• Me thod of dat a collection

• Si ze of the sur vey

• Data processing pla ns

• Bu dget

• Time frame

• Questio nnaire testing.

Questio nnaires play a cent r al role in the data col lectio n proces s.
They hav e a maj or imp act on dat a qu ali ty and on the image that the
survey organization proje cts to the pub lic.

A wel l-desig ned que s tionnaire shoul d collect dat a ef fi cie n tly wit h a
minimu m number of errors. Moreove r, wel l-desig ned que s tionnaires
sh oul d faci lit ate the coding and capture of dat a. They shoul d mini-
mize the amou nt of edit and imp u t ation that is requi red, and lea d to
an ove r all reduction in the cos t and tim e associat e d with dat a collec-
tion and processing.

When desig n ing the que s tionnaire, it is impor tant to keep in min d
the obj ectiv es and data requi rements as wel l as how the infor mation
will be col lect e d and processe d. The que s tion s mu s t rela te to the in-
fo rmation needs and provi de useful infor mation for analys is pur-
poses. They must be aske d of the rig ht people, at the rig ht tim e, and
in the rig ht place.

The met hod of dat a collection (i.e., whether the que s tionnaire wil l
be complet e d by the respondent or by an int e rvie wer in person or
ov er the telephone) wil l deter min e how the que s tion s will be worded .

The que s tion wording must be cle ar. The que s tion s mu s t be se-
qu enc e d logi c a l ly. The que s tion s mu s t be desig ned so that they are
ea sily unde rstood and accur ately answe red by respondents. The
qu estio nnaire shoul d be test e d befo re implem e n tation.

The que s tionnaire shoul d be respondent-friendly. If adm inist e red by
an int e rvie wer, it shoul d be int e rvie wer-friendly.

QUESTIONNA IRE DEVELOPMENT AND TESTING

• Defin e the obj ectiv es and infor mation requi rements

• Cons ult wit h data use rs

• Look at previous que s tionnaires on the same topi cs

• Focus groups

• Draft que s tion s

• Cognitive technique s

• Revie w qu estio nnaire/revi se que s tion s

• Te s t qu estio nnaire/revi se que s tion s

• Fo rmat and print que s tionnaires.

1. Obj ectives, Dat a Re quirements, and Analys is Plan

• Define the obj ectives and information requirements.

Prep are a docum e n t that provi des a cle ar and compreh e nsive
st atement of obj ectiv es, data requi rements, and the analys is
plan. This docum e n t is a necessar y st ep that lea ds to the de-
ter min ation of the variable s to be mea s ure d and, ultimately,
the sur vey questio ns and respons e alter native s.

• Ensure that the que stions are relev ant to the sur vey ob-
je c tive s an d information requirements.

Establis h the ration a le for each que s tion, how the infor mation
will be use d, and whether the que s tion s will be good mea-
sure s of what is requi red.

2. Consult ation

• In for mulating obj ectiv es and prep aring the analys is pla n, con-
sult wit h cli ents and data use rs to unde rst and fully their re-
qu irements and expectation s.

• Cont act sub ject matt e r ex per ts for advi ce and guid a n ce.

• If pos sib le, con sul t with members of the targe t popula t ion.
This wil l help identify issues and con cer ns that are impor tant
to the targe t popula t ion, and may affect decisio ns regarding
the con tent of the que s tionnaire.
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3. Prev iou s Question naire s

Examine que s tion s that were use d in other sur veys on the same
or a sim ilar topic. This provi des a usef ul starting poi nt in the
fo rmu lation of que s tion s.

In some situation (e.g., for dat a co mparability ove r time), the
same que s tion s may be use d. Ens ure that the que s tion s prov ide
valid, con sis tent, and effective mea s ure s of what is requi red.

4. The Use of Focus Gro ups in Deve l opi ng Que stion naire s

• Fo cus group: An infor mal discus sio n of a selected topic by
particip ants who are chosen from the popula t ion of interest.
A focus group is led by a moderato r who is knowledge able
abou t gr oup int e rvie wing technique s and the purpose of the
discus sio n.

• A focus group provi des insig hts into the attitudes, opi nio ns,
conc e rns , ex per ienc es, and sugge s tion s of the par ticip ants.

• Focus groups provi de the oppor tun ity to con sul t with the tar-
ge t popula t ion, dat a us ers, and int e rvie wers.

• In the early stage s of dev elo ping a que s tionnaire, focus groups
are use d to clarify the sur vey obj ectiv es and data requi re-
ments, to identify salie n t re search issues, and to clarify defi ni-
tion s and con cep t s.

• Focus groups are useful in testing and evaluating que s tion-
naires (se e 7. The Use of Cog nit ive Methods in Testing
Question naire s at the rig ht). They are use d to evaluate re-
spon d e n t s’ unde rst anding of the langu age and wording use d
in que s tion s and ins tructio ns, and to evaluate alt e rnative que s-
tion wordings and for mat s.

• Focus groups var y in size from 6 to 12 persons.
The optimum size is 7 to 9 persons.

• Focus groups are audio -re co r ded (occasio nally vid eo-re co r-
de d). They are vie wed by obs ervers in an adj oin ing room
behin d a one -way mir ror.

5. Conside rat ions in Drafting the Que stions

• Obje ctive s , data requi rements, and analys is pla n

• Me thod of dat a collection

• Re spondents

• Av a ila b i lity of the data

• Re spons e burden

• Complex i ty of the data to be col lect e d

• Conf identia lity and sensit ivity of the infor mation

• Comp arability of res ult s with other sur veys

• Data reliability

• No nre spons e

• Inter vie wers

• Data processing

• Administ r ative requi rements.

6. The Response Pro cess

• Re sponding to a que s tion involves fou r distin ct processes:

−− Un der sta n ding
−− Re trieving
−− Thin k ing/judg ing
−− Co mmu nicating an answer.

• Re spondents must first unde rst and the que s tion. They must
then search their memo res to ret rieve the reque s ted infor ma-
tion. After ret rievi ng the infor mation, they must think about
what the cor rect answe r to the que s tion mig ht be and how
mu ch of that answe r they are wil ling to rev eal. Only then do
they com mun i c ate an answe r to the que s tion.

• Su rve ys of busin esses, farms and ins titutio ns inv olve the use
of records. Respondents must nor mally acces s on e or more
ex ter nal sou rces of infor mation such as adm inist r ative or fi-
nancia l re co r ds. The ability of respondents to ret rieve the re-
qu est e d infor mation wil l depend upon their famili arity wit h
and unde rst anding of the ext e rnal sou rce of infor mation.
They must also unde rst and the rela t ion s hip between the sur-
ve y qu estio ns and the ext e rnal data sou rce. Mul t i p le sou rces
of infor mation may add to the diffic ulty or complex i ty of this
task. Fur the r co mplex i tie s may be int roduced if the respon-
dent has to con sul t an othe r in d ivi d ual who can provi de the
requ est e d infor mation and who, in tur n, may hav e to use one
or more dat a sour ces.

