University of Waterloo STAT 332 – W H. Cherry

#3.53

Figure 3.8. SAMPLE SURVEY DESIGN/EXECUTION: Bibliography

The lists of references on questionnaire design and on focus groups in this Figure 3.8 has been adapted from materials provided through the courtesy of Statistics Canada; it is reproduced here by authority of the Minister of Industry, 1996, Statistics Canada.

REFERENCES ON QUESTIONNAIRE DESIGN

Belson, W. A. (1981), The Design and Understanding of Survey Questions, Gower, Aldershot, England.

Biemer, P. P., R.M. Groves, L.E. Lyberg, N.A. Mathiowetz and S. Sudman [eds.] (1991), Measurement Errors in Surveys, John Wiley & Sons, Inc., New York.

Very informative book. Contains monograph papers presented at the International Conference on Measurement Errors in Surveys, Tucson, Arizona, 1990. Includes papers on questionnaire design, data collection methods, interviewers, respondents and the response process.

Bishop, George F. (1987), "Experiments with the Middle Response Alternative in Survey Questions," Public Opinion Quarterly, Vol. 51, pp. 220-232.

Bishop, George F., Robert W. Oldendick and Alfred J. Tuchfarber (1982), "Effects of Presenting One Versus Two Sides of an Issue in Survey Questions," Public Opinion Quarterly, Vol. 46, pp. 69-85.

Bradburn, N., S. Sudman and Associates (1979), Improving Interview Method and Questionnaire Design: Response Effects to Threatening Questions in Survey Research, Jossey-Bass, Inc., San Francisco.

Bureau, Marcel (1991), "Experience with the Use of Cognitive Methods in Designing Business Survey Questionnaires," Proceedings of the Section on Survey Research Methods, American Statistical Association, pp. 713-717.

Converse, Jean M. (1984), "Strong Arguments and Weak Evidence: The Open/Closed Questioning Controversy of the 1940s," Public Opinion Quarterly, Vol. 48, pp. 267-282.

Converse, Jean M. and Stanley Presser (1986), Survey Questions: Handcrafting the Standardized Questionnaire, Sage University Paper Series on Ouantitative Applications in the Social Sciences, 07-063, Sage Publications, Beverly Hills, California.

Highly recommended.

DeMaio, T.J. [ed.] (1983), Approaches to Developing Questionnaires, Statistical Policy Working Paper 10, Office of Management and Budget, Washington, D.C.

Very good review of procedures and techniques for developing questionnaires.

Dillman, Don A. (1978), Mail and Telephone Surv’eys: The Total Design Method, John Wiley & Sons, Inc., New York.

Very popular, contains practical recommendations for achieving a good response rate.

Dillman, Don A., Michael D. Sinclair and Jon R. Clark (1993), "Effects of Questionnaire Length, Respondent-friendly Design, and a Difficult Question on Response Rates for Occupant-addressed Census Mail Surveys," Public Opinion Quarterly, Vol. 57, No. 3, pp. 289-304.

Edwards, W. S. and D. Cantor (1991), "Toward a Response Model in Establishment Surveys, in Measurement Errors in Surveys, Paul P. Biemer et al. [eds.], John Wiley & Sons, Inc., New York, pp. 211-233.

Esposito, James L., Pamela C. Campanelli, Jennifer M. Rothgeb and Anne E. Polivka (1991), "Determining Which Questions are Best: Methodologies for Evaluating Survey Questions," Proceedings of the Section on Survey Research Methods, American Statistical Association, pp. 46-57.

Fowler, Floyd J. (1992), "How Unclear Terms Affect Survey Data,"

Public Opinion Quarterly, Vol. 56, pp. 213-231.

Fowler, Floyd J. (1990), Survey Research Methods, Applied Social Research Methods Series, Vol.1, Sage Publications, Beverly Hills, California.

An easy-to-read, practical guide to survey methodology.

Fox, James A. and Paul E. Tracy (1986), Randomized Response: A Method for Sensitive Surveys, Sage University Paper Series on Quantitative Applications in the Social Sciences, 07-058, Sage Publications, Beverly Hills, California.

Discusses sources of error in surveys, especially in responses to sensitive, socialy disapproved, or incriminating behaviours and attitudes as well as concerns and strategies regarding anonymity and confidentiality of respondents’ answers. Describes how the randomized response method can be used to protect survey respondents and minimize survey bias.

