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prepaid/advance, 30, 31,
40, 330, 331, 351,
368, 369, 419, 421

returned incentives, 391,
393–394

second incentive, 370,
379, 423–424, 435

size/amount, 40, 370
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address, 339
Internet surveys, 61, 420
Interviewer bias, 101–103
Interviewer monitoring,

296
Interviewer procedures,

261
Interviewer protected

categories, 274
Interviewer training, 261
Interviewer variance, 103
Interviewer workstation,

295
Interviewer-administered

surveys, 99, 170
Introductory script, 278
Invitation letter, 374–375
iPhones, 456
iPOLL Databank, 96
Item-specific error

messages, 323, 324

JavaScript, 310, 325
Junk mail, 384

Keypunching, 353
Kish method, 84

Landline phones
call blocking, 258
caller ID, 258
voice mail messages, 258

Landline telephone, 4
Leader dots, 216
Legitimate surveys, 38
Leibniz Institute for the

Social Sciences in
Germany, 453

Leverage-saliency theory,
24

Lewiston and Clarkston
Quality of Life Survey,
406, 426

Library instruction, 328
Links to definitions, 324
List of items, 128
List-style open-ended

items, 129
Longitudinal Internet

Studies for the Social
Sciences (LISS) panel,
452

Longitudinal surveys, 324
conditioning, 454
satisfice, 455
sponsors, 454
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drop-down menus,

411
embedded links to

definitions, 411
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Normative-based order
effect, 234

Norm of Evenhandedness,
238

Not sure response option,
200

NSF National Survey of
College Graduates, 433

Number portability, 286
Numbers, 173
Numerical open-ended
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Open-ended questions, 354

descriptive, 128
list-style, 192
motivational statement,

131
nondirective probes,

132–134
numerical, 130
response types, 128–129

Operating systems, 310
Optical imaging, 353
Optical scanning, 353
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cognitive-based, 235,

239
consistency, 210–211,
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Internet panels, 452
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Poststratification, 58
Postsurvey adjustments

base weight, 87
nonresponse adjustments,

88
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carryover effect, 235
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priming, 234
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subtraction, 238
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covers, 363, 383
design, 302
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Quota sampling, 85
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Random digit dial (RDD)

sampling, 66, 67
telephone surveys, 9, 47,

68
Ranking questions,

142–145
Reasoned action theory, 23
Recency, 104, 147
Reciprocal obligation, 371
Reference point effects, 156
Refusal conversion, 285
Reinterview surveys, 298
Replacement questionnaire

mailing, 367, 373
Research Triangle Institute

(RTI), 411
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Respondent region, 319
Response option order, 148
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Response rate, 58, 259, 399
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American National
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Internet frame, 69, 70
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list-assisted RDD

methods, 67
telephone directories, 69

Satisfaction survey,
462–463

Satisfice, 136
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Scrollable web survey

design, 313, 314
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Section 508 of the

Rehabilitation Act, 308
Secure Socket Layering

(SSL), 348
Self-administered modes,

271
Self-administered survey,
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Sequential mixed-mode

designs, 416
Server-side paradata, 327
Server-side scripting, 309
Servers, 304
Short field period, 262
Simple random sampling,

75
Single-mode methods, 400
Single-mode surveys, 13,

398, 450
Internet, 258
mail surveys, 258
telephone, 258

Skip instructions, 360
Slider scale, 140
Smartphone ownership,

301
Smartphones, 10, 11, 141,

456
Social desirability, 99, 100,

102
Social exchange, 16, 23,

329, 368, 450
achieve self-interests, 25
adult-to-adult
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23

asynchronous, 26, 27
benefits, 21
cognitive dissonance

theory, 23
cost–benefit theory, 24
costs, 21
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business reply, 35
foot-in-the-door

technique, 37
hard-to-reach

populations, 35
lower response rates,

36
mode preference, 36
panel surveys, 37
reduce complexity, 33
reduce length, 32, 33
researcher-centric

strategy, 34
sensitive information,

36
stamped return

envelope, 35
subordinating language,

34
telephone, 32
visual design principles,

34
economic exchange, 25
establishing trust

confidentiality, 40
design

communications, 41
fake surveys, 38
Gallup organization, 40
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government-sponsored
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information security, 40
legitimate surveys, 38
preexisting relationship,