7. The Use of Cog nit ive Methods in Testing Que stion naire s

Questio nnaire testing is essentia l to deve loping que s tionnaires
that col lect useful dat a. Cog n itive res earch methods, also re-
fe rre d to as quali tative testing, are especia l ly useful in testing
qu estio nnaires.

Cognitive met hods provi de the means to exa m ine respondents’
thou ght processes as they answe r the sur vey questio ns. They are
us ed to ascer tain whether or not respondents unde rst and what
qu estio ns mean. In this way, cog n itive met hods hel p assess the
valid ity of que s tion s and identify pot entia l sour ces of mea s ure-
ment error.

Cognitive met hods provi de the oppor tun ity to evaluate the que s-
tionnaire from the respondent’s poi nt of vie w. They focus on is-
sues such as compreh e nsi on and reactio ns to the for m. This
br ing s the respondent’s perspective directly into the que s tionnaire
desig n proces s, and lea ds to the desig n of respondent-friendly
qu estio nnaires that can be easily and accur ately complet e d.

Cognitive testing met hods inclu de:

• Observation of res pon den t s: One -on -on e or group obs erva-
tion of respondents completing the que s tionnaire. Obs erva-
tion provi des infor mation on respondents’ beh aviour as they
co mplet e the que s tionnaire. The obs erver not es area s of the
fo rm rea d, the seque n ce in whi c h the que s tion s are answe red,
refe renc e ma de to ins tructio ns, types of records or other per-
sons cons ult e d, the tim e requ ire d to complet e se ction s, and
co rre ctio ns or change s ma de to respons es. Fol low-up dis cus-
si ons are hel d with respondents to deter min e thei r re actio ns
to the que s tionnaire, ins tructio ns, and indivi d ual que s tion s.

• Thin k-aloud inter vie ws: The respondent is aske d to "think
alou d " while answe ring the que s tion s, com menting on each
qu estio n, and exp lain ing how the final respons e wa s chosen.
An int e rvie wer may probe the respons es to get more infor-
mation abou t a par ticular statement or to clarify the process
throug h which a respons e wa s chosen. Think-aloud int e r-
vie w s help in identifyi ng are as of the que s tionnaire whe re the
re spondent has diffic ulty and in unde rst anding the process
throug h which the que s tionnaire is complet e d.

• Fo cus groups: Use d to evaluatei respondents’ unde rst anding
of the langu age and wording use d in que s tion s and ins truc-
tion s. The moderato r revie w s the que s tionnaire wit h the par-
ti cip ants and discus s es any problems or diffculties they may
have encou ntered when completing the for m. Focus groups
are especia l ly useful in provi ding sugge s tion s and recom men-
dation s abou t how the que s tionnaire can be improve d.

• Pa r aph rasi ng: Respondents are aske d to repeat the ins truc-
tion s or the que s tion aske d in their own words, or to exp lain
the meaning of ter ms and con cep t s. Paraphrasing hel ps de-
ter min e whet her respondents have rea d and unde rstood in-
st ruction s and que s tion s co rre ctly.
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Figure 3.6. SAMPLE SURVEY DESIGN/EXECUTION: Que stion naire Desig n (c o ntinue d 1)

• Confidence ratings: Respondents rat e the deg ree of confi-
denc e they hav e in the accur acy of their answe rs. This tech-
niqu e in d i c ates to what ext ent respondents had diffic ulty in
fo rmu lating an answe r to a que s tion and whether they were
gues sing.

8. Prete sting the Que stion naire

• Pret est ing is a fun d a m e n tal step in dev elo ping a que s tionnaire.
It inv olves an infor mal testing of que s tionnaires. The entire
qu estio nnaire or only a por tio n of it may be test e d. In gen-
eral, pret esting is easy and inexpensive.

• Pret ests are use d to:

−− discov er poor que s tion wording or order ing
−− id e n tify errors in que s tionnaire lay out or ins tructio ns
−− deter min e proble ms cau sed by the respondent’s inability or

unwillingn es s to answe r the que s tion s
−− sugg est addit ion a l re spons e catego rie s that can be pre -

code d on the que s tionnaire
−− prov ide a preli min ary indication of the int e rvie w le ngt h

and ref usal problems.

• The size of the pret est sample can range from 20 to 100 or
mo re re spondents. If the main purpose is to dis cov er word-
ing or seque n cing problems, only a min imu m number of in-
ter vie w s may be requi red. More int e rvie w s (50 to 100) are
ne c essar y to deter min e pre-code d answe r catego rie s base d
on open-ende d re spons es obtaine d in a pret est. Respondents
are gen erally selected purposiv ely rat her than randomly.

• The que s tionnaire shoul d be adm inist e red in the same man-
ne r as pla nne d fo r the main sur vey (e.g., int e rvie wer-adm inis-
tered in person or by telephone). A pret est of a mail que s-
tionnaire is more effective if int e rvie wers are use d.

•’ Pret esting only indicates that the re is a problem . Withou t fur-
ther inv estig a t ion, it does not identify why the re is a problem
or how it can be cor rected .

• Debr iefing ses sions wit h in ter vie wer s often occur in conjun c-
tion wit h a pret est. Int e rvie w s can identify impor tant prob-
le m area s where the que s tionnaire can be improve d.

• Behavi ora l co ding also can be con duct e d at the tim e of pret es-
ting. The int e rvie w is audio -re co r ded, and the int e rvie wer-
re spondent int e r actio n is lat e r analyzed . Behavio r al coding
helps identify problems such as the int e rvie wer faili ng to rea d
the que s tion as worded or a respondent ask ing for clarific a-
tion of the que s tion or respons e task.

9. Formal Testing Methods

• Fo rma l testing met hods are desig ned to provi de a statis ti c a l
ev a luation of how the que s tionnaire per for ms. Pilo t studie s
and split sample testing are two types of for mal testing met h-
ods. They are more suitable for large scale and con tin uing
surveys becau se of the sig n ific a n t cos t associat e d with a large
sample size and the analys is of the res ult s.