Gilljam, Mikael and Donald Granberg (1993), "Should We Take Don’t Know for an Answer?", Public Opinion Quarerly, Vol. 57, No. 3, pp. 348-357.

Gower, Allen R. (1994), "Questionnaire Design for Business Surveys," Survey Methodology, Statistics Canada, Vol. 20, No. 2, pp.125-136.

Gower, Allen R. (1993), "Questionnaire Design for Establishment Surveys," Proceedings of the International Conference on Establishment Surveys (Survey Methods for Businesses, Farms, and Institutions), Alexandria, Virginia: American Statistical Association, pp. 950-956.

Gower, Allen R. (1991), "The Questionnaire Design Resource Centre’s Role in Questionnaire Research and Development at Statistics Canada," presented at the 48th Session of the International Statistical Institute, Cairo, Egypt, published in Buletin of the International Statistical Institute, Contributed Papers, Book 1, pp. 267-268.

Gower, Allen R. and Ruth Dibbs (1989), "Cognitive Research: Designing a Respondent-Friendly Questionnaire for the 1991 Census," Proceedings of the Fifth Annual Research Conference of the U.S. Bureau of the Census (ARC V), pp. 257-266.

Gower, Allen R. and Mukund S. Nargundkar (1991), "Cognitive Aspects of Questionnaire Design: Business Surveys versus Household Surveys," Proceedings of the 1991 Annual Research Conference, Washington, DC: United States Bureau of the Census, pp. 299-312.

Gower, Allen R. and Peter D. Zylstra (1990)’, "The Use of Qualitative Methods in the Design of a Business Survey Questionnaire," Contributed Paper, International Conference on Measurement Errors in Surveys, Tucson, Arizona.

Groves, R.M. (1979), "Actors and Questions in Telephone and Personal Interview Surveys," Public Opinion Quarterly, Vol. 43, pp. 190-205.

Groves, R.M. and R.L. Kahn (1979), Surveys by Telephone: A National Comparison with Personal Interviews, Academic Press, New York.

Hunt, S.D., R.D. Sparkman Jr. and J.B. Wilcox (1982), "The Pretest in Survey Research: Issues and Preliminary Findings," Journal of Marketing Research, Vol.19, pp. 269-273.

Kalton, G. and H. Schuman (1982), "The Effect of the Question on Survey Responses: A Review", Journal of the Royal Statistical Society, Vol.145, Part I, pp. 42-73.

Reviews the effects of the wording, form and placement of questions on respondents’ answers.

Kalton, G., J. Roberts and D. Holt (1980), "The Effects of Offering a Middle Response Option with Opinion Questions," The Statistician,

1996-06-20 (continued overleaf )

University of Waterloo STAT 332 – W H. Cherry

#3.54

Vol. 29, pp. 11-24.

Lawrence, David and Frances Laffey (1993), "Qualitative Testing of the Farm Financial Survey Questionnaire," Proceedings of the International Conference on Establishment Surveys, Alexandria, Virginia: American Statistical Association, pp. 939-944.

Mingay, D.J. and Greenwell, M.T. (1989), "Memory Bias and Response Order Effects," Journal of Official Statistics, Vol. 5, pp. 253- 263.

Nelson, D.D. (1985), "Informal Testing as a Means of Questionnaire Development," Journal of Official Statistics, Statistics Sweden, Vol.1, No. 2, pp. 179-188.

A very good paper on the pretesting of questionnaires. Other good articles on questionnaire design also can be found in the same issue of Statistics Sweden’s Journal of Official Statistics.

Oppenheim, A.N. (1966), Questionnaire Design and Attitude Measurement, Basic Books, New York.

A classic in the field of questionnaire design.

Oppenheim, A.N. (1992), Questionnaire Design, Interviewing and Attitude Measurement (New Edition), Pinter Publishers, London.

A revised edition of Oppenheim’s earlier book.

Payne, S.L. (1951), The Art of Asking Questions, Princeton University Press, Princeton, New Jersey.

Another classic in the questionnaire design field..

Platek, R., F.K. Pierre-Pierre and P. Stevens (1985), Development and Design of Survey Questionnaires, Statistics Canada, Ottawa (Catalogue no.12-519E).