40
private organization

sponsorship, 39
token incentives, 40
university sponsorship,

39
gamification theory, 24
guidelines

confidentiality, 44
consent form, 46
envelopes/subject lines,

43
holistic design, 43
longitudinal survey, 44
multiple contacts, 44
tailored designs, 43
URL, 43

influence theory, 23
leverage-saliency theory,

24
mail survey, 25
mixed-mode designs

adaptive design, 49
business surveys, 48
multiple modes of

contact, 47, 403
multiple modes of

response, 48, 403
responsive design, 49

rapid-fire
communications, 26

rational behavior model,
25

reasoned action theory,
23

self-administered web,
25

social interaction, 26
technology, 27
trust, 21
WSU Doctoral

Experience Survey
email augmentation, 50
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51

interest-getting
questions, 51

paper questionnaire, 52
token of appreciation,

50
Social media posts, 459
Soft refusals, 285
Specification error, 7
Sponsors, 1
Stamped return envelopes,

372
Standardized interview, 278
State laws, 288
Statistics Netherlands, 452
Stratification, 57, 76
Strong satisficing, 109
Student surveys, 127
Subordinating language,

34
Subtraction order effects,

146
Supplementing

questionnaires, 458, 459
Survey apps, 305, 310
Survey benefits, 451
Survey contacts

personalization, 366
Survey conversation, 170
Survey costs, 451
Survey coverage

in-person surveys, 58, 62
Internet, 61
landline/mobile phone,

60
language and literacy

issues, 62
Survey culture, 451
Survey error

coverage error, 3, 4,
57–59, 71–74,
401–402

measurement error, 3–4,
6–8, 170, 321,
402–403, 414

nonresponse error, 3,
5–6, 48–50, 402

sampling error, 3–5, 58,
59, 75–78, 87–93

specification error/
construct validity, 7

Survey modes
ACS, 107
aural vs. visual

communication
cognitive elaboration

model, 104
interviewer-

administered
surveys, 105

paralinguistic features,
104

primacy, 104, 105
recency, 104, 105
telephone interviews,

104
visual design elements,

104
working memory, 104

computerization
errors of commission,

106
errors of omission, 106
fills, 106
paper surveys, 106
skip patterns, 106
testing phase, 106
validation, 106

presence vs. absence of
interviewers

acquiescence, 100
agree/disagree types of

questions, 100
clustering, 103
customer satisfaction

survey, 99
interviewer bias, 101,

103
interviewer experience,

101
interviewer gender, 101
interviewer monitoring,

103
interviewer training,

103
interviewer variance,

103
intraclass correlation

(rho), 103
item nonresponse rates,

102
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Survey modes (continued)
lack of standardization,

103
monitor interviewer

performance, 104
nonresponse error, 104
normative question

order effects, 101
pace of survey, 99
question order, 99
questions/probe, 99
race of interviewer

effects, 101
sample variance, 103
self-administered

surveys, 99
sensitive questions, 100
skip patterns, 99
social desirability, 99,

100, 102
social norms, 99, 100
standardize the

questionnaire, 104
telephone respondents,

100
train interviewers,

104
variance, 103

respondents
comprehension stage,

109
income, 107
judgment and report,

109
motivation, 107
optimizing, 109
perception, 108
response process/survey

response process,
107–109

retrieve relevant
information, 109

satisfice, 109
sensitive information,

107
sensitive questions, 107
strong satisficing, 109
weak satisficing, 109

time-series data, 107
weighting, 107

Survey Monkey, 262
Survey participation

benefits, 27
additive effects, 31
advice/assistance, 28
beneficiaries, 27
gaming theory, 29
gifts/material incentives,