• Pilo t study: Con duct e d in order to obs erve all operation s
wo rking tog ether, inclu ding the adm inist r ation of the que s tion-
naire. A pi l ot study is a "d res s rehearsal." It dup licates the fi-
nal sur vey desig n on a sma l l scale from beginning to end, in-
cluding pla ns for dat a proces sing and analys is. It allow s the
survey res earche r to see how well the que s tionnaire per for ms
in rela t ion to the othe r phases of the sur vey. Nor mally, the
qu estio nnaire shoul d be tho rou ghly pret est e d befo re a pilo t
test takes place.

• Sp lit sample tes t: Con duct e d to deter min e the "best" of two
or more alt e rnative versio ns of the que s tionnaire. Spli t sample

testing is sometimes called a "s p lit ballot" or "split pan el" ex-
periment. It inv olves an exper iment al sample desig n that is
in corporated into the data col lectio n proces s. In a sim p le split
sample desig n, half of the sample receiv es one versi on of the
qu estio nnaire and half receiv es the othe r.

10. Rev iew and Rev ision of the Que stion naire

• It is useful to hav e your que s tionnaire rev i ewe d by people
who are not directly inv olved with you r proje ct. Rev i ewe rs
coul d in clu de sub ject matt e r ex per ts or persons who have ex-
perienc e in desig n ing questio nnaires. They can provi de hel p-
ful com ments and sugge s tion s.

• A rev i ew can take place at any or all stag es of the que s tion-
naire dev elo pment process.

• The rev i ew and testing of the que s tionnaire desig n le ad to re-
vi sio ns in the que s tion s and respons e catego rie s. Throu ghout
the whole process of que s tionnaire dev elo pment and testing,
change s will con tin ually be made to improve the que s tion-
naire. In this way, que s tionnaire desig n is an iterative
proces s. Obj ectiv es and infor mation requi rements are stated,
ev a luated and deci ded upon, dat a us ers and respondents are
cons ult e d, pro pos ed que s tion s are drafted and test e d, que s-
tion s are rev i ewe d and rev ise d, until a final que s tionnaire is
deve loped .

Every quest i onnai re must be handcr afted . It is not only that
qu est i onnai re writing must be "ar tful," each quest i onnai re is also
unique, an origi nal. A design er must cut and try, see how it looks
and sou n ds, see how peop le rea ct to it, and then cut agai n, and
tr y ag a in.

[Ta ken from: Conve rse, J. and S. Pre sse r, Su rve y Ques tions: Handcr af-

ting the Sta n dar dized Quest i onnai re, Sag e Publication s (1986), pag e 48.]

TYPES OF QUESTIONS

1. Type of Information Require d an d Question Struc ture

• Factual infor mation is sou ght

• The fol low ing exa mples illust r ate the incor rect use of scale-
type respons e fo rmat:

(1) Did the acci den t happen in Canada, or not?

DE FIN ITELY NOT DEFINI TELY
IN CANADA ( ) ( ) ( ) ( ) ( ) IN CANADA

(2) What is you r marita l sta tus now?

UNMARRIED ( ) ( ) ( ) ( ) ( ) MARRIED

2. Types of Que stions

• There are two main types of que s tion s: open and clo sed que s-
tion s. They are sometimes called open -ende d and clo sed -ende d
qu estio ns.

• Op en quest i ons are answe red in the respondent’s own words.
An open que s tion allow s the respondent to int e rpret the que s-
tion and answe r anyway that he/sh e wa n t s. The respondent
writ es the answe r or the int e rvie wer records verbatim what
the respondent says in answe r to the que s tion. Bla nk spaces
are left in the que s tionnaire after the que s tion for the respons e
to be writt en in.

• Closed quest i ons are answe red by che cking a box or circli ng
the pro per respons e fr om among those that are provi ded on
the que s tionnaire. A cl ose d qu estio n re s trict s the respondent
or int e rvie wer to select from the answe rs or respons e option s
that are speci fi ed.
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3. Open Que stion

• What is the mos t impor tant problem faci ng Canada?

4. Closed Que stion

• Which of these is the mos t impor tant problem faci ng Canada?

Un emplo ym e n t
Econ omy/re c essio n
Fe deral defi cit
Ta xes
Na t ion a l un ity
Cr ime and viole n ce
Envi ron ment
Othe r.

5. Examp le Dem onstr ating the Continuum from Open to
Closed Que stions

• Ther e has bee n a lot of con cer n abou t cr ime latel y. What do
you thin k abou t th e pr oblem?

• Ther e has bee n a lot of con cer about crime latel y. Dur ing the
la st year, have you or has anyon e li ving wit h you had any
cr ime happen to them? If yes, ple ase tel l me what happened .

• Ther e has bee n a lot of con cer n abou t cr ime latel y. Her e is a
li st of som e of the crimes that happen to peop le. In the past
year, has anyt hing lik e this happened to you or to anyon e li v-
ing wit h you?

Hou se broke n in t o or robbed
Pocke t pi cke d or purse snatche d
Car stole n
Proper ty damag ed or dest royed
People att ack ed or beaten up
Othe r (p lea se speci fy) ____________________
No thing.

6. App licat ions of Open Formats

• Qualit ative res earch

• To obtain"natural" wording

• To provi de the oppor tun ity for self-expre ssi on or ela boration

• To obtain exact num erical data

• To add var iety to the que s tionnaire.

7. Difficulties wit h Open Que stions

• Fo r the RESPONDENT:
−− Dema n d ing
−− Time -cons uming.

• Fo r the RESEARCHER:
−− Re cording the respons e
−− Coding
−− Analys is and int e rpret ation.

8. Types of Close d Questions

• Tw o-choic e

• Multiple choic e

• Checklis t

• Ranking for mat

• Rating scale.

Clos ed que s tion s prov ide respondents wit h defin ite choic es.
The respondent indicates whi c h choic e is appropriat e.

9. Two-hoice Que stions

• Di d you have a job at any time dur ing the last12 mon t hs?

NO ==> Skip to Que s tion 6

YES

10. Multiple-cho i c e Question

• What typ e of dwelling is this? (Ch eck one only)

Si ngle hou se
Doub le (si de-by-sid e)
Garden home, tow n hous e or row hou se
Duplex (on e-above -an othe r)
Low-ris e ap artment (le ss than 5 stories)
High -rise apartment (5 sto rie s or more)
Othe r (p lea se speci fy) ____________________.

11 . Che cklist Que stion

• In what typ es of acco mmodation did you sta y?
(Ch eck as many as app ly)

Ho tel (in clu ding tou ris t home)
Mo tel
Campi ng or trailer park
Ho m e of friends or rela t ive s
Priv ate cottage or vacation home
Commerci al cottage or cabin
Othe r (host els , un ive rsit ies, etc.) .