Redding, Charles W. (1982), How to Conduct a Readership Survey, Lawrence Ragan Communications, Inc., Chicago.

A well-written guide to designing readership surveys.

Schuman, H. and S. Presser (1981), Questions and Answers in Attitude Surveys: Experiments on Question Form, Wording and Context, Academic Press, New York.

Highly recommended.

Schuman, H. and S. Presser (1979), "The Open and Closed Question," American Sociological Review, Vol. 44, pp. 692-712.

Smith, Tom W. (1987), "The Art of Asking Questions, 1936-1985," Public Opinion Quarterly, Vol. 51, pp. S95-S108.

Statistics Canada (1980), Social Concepts Directory, Ottawa (Catalogue no.12-560).

Statistics Canada (1979), Basic Questionnaire Design, 2nd Edition, Ottawa.

Sudman, Seymour (1980), "Reducing Response Error in Surveys," The Statistician, Vol. 29, pp. 237-273.

Sudman, Seymour and Norman M. Bradburn (1982), Asking Questions: A Practical Guide to Questionnaire Design, Jossey-Bass, Inc., San Francisco.

Sudman, Seymour and Norman M. Bradburn (1973), "Effects of Time and Memory Factors on Response in Surveys," Journal of the American Statistical Association, Vol. 68, pp. 805-815.

Sudman, Seymour and Norman M. Bradburn (1974), Response Effects in Surveys, Aldine Publishing Company, Chicago.

Tanur, Judith M. [ed.] (1991), Questions about Questions: Inquiries into the Cognitive Bases of Surveys, Russell Sage Foundation, New York.

Tourangeau, R. (1984), "Cognitive Sciences and Survey Methods," in T. Jabine, E. Loftus, M. Straf, J. Tanur, and R. Tourangeau [eds.], Cognitive Aspects of Survey Methodology: Building a Bridge Between Disciplines, Washington, DC: National Academy of Science.

REFERENCES ON FOCUS GROUPS

Advertising Research Foundation (1985), Focus Groups: Issues and Approaches, Advertising Research Foundation, Inc., 3 East 54th Street, New York, N.Y. 10022.

Recommended reading: can be ordered from the above address.

Bellenger, D.N., K.L. Bernhardt and J.L. Goldstucker (1976), "Qualitative Research Techniques: Focus Group Interviews," Qualitative Research in Marketing, American Marketing Association, Chicago, pp. 7-28.

Calder, Bobby J. (1977), "Focus Groups and the Nature of Qualitative Marketing Research," Journal of Marketing Research. Volume XIV, pp. 353-364.

Carlson, Lynda T., John L. Preston and Dwight K. French (1993), "Using Focus Groups to Identify User Needs and Data Availability", Proceedings of the International Conference on Establishment Surveys, Alexandria, Virginia: American Statistical Association, pp. 300-308.

Desvousges, William H. and James H. Frey (1989), "Integrating Focus Groups and Surveys: Examples from Environmental Risk Studies," Journal of Official Statistics, Statistics Sweden, Vol. 5, No. 4, pp. 349-363.

Goldman, Alfred E. and Susan Schwartz McDonald (1987), The Group Depth Interview: Principles and Practice, Prentice-Hall, Englewood Cliffs, N.J.

Recommended reading.

Greenbaum, T.L. (1987), The Practical Handbook and Guide to Focus Group Research, Lexington Books, Lexington, Masschussetts.

Keer, David W., Barbara J. Stein and Monroe G. Sirken (1991), "Strategies to Recruit Subjects for Questionnaire Design Laboratories," Proceedings of the Section on Survey Research Methods, American Statistical Association, pp. 490-495.

Krueger, Richard (1988), Focus Groups: A Practical Guide for Applied Research, Sage Publications, Newbury Park, California.

Highly recommended.

Morgan, David L. (1988), Focus Groups as Qualitative Research, Qualitative Research Methods, Vol.16, Sage Publications, Newbury Park, California.

Morgan, David L. [ed.] (1993), Successful Focus Groups: Advancing the State of the Art, Sage Publications, Newbury Park, California.

Includes a collection of papers and articles on focus group methodology.

O’Brien, Kerth (1991), "Improving Survey Questionnaires through Focus Groups,’ in Successful Focus Groups, David L. Morgan [ed.], Sage Publications, Newbury Park, California, pp.105-117.