12. Ran king Que stion -- Examp le 1

• He re is a lis t of som e of the ways that peop le go about find-
ing job s. Ple ase rank them in ord er of effec tiven ess by pla cing
th e number "1" bes ide the met hod you thin k woul d be mos t
help ful, a "2" bes ide the met hod you thin k woul d be sec ond
most hel pful, and so on.

___ Ma ili ng out res umes
___ Ne w s paper or mag azi ne ads
___ Cana da Emplo ym e n t Cent res
___ Checking wit h fr iends
___ A private placement ser vic e
___ Direct con tact wit h em p l oye rs
___ Othe r (p lea se speci fy) ____________________.

13. Ran king Que stions

• Re spondents often find it diffic ult to do ranking s , especi ally if
the items to be ranke d are ver y different from one another.

• Ranking of prefe renc es is easie s t when respondents can see
or rem ember all items.

• The sizes of the rank int e rvals are unknow n and unlikely to
be equ al. Henc e, the int e rval bet ween 1 and 2 cannot be as-
sume d to be the same as that bet ween 2 and 3.

• Re spondents sometimes rank two or more items the same.
Fo r ex ample, a respondent might rank bot h "Newsp aper or
magazi ne ads" and "Cana da Emplo ym e n t Cent res" as 1.

14. Ran king Que stion – Examp le 2

• Plea se rank the 5 mos t impor tant factors that influence you r
co mpa ny’s choice of a tra n sportation car rier. This infor tion
will hel p us to focus our atten tion and res our ces on are as that
are critical to mee ting you r service nee ds.

Plea se rank their impor tan ce by pla cing the number "1" be-
si de the factor that you thin k is the mos t impor tant, a "2" be-
si de the factor that you thin k is the sec ond mos t impor tant,
and so on.
___ Damage -fre e transportation
___ Pric e
___ Marketing and sales repre sent ative s
___ Custome r se rvi ce repre sent ative s
___ Prompt resolutio n of ser vic e proble ms
___ Freight cla ims handli ng
___ Se rvi ce con sis tenc y
___ Se rvi ce frequ enc y
___ Tr ansit tim e
___ Timely notific ation of ser vic e delays
___ Invo ici ng accur acy
___ Othe r (p lea se speci fy) ____________________.
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Figure 3.6. SAMPLE SURVEY DESIGN/EXECUTION: Que stion naire Desig n (c o ntinue d 2)

15. Rat ing Que stion – Examp le 1

• Ho w sa tisfied are you wit h ou r cu sto mer ser vice?

Ve ry satisfie d
Satisfie d
Dissatisfie d
Ve ry dis satisfie d

16. Rat ing Que stion – Examp le 2 (with a middle alt ernat ive)

• Ho w sa tisfied are you wit h ou r cu sto mer ser vice?

Ve ry satisfie d
Satisfie d
Neit her satisfie d no r dissatisfie d
Dissatisfie d
Ve ry dis satisfie d

17. Issue s in the Desig n of Rat ing Que stions

In for mulating rating que s tion s, the fol low ing issues need to be
addres s ed:

• How many respons e catego rie s sh oul d there be?

• Sh ould the re be a middle alt e rnative ?

• Sh ould a "Don’t know/No opi nio n" or "No t ap plicable" re-
spon se cat egor y be prov ide d?

The answe r to thes e qu estio ns wil l depend on the sur vey obj ec-
tive s , the item to be rat e d, the method of dat a collection, and the
qu estio nnaire desig ner’s own prefe renc es.

18. Rat ing Que stion – Examp le 3

• Mo st peop le feel dif fer ently about their physi cal looks. How
woul d you rate you r lo oks on a sca le of "1 to 10," wit h "1"
being the lowes t ra ting and "10" the hig hes t ra ting?

1 Lowe s t ----------------- 1%
2 --------------------------- 1%
3 --------------------------- 1%
4 --------------------------- 3%
5 --------------------------- 24%
6 --------------------------- 17%
7 --------------------------- 27%
8 --------------------------- 17%
9 --------------------------- 4%
10 Hig hest ----------------- 6%
No opi nio n (v olun teered) 2%

Av erage rating = 6.59

(Sour ce: The "Ma cle an’s" Pol l, January 7, 1985)

19. Rat ing Que stion – Examp le 4

• Plea se rate the qua lity of our custom er ser vice for each of the
fo llo wing ite ms by cir cli ng the appr opr iate number.

Excel len t Go od Fai r Po or

Av a ila b i lity of ser vic e repre sent ative s 1 2  3 4

Promptness 1 2 3 4

Cour tesy 1 2 3 4

Re sol ving you r se rvi ce needs 1 2 3 4

Overall quali ty of ser vic e 1 2  3 4

.

. . . . . . . . . . .

. . . . . . . . . . . .

. . . .

. . . . . .

20. Rat ing Que stion – Examp le 5

• Comp are to the ranking questio n 14 starting in colum n 8.

• Listed bel ow are a number of factors that influence a
co mpa ny’s choice of a tra n sportation car rier. Som e may
be more or les s impor tant to you r co mpa ny than oth ers.
Ac c ording to you r co mpa ny’s prior ities, ple ase rate the
impor tan ce of each factor fro m 1 to 10.

Us e th e sc ale bel ow where 1 mea n s "Not at all impor tant"
and 10 mea n s "Extre mel y impor tant," or you can choose any
number in between .

___ Damage -fre e transportation
___ Pr ice
___ Marketing and sales repre sent ative s
___ Custome r se rvi ce repre sent ative s
___ Prompt resolutio n of ser vic e proble ms
___ Freig ht cla ims handli ng
___ Se rvi ce con sis tenc y
___ Se rvi ce frequ enc y
___ Tr ansit tim e
___ Timely notif ication of ser vic e delays
___ Invo ici ng accur acy.

21. THUR STONE SCALE: A Composit ion of Two-Cho i c e Questions

• The respondent is pre sent e d with a lis t of statements, each of
which he/sh e is aske d to eit her endo rse or rej ect.

• St atements are selected to repre sent sev eral different "posit ion s"
on the issue in que s tion. Each statement shoul d be cle ar,
br ief, and easy to unde rst and. It shoul d be relev a n t to a re-
spon d e n t’s ove r all attitude to the issue. As a package, the
st atements shoul d repre sent the whole range of pos sib le opi n-
io ns about the attitude variable. The package of statements is
called an attitude sca le.

22. Examp le: Thu rstone Scale Ag ree Disag ree
The phy sical sur rou nding s at you r wo rk are ple asant

There is a lot of fre e dom to deci de how to do you r wo rk

Yo u do the same things ove r and ove r

Yo ur job requ ire s a hig h leve l of skil l

The pay is good

Yo ur chanc es fo r promotio n or career advanc ement are good

. .  . .

. .

. . . . . . . . . .

. . . . . . . . . .

. . . . . . . . . . . . . . . . . .

. .

23. LIKERT SCALE: A Composit ion of Multiple-Cho i c e Questions

• The Liker t scale is a col lectio n of statements. The respon-
dent con sid ers each statement and repor ts how clo sely it re-
fle cts his/he r ow n opin ion.

• The main differenc e between Thu rstone and Liker t scales is
the number of respons e alter native s fo r each stat ement. For
Thurstone scales, the re are two respons e alter native s. For
Li ker t scales, the re usually are at lea st fiv e. The respondent
in d i c ates not only whether he/sh e ag rees or dis agrees, but
how much he/sh e ag rees or dis agrees. "Ag reement" is not
the only respons e dimensi on that can be use d. Other re-
spon se dim e nsi ons inclu de "satisfactio n," "us efuln ess," "im por-
tanc e," et c . Degrees of frequ enc y are another pos sib i lity.

24. Examp le: Likert Scale
Strongl y Ne ith er agr e e Strongl y

ag ree Agr e e nor disag ree Disag ree disag ree
The poli ce are
doing a good job of
enfo rci ng the law

The poli ce respond
qu ickly to calls in
my neig hbourhood

The poli ce are
ap proachable and
ea sy to talk to

Extr e m e ly
important

Somewhat
important

No t at all
important

10 9 8 7 6 5 4 3 2 1

.......................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

...............................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

Importance Rat ing
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25. Advantage s of Close d Questions

• Fo r the RESPONDENT:
−− Easi er to answe r
−− Fa ster to answe r.

• Fo r the RESEARCHER:
−− Easi er to code
−− Easi er to analyze
−− Cheaper
−− Consis tent respons e catego rie s.

• Clos ed que s tion s are an advant age when:
−− Yo u can anticip ate all (or mos t) of the respons es
−− An exact value is not needed .

26. Limitations of Close d Questions

• Mo re effor t is requi red to dev elo p cl ose d qu estio ns than open
qu estio ns

• May eli cit an answe r where no knowledge or opi nio n ex ists
(in clu ding a "Don’t know" or "No opi nio n" respons e option
may hel p)

• May ove rsi mplify an issue

• May force answe rs into an unnatur al mol d

• May not be in the same for mat as the respondent’s record -
ke epi ng practic es

• May be bor ing to answe r

• Re spons e catego rie s mu s t be inclu siv e and non -ov erlap ping.

CONSIDERATIONS IN
QUESTION DESIGN AND WORDING

1. Ensure that que stions and instructions are easy to underst and

• Av oid abbrev iation s and jargon:

Do you know the location of the nearest PFRA office?

Ar e you aware that NSC Week was hel d re ce ntl y?

• Do not use words and ter min ology that are too complex :

Ar e you aware of the impen ding amalgam ation of sur rou n d-
ing con stituen cies into the "Ne w Me tro" are a?

Ho w woul d you rate the usefulness of the provi sion of infor-
mation on the psych ologi cal and sociologi cal asp ects of tra n-
si tion such as acces s to the com pu ter ized inter act ive voca-
tional cou n sel ling progr am provi ded by the departmenta l re-
gi onal office to ret iring employees where avail able and as de-
termin e d by the reg ional per son nel officer?

Gr ant s: Re por t on ly gra nts con sider ed as revenue earned in
th e re por ting per iod (i.e., do not include revenues defer red to
th e fo llo wing year and include gra nts award e d in the pre vi-
ou s year and not rec ognized as ear ned revenue the pre vious
year but are tre ate d as revenue this year).

Land and dep reciabl e asset s – gross: In clude rea l es t ate
and ground ren t s, machin ery, equ ipmen t, buildings, lea seh ol d
improve men t s fo r own use and veh icles and equ ipmen t in the
hands of les sees under opera ting lea ses; before deduct i on of
accumulated depre c iation and amor tization, and encum-
br ances.

2. Specify the frame of refer e nce – Examp le 1:

What is you r in com e?

• "You r" –  respondent personally, family, hou seh old

• Time referenc e – income last week, last mon th or last year

• "I nco m e" – salar y and wag es only, tips, income from other sou rces.

Be tter: What was you r househ ol d’s tota l in com e from all sou rces
befo re taxes and deduct i ons in 1994?

Or: In 1994, what was you r to t al hou seh ol d in com e befo re
deduct i ons? Include incom e that you recei ved from
wage s, salar ies, and all oth er sou rces.

Example 2:

Plea se rep ort sales and receip ts.

• Specify tim e refe renc e period – financia l ye ar, calendar year,
or other tim e period

• Specify what to inclu de or exc lude.

Be tter: Plea se rep ort sales and receip ts for the 1994 calen dar
year. Exclude GST and all oth er taxes col lecte d by you
fo r re mitta nce to a gover nment age ncy.

Or: Plea se rep ort sales and receip ts for you r most recen t fis-
ca l year endi ng no later than Mar ch 31, 1995.

No t e: Re spondents find it diffic ult to combin e data from two
fis cal years to coi nci de wit h a fixe d time frame.

3. Specificity: Make que stions as specific as possible – Examp le 1

• Re spondent is shown a bottle of orang e drink.
Ho w much orange jui ce do you thin k it con t ain s?

Re sul ts: One orang e and a lit tle wat e r and sugar
25% orang e and 75% carbonated wat e r
Ju ice of one -half dozen orang es
3 oun ces of orang e ju ice
Full stre ngt h

A quarter cup of orang e ju ice
No ne
No t mu ch
A sma l l amou nt of orang e ju ice
One-fo urth orang e ju ice

Ve ry lit tle, if any, orang e ju ice
Don’t know
No t ve ry much
3 to 4 oun ces of orang e ju ice
A pin t

Mo st of it
A lit tle wat e r mixe d with orang e ju ice
Abou t a gla s s and a half

This example is tak en fro m U. S. vs. 88 cases "Bi rel ey’s Ora nge Bever age,"

Civi l Ac tion 47LL (1945) (U. S. D.C. N.J.).

• Be tter ways to word the que s tion mig ht hav e been:

This bottle hol ds 300 ml of a drink. How many millilitres of
that wou ld you say is ora nge jui ce?

What per cen t age of this drink wou ld you say is ora nge jui ce?

What par t of this drink – a quarter, a half, three-quarter s, or
what – wou ld you say is ora nge jui ce?