Stewart, D.W. and P. N. Shamdasani (1990), Focus Groups: Theory and Practice, Applied Social Research Methods Series, Vol. 20, Sage Publications, Newbury Park, California.

1996-06-20 (continued)

University of Waterloo STAT 332 – W H. Cherry

#3.55

Figure 3.8. SAMPLE SURVEY DESIGN/EXECUTION: Bibliography (continued 1)

APPENDIX – Asking Sensitive Questions

Taken from: Questionnaire Design News, No. 4, Statistics Canada, March 1990.

DID YOU KILL YOUR BOSS? WAYS OF ASKING THREATENING QUESTIONS

Various techniques have been developed to ask embarrassing or sensitive questions in non-threatening ways. The following are examples of several such techniques as applied to the question: "Did you kill your boss?"

1. The Casual Approach:

"Do you happen to have murdered your boss?"

2. The Numbered Card:

"Would you please read off the number on this card which corresponds with what became of your boss?" (HAND CARD TO RESPONDENT)

1. Natural death. 2. I killed him/her. 3. Other (please specify).

3. The "Everybody’s Doing It"Approach:

Use words that suggest that the sensitive behaviour is not uncommon. "As you may be aware, many people have been killing their bosses these days. Would you happen to have killed yours?"

4. The "Sandwich" Method:

Try putting the sensitive topic in the middle of a list of more threatening ones, thereby reducing its perceived threat. "Have you ever done any of the following?"

1. Fire-bombed the Parliament Buildings. 2. Murdered your boss. 3. Detonated a nuclear device.

5. The Assumption Method:

Assume the behaviour; ask about frequencies and other details. "How many of your bosses have you killed in your last 10 years of work?"

6. The "Other People"Approach:

(a) "Do you know any people who have murdered their bosses?" (b) "How about yourself?"

7. The Illustrative Technique:

"What thoughts come to mind when you look at the following pictures?"

8. Putting the question at the end of the interview.

A B C

[Adapted from: Barton, A.J. (1958), "Asking the Embarrassing Question," Public Opinion Quarterly, Vol. 22, pp. 67-68.]

Example of a series of questions to overcome the sensitive nature of a question. This example is based on a telephone interview.

•^{Have you ever shoplifted anything?} Yes No. REVISION: 1. As you may know, there is now a great deal of discussion about shoplifting in this community, and questions about how it should be handled. Some people feel it is a serious problem about which something should be done, others feel it is not a serious problem. How about yourself? Do you consider shoplifting to be a serious, moderate, slight, or no problem at all in our community?

Serious Moderate Slight No problem at all.

2. During the past few years do you think the frequency of shoplifting has increased, stayed about the same, or decreased in this community?

Increased Stayed about the same Decreased Don’t know.

3. Please try to recall the time when you were a teenager. Do you recall personally knowing anyone who took something from a store without paying for it? Yes No Don’t recall.

4. How about yourself? Did you ever consider taking anything from a store without paying for it? Yes No. 5. Did you actually take it? Yes No.

1996-06-20

University of Waterloo STAT 332 – W H. Cherry

#3.56

Blank page

Continued from page 3.60: Fifth (and last) side of Figure 3.9 (pages 3.57 to 3.60) #3.61a

Figure 3.9. SAMPLE SURVEY DESIGN/EXECUTION: Introduction to Interv... (continued 2)

Summarize, in point form, the advantages and disadvantages given in Figure 3.9 for telephone interviewing over personal (or face-to-face) interviewing.

||^4

List, in point form, actions discussed in Figure 3.9 that an interviewer should avoid so as not to influence a respondent’s answers to the questionnaire.

||^5

In the last paragraph of the sixth column (on the third side, page 3.59, of Figure 3.9), it is stated that If interviewers allow their own values and attitudes to enter the interview, the respondents’ answers could well reflect these rather than their own, thus introducing a bias into the survey results. Explain briefly why this problem is one of bias.

•^{Explain briefly how this bias fits into our categorization of bias.}

||^6

Discuss critically, from a statistical perspective, the statement in the second-last paragraph of the seventh column (on the fourth side, page 3.60, of Figure 3.9): One of the principal factors which affects the accuracy and "representativeness" of the survey results is the response rate.

||^7

1996-06’-20