4. Make the que stions as specific as possible – Examp le 2

The que s tion needs to be unde rstood by all respondents in
the same way. Respondents can int e rpret eve n a sim p le que s-
tion in different ways .

• Ho w much diese l fuel did you r farm opera tion use dur ing
th e la st year?

Possib le answe rs:

A better way to ask the que s tion cou ld be:

• Ho w much did you r farm opera tion spend on diese l fuel
during the last year?

900 gallons

4,091.4 litres

$1,700 wor th

more than last year

$
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Figure 3.6. SAMPLE SURVEY DESIGN/EXECUTION: Que stion naire Desig n (c o ntinue d 3)

5. Ensure that the que stions can be answe red by all respondents

• Are the que s tion s relevant?

What is you r prese nt occu pa tion?

• Do respondents know enoug h abou t the sub ject to answe r the
qu estio n know ledge ably?

Do you thin k that incin era tion at 1600oC for 30 minutes is an
adeq uate way to dispose of pol ych lor inate d biph enyls?

6. Avo i d do ubl e-bar relle d qu est ions

• Do you pla n to leave you r car at hom e and tak e th e bus to
work during the coming year?

• Do es you r co mpa ny provi de trai ning for new employees and
re trai ning for exist ing staff?

• During 1992, did this farm opera tion inves t any mon e y in
ca pit al ite ms or improve men t s, recei ve any mon e y from the
sa le of capit al ite ms, or recei ve any capit al throu gh gifts or
in her ita nces?

• What is the langu age you firs t le arned in childhood and still
under sta n d?

7. Imp a ct of Que stion Wor d i ng

• In you r opinion, shoul d Su n day shopping be allo wed in On-
tario; that is, shoul d stores that want to sta y open on Sunday
be allo wed to sta y open on Sundays if they want to?

Re sul ts: 73% In fav o ur of Sun d ay sho pping
25% Oppos ed to Sun d ay sho pping

2% No opi nio n

• In you r opinion, shoul d a Sunday pau se day be adopte d in
On t ario; that is, shoul d th e government mak e Su n day the one
uniform day a week when mos t peop le do not have to wor k?

Re sul ts: 44% In fav o ur of a Sun d ay pau se day
50% Oppos ed to a Sun d ay pau se day
6% No opi nio n.

Sour ce: To ron to Are a Su rve y (1991), an annua l survey con ducte d
by the Institute for Socia l Rese arch at Yor k Un iversity. 535 res i-
dents of Metro polit an Tor o nto particip ate d in a 30-minute tel e-
ph one sur vey. Each ver sion of the quest i on was admi nistere d to
a random half-sample of the survey’s res pon den t s. (Re por ted in
Ne wsletter, Yor k In stitute for Socia l Rese arch, Sep tember, 1991,
Vo l.6, No. 3.)

8. Imp lie d Alternat ive

• Do you thin k most manufacturing com panies that lay off
worker s during sla ck per iods cou ld arrange things to avoid
la yof fs and give stea dy wor k righ t th rou gh the year?

Re sul ts: 63% Comp anies cou ld avo id lay offs
22% Companies cou ld not avo id lay offs
15 % No opi nio n

• Do you thin k most manufacturing com panies that lay off
work ers dur ing sla ck per iods cou ld avoid layof fs and provi de
stea dy wor k righ t th rou gh the year, or do you thin k la yof fs
are unavoidable?

Re sul ts: 35% Companies cou ld avo id lay offs
41% Companies cou ld not avo id lay offs
24% No opi nio n.

9. Conside rat ions in Que stion Wor d i ng

√ Are the words sim p le, direct and famili ar to all respondents?
√ Are the que s tion s as cle ar and as speci fi c as pos sib le?

√ Are the que s tion s ap plicable to all respondents?
√ Are any of the que s tion s doub le-bar rel led?
√ Are the respons e catego rie s mu tually exc lusiv e and exh austiv e?
√ Are any que s tion s le ading or loa ded?
√ Do the que s tion s re ad wel l?

SEQUENCING OF QUESTIONS

1. Issue s in Sequ enc ing

• Introduction

• The opening questio ns

• The location of sensit ive items

• The location of dem ogr aphic items

• The flow of the items.

The order of the que s tion s sh oul d be desig ned to:

√ Encour age respondents to complet e the que s tionnaire and to
ma int ain their int e rest in it

√ Faci lit ate respondents’ recall

√ Appear sensible to the respondents

√ Focus on the topi c of the sur vey

√ Follow a seque n ce that is log ical to the respondents

√ Flow smoot hly from one que s tion to the nex t.

2. The Int r odu ction

√ Prov ide the tit le or sub ject of the sur vey

√ Identify the sponso r

√ Explain the purpose of the sur vey

√ Re qu est the respondent’s cooperation.

Re spondents frequ ently que s tion the value of infor mation to
themselves and to users. Some like to receiv e fe e dback about
the sur vey.

Therefore:

√ Explain why it is impor tant to complet e the que s tionnaire

√ Ensure that the value of provi ding infor mation is made cle ar
to respondents

√ Explain how the sur vey dat a will be use d

√ Explain how respondents can acces s the dat a.

Also:

√ Indicate the deg ree of confid e n tia lity and any dat a sh aring
ar rangements

√ In mail sur veys, provi de the retur n addres s and the date for
retur n.

3. The Opening Que stions

The opening questio ns shoul d est ablis h re spondents’ confdenc e
in their ability to answe r the rem ain ing que s tion s. If necessar y,
the opening questio ns shoul d est ablis h that the respondent is a
member of the sur vey popula t ion.

The opening questio ns shoul d :

√ Rela te to the int roduction and the sur vey obj ectiv es

√ Be applicable to all respondents

√ Be easy and int e resting to answe r.

4. The Locat ion of Sensitive Que stions

√ Introduce at the poi nt whe re the respondent is likely to hav e
deve loped trust and conf idenc e

√ Locat e sensit ive que s tion s in a section whe re they are most
meaning ful in the con tex t of other que s tion s
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√ Introduce gradually by warm-up mat e ria l that is les s thre atening

√ Othe r solu tio ns inclu de:

• Self-enume r ation

• An ony mou s qu estio nnaire

• Careful wording of que s tion s

• Us e rang es for respons e catego rie s.

5. The Locat ion of Dem ograp hic and Classification Dat a

√ Place at the end of the que s tionnaire

√ Locat e in relev a n t se ction s.

6. The Flow of the Items

√ Follow the log ic of the respondent

√ Ensure that tim e refe renc e periods are cle ar to the respondent

√ Group questio ns sim ilar in con tent toge the r

√ Prov ide tit les or hea ding s fo r each section of the que s tionnaire.

Example: INFORMATION FOR RESPONDENTS
Su rve y obje ctive
Conf identia lity
Inst ruction s and defin ition s

SECTION 1: Gen eral Infor mation
Ma in activ ity
Re por ting year
Ty pe of organization

SECTION 2: Statement of Income
Reve n ue
Expens es

SECTION 3: Capit al Expenditure s
Bu ilding s and structure s
Machin ery and equ ipment

SECTION 4: Labou r Fo rce
Number of emplo yees
Hou rs wor ked

SECTION 5: Com ments

√ Us e transit ion s fo r contin uity

Example: ==> Par t A -- Let’s talk about you r education .....
==> Par t B -- Let’s talk about you r wo rk exper ienc e ..... .

7. Instruc tions

Re spondents rea d only what they think it is necessar y to rea d.
They rea d the bol dface print first, and then deci de whether they
sh oul d re ad fur the r.

Re spondents rarely rea d the ins tructio ns, and proceed directly to
the que s tion s. They only refer to the ins tructio ns when they
thin k they need hel p. As a res ult, impor tant ins tructio ns and
defin ition s may be mis s ed.

Er rors in repor ting often are due to a lack of ins tructio ns or to
misunde rst anding what to inclu de or exc lude.

Therefore:

√ Ensure that ins tructio ns are shor t and cle ar

√ Te ll the respondent whe re to find the ins tructio ns

√ Prov ide definition s at the beginning of the que s tionnaire or in
specific que s tion s as requi red

√ Us e boldfa c e pr int to empha size impor tant items such as the
refe renc e or repor ting per iod

√ Specify "in clu de" or "exclude" in the que s tion s and items them-
selves (not in sep arate ins tructio ns) .

LAYOUT OF THE QUESTIONNA IRE

1. Gener al Guidel ines

√ The que s tionnaire shoul d ap pear int e resting and easy to com-
plet e

√ The que s tionnaire shoul d be respondent-friendly

√ The cov er letter and front cov er shoul d create a posit ive first
im pre ssi on

√ If adm inist e red in person or ove r the telephone, the que s tion-
naire shoul d be int e rvie wer-friendly

√ The ins tructio ns and answe r sp aces shoul d faci lit ate pro per
answe ring of the que s tion s

√ Illu s tration s and symbols (su ch as arrow s and circle s) shoul d
be use d to att r act att entio n and guid e re spondents or int e r-
vie wers

√ The last pag e or end of the que s tionnaire shoul d prov ide
sp ace for addition a l co mments by respondents

√ Include an expre ssi on of appre ciation (thank you).

2. Typog rap hy

Consid eration s in organizi ng the print e d wo r d on a pag e in clu de:

√ Ty peface/fo nt

• ensure consis tenc y

• us e boldfa c e pr int to hig hlig ht impor tant ins tructio ns or words

√ Fo rm tit le

√ Se ction hea ding s

√ Questio ns

√ Questio n numbers

√ Data ent ry or processing codes

• sh oul d not take pre c e denc e ov er or conflict wit h the que s-
tion numbers.

3. Other Lay out Conside rat ions

√ Fron t cove r

√ Paper

√ Si ze of pag e

√ Page margi ns

√ Number of pag es

√ Colours and sha ding – tex t and backg rou nd

√ Rule d li nes

√ Re spons e (c h eck) boxes and circle s

√ Graphi cs

√ Tr ansla t ion into othe r la ng uag es.

4. Way s to Imp rove the Respondent-Friendline ss of
Question naire s

√ Prov ide a respondent-friendly int roduction and front cov er

√ Te ll the respondent whe re to begin and how to complet e the for m

√ Guid e the respondent step -by-step throu gh the que s tionnaire

√ Ensure that ins tructio ns are shor t and cle ar.

The ben efit s of respondent-friendly que s tionnaires inclu de:

√ Improv ed respondent rela t ion s and cooperation

√ Improv ed dat a qu ali ty

√ Re duced respons e burden

√ Re duced cos t.

RESPONSE ERROR S

1. Response Errors

• Resp onse error – differenc e between the true answe r to a que s tion
and the respondent’s answe r to it

• Can occur any whe re dur ing the que s tion -answe r-recording

• Tw o types: (1) Random error s – variable; tend to cancel out

(2) Bi ases – tend to cre ate erro rs in the same direction.
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Figure 3.6. SAMPLE SURVEY DESIGN/EXECUTION: Que stion naire Desig n (c o ntinue d 4)

2. Source s of Response Error

• Questio nnaire desig n

−− wo r ding, complex i ty and order of the que s tion s
−− qu estio n st ructure
−− co mplicated skip patt e rns
−− le ngt h of the que s tionnaire

• Re spondent problems of unde rst anding, recall, judgment,
mo tiv ation, and repor ting

−− soci al desir ability bia s
−− qu estio ns requi ring recall

• The int e rvie wer.

3. Social Desirab ility Bias

• So cia l desi rabi lity bia s – the tendenc y to choos e thos e re -
spon se optio ns whi c h are mos t favou rable to one’s self-est e em
or mos t in accord with socia l no rms, at the expense of ex-
pres sing one’s own posit ion.

• Examples of sensit ive que s tion s that may res ult in socia l de -
si rability bia s:

Ha ve you ever drive n a motor veh icle after havi ng had too
much to drink?

In the past 12 mon t hs, what is the hig hes t number of drinks
you can rec all havi ng on any one occa sion?

Ha ve you ever use d any of the fol l owing?
Ma rij uana or hash, Cocai ne or cra ck, LSD, Her oin.

Ha ve you ever shoplifte d anyt hing?

4. Technique s fo r Handling Sensitive Que stions and Count ering
Social Desirab ility Bias

√ Self-enume r ation

√ An ony mou s qu estio nnaire

√ Careful wording of que s tion s

√ Us e rang es for respons e catego rie s

√ Randomized res pon se – In the sim p lest for m of the random-
ized respons e technique, the respondent answe rs one of two
randomly selected que s tion s withou t reve a ling to the int e r-
vie wer which que s tion is bei ng answe red . One of the que s-
tion s is on a sensit ive topic; the othe r qu estio n is innocuou s.
Si nce the int e rvie wer records a "yes" or "no" answe r withou t
know ing whi c h qu estio n ha s been answe red, the respondent
sh oul d fe el fre e to answe r honestly.

5. Questions Requiring Recall of a Past Eve nt or Behav iour

• Re calling an eve n t or beh aviour can be diff icult if:

−− the decisio n wa s ma de alm o st min dles sly in the first place
−− the eve n t wa s so trivi al that people hav e hardly giv en it a

se con d thou ght sin ce it occur red
−− the que s tion(s) refer to eve n t(s) that hap pen ed long ago
−− the que s tion(s) requi re the recall of many sep arate eve n t s.

• Examples:

In the last 12 mon t hs, how many times did you visit a medi-
ca l doctor?

During the last mon t h, whi ch mag azines have you rea d?

During the last week, whi ch TV progr ams did you watch?

During the last year, how much did you spend on fuel pur-
chases for you r car?

6. Mem ory Errors

• Re call error −− re spondents may fail to repor t cer tain eve n t s

or fail to repor t them accur ately

−− le ads to the unde r-repor ting of eve n t s

−− ge nerally speak ing, the longe r the referenc e pe -
riod, the greater is the recall los s

• Te les coping error −− so m e ev ents may be repor ted that actually
occur red outsi de the referenc e period

−− le ads to the ove r-repor ting of eve n t s

−− ge nerally speak ing, a sho rter referenc e period
tends to inc rea s e tele sco ping errors.

7. Technique s to Reduce Mem ory Errors

√ Sh orten the referenc e period

−− helps con trol recall errors, but may inc rea s e tele sco ping errors

√ Bou nde d re call

−− re spondents are int e rvie wed at the beginning and end of
the referenc e period

−− ev ents identifie d at the tim e of the first int e rvie w can be
discou nted if they are repor ted ag ain during the secon d in -
ter vie w

−− aims at eli min ating teles coping errors.

√ Us e of records

√ Aide d re call
−− us e of mem ory cue s
−− tends to inc rea s e repor ted activity, but als o may inc rea s e

tele sco ping errors

√ Ensure that the tim e refe renc e periods are cle ar to the re-
spon d e n t

√ Diar y
−− the respondent records the eve n t at the tim e, or sho rtly af-

ter, it hap pens

−− us ed for sur veys on hou seh old expenditure s , food con-
sump tion, tim e us e, TV vie wing, and radio lis tening

√ Long vs. sho rt que s tion s (in ter vie wer-adm inist e red que s tion -
naires):

Sh ort que s tion: What health problems have you had in the
pa st year?

Long questio n : The next quest i on asks about health prob-
le ms dur ing the past year. This is som ething
that we ask everyon e in the survey. What
health problems have you had in the past
year?

Re search sugge s t s that the longe r qu estio n may stimu lat e the
re spondent to talk more, and that this addit ion a l talk may als o
aid the respondent’s recall. At the same tim e, it may giv e the
re spondent more tim e to think and to provi de a more com-
plet e answe r.

COMPUTER-ASSISTED INTERVIEWING

1. Computer-Assisted Int erviewing Methods

• Comp u t e r self-adm inist e red que s tionnaire

• Comp u t e r-assis ted personal int e rvie wing (CAPI)

• Comp u t e r-assis ted tele phone int e rvie wing (CATI).

2. Advantage s of Computer-Assisted Int erviewing

• Au tomati c branching

• Inse rting tex t in que s tion s

• Randomizi ng order of que s tion s and respons e catego rie s

• On -lin e edit i ng and con sis tenc y che cking

• Au tomati c sche duling of callbacks.
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3. Conside rat ions

• The que s tionnaire is rest ricted to size of vid eo screen

• Re spons e time for scre en replacement

• Each new screen must be immediat ely compreh e nsible

• Av oid crowding the screen

• No nst andard mov ement (backing up to a previous que s tion,
changi ng an answe r)

• Open-ende d qu estio ns

• Comp u t e r prog ram

• Costs and tim eli nes s.

OMNIBUS SURVEYS

1. Omnibu s Su rve ys

• Sh are d cos t

• "P igg y-backing " of que s tion s

• Questio nnaires con sis t of sev eral modules or section s, each
dealing wit h a different topi c and each con duct e d fo r a sep a-
rate orga n ization

• Orga n ization s are charged on the basis of their lev el of par-
ti cip ation in the omnibus sur vey :

−− number of que s tion s (o pen -ende d qu estio ns are more ex-
pensiv e)

−− sample size (e.g., ful l or half sample, males or fem ale s)

• An effective means of reducing the maj or cos t s associat e d
with car r ying out a sur vey

• Us eful for a res earche r who has only a few que s tion s to ask.

2. Omnibu s Su rve ys – Desig n

• Freque n cy: mon thly, quarterly

• Me thod of dat a collection: face-to -face, telephone

• Sa mple desig n:

−− Random sample of Cana dians 15 or 18 years of age and
ol d er

−− Re pre sent ative of age, gende r, and com mun ity size

• Sa mple size: 500 to 2,000 int e rvie w s

• St andard cla s sific ation dat a: age, gende r, regio n, com mun ity
si ze, family income, occup ation, edu cation, and mot he r tong ue.

Introducto ry statis ti cs cou rses offered for students in our Facul ty of Mat hem ati cs, par ticularly STAT 231, use the five -st ep
FDEAC cycle as the basis of a sys tem ati c ap proach to empir ical proble m solv ing. Identify how the discus sio n in the first
thre e colu mns of this Fig ure 3.6 cor responds to the For mulation and Desig n st eps of the FDEAC cycle.

• What step(s) of the FDEAC cycle are mentio ned le ast often in this Fig ure 3.6? Exp lain briefly.

1

In the middle of the nint h colu mn (in Rating Que stion – Examp le 3), an ave r age rating of 6.59 is giv en. Show how this
value is calcula ted and indicate how it shoul d be int e rpret e d.

• Explain briefly how this value shoul d be des cribed from a pr obabi lis tic perspectiv e.

2

Some of the ter min ology in this Fig ure 3.6 is different from that use d in STAT 332. For each of the fol low ing exc e rpts
fr om this Fig ure 3.6, indicate briefly how it wou ld be phrase d in the langu age of STAT 332.

• If pos sib le, con s ult wit h member s of the tar get popu lation. This will hel p iden tify iss ues and con cer ns that are impor tant
to the tar get popu lation, and may affec t deci sion s regar ding the con ten t of the quest i onnai re. [bott o m of colum n 2]

• If neces sar y, the openi ng quest i ons shoul d es t ablish that the res pon den t is a member of the survey popu lation. [Poin t 3
of colum n 14]

• Resp onse error (s) [A section title in colum n 16 and also use d el sew here in colum ns 16 and 17]

• Random error s [Poin t 1 of colum n 16]

• So cia l desi rabi lity bia s [u pper half of colum n 17] – exp lain how this ter m fit s in t o ou r catego riz ation of bias.

3
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