30
interesting questions, 28
lotteries, 31
opportunities to respond,

30
postpaid contingent

incentive, 30
prepaid token incentive,

30
survey results, 28
token cash incentives, 30
utilize sponsorship, 29

Survey sponsors, 19
Survey technology, 451
Survey trust, 451
Survey weights, 58
Survey-specific error

message, 322, 323
Symbols, 173

Tablet ownership, 301
Tablets, 10, 11, 141, 302
Tailored design, 15, 16,

450, 451
Target population, 2, 13, 57
Task-related feedback, 282
Telephone call attempts

duration between
attempts, 285

legal limitations, 285
number of attempts, 285
refusal conversion, 285
rules, 285

Telephone Consumer
Protection Act (TCPA),
288

Telephone directories, 69
Telephone revision, 272
Telephone surveys, 4, 12

abbreviations, 273
active listening, 280

branching, 280
call attempts, 286
caller ID, 290
calling procedures, 259,

284
calling rules, 261
calls with minors, 276
complex instructions,

265
contact and cooperation

rates, 259
continuous feedback and

training, 283
design, 277
directive probes, 283
displaying question, 275
disposition, 288
Do Not Call (DNC) list,

293
Don’t Know option, 273
experienced interviewers,

283
FAQs, 274
fills, 280
filtering, 280
follow-up training, 282
geographic information,

276
ID number, 290
inbound calls, 292
interviewers, 262, 270
interviewers vs.

respondents, 273
manual/physical dial, 288
monitoring and feedback,

261, 283
neutral feedback, 282
noncontact, 289
nonsubstantive response

options, 274
order of the questions,

279
pace, 281
paired comparison, 267
pitch, 281
probing, 282
quality control and

testing
cognitive interviews,

294
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experimental
evaluations, 294

expert review, 294
interviews validation,

297
monitoring interviewer,

296
monitoring progress,

295
paradata, 296
pilot studies, 294
programming, 295

ranking, 266
record verbatim response,

268
refused option, 273
respondent cooperation,

281
respondents, 267
screen, 277
self-administered surveys,

263
specific script, 274
standardized scripts, 275
supervised practice, 283
surveys types, 262
task-related feedback,

282
telephone number,

284–285
time pressures, 278
tone, 281
training, 283
voice mail, 292

Testing/pretesting
cognitive interviews,

243–249, 294
limits/shortcomings,

248
in mail surveys,

390–391
reporting procedures,

248
retrospective

interviewing, 247
in telephone surveys,

294
think-aloud, 244
in web surveys,

342–344

document and archive,
255–256

experimental evaluations,
249–250

in mail surveys,
390–391

in telephone surveys,
294

in web surveys,
342–344

expert reviews, 242–243
in mail surveys,

390–391
in telephone surveys,

294
in web surveys,

342–344
eye tracking, 252–254

in mail surveys,
254

in telephone surveys,
254

in web surveys,
252–254

focus group, 249
mixed-mode surveys,

445–447
mode/modes, 244,

254–255
pilot study, 251–252

in mail surveys,
390–391

in telephone surveys,
294

in web surveys,
342–344

usability study, 249
Text messages, 301, 456
Thank-you postcard,

373
Thank-you reminder,

375–377
Think-aloud cognitive

interviews, 244
Title 13, 33
Token cash incentives, 30,

421
Token incentives, 368,

370
Top-down processing, 174

Total Survey Error (TSE),
8

framework, 9
testing, 10

Touchtone data entry, 10

U.S. Postal Service (USPS),
12, 65

Undecided response
option, 135, 154, 200

Undeliverable mails, 388,
392–393

Unified mode construction,
450

Unipolar scale, 135, 151
Unique identification

number, 290, 339
United Parcel Service

(UPS), 381
United States Department

of Agriculture Survey of
Farm Operators, 176

University of Georgia, 133
University of

Nebraska–Lincoln
(UNL), 417, 432

URL, 303
Usability, 306
User agent string, 310

Vague quantifiers, 151
Validation study, 298
Vision sciences, 173
Visual analog scales, 140,

324
Visual communication,

169
Visual cues, 169
Visual design, 171, 319

background colors, 207
closed-ended questions,

198
answer spaces, 203
mobile surveys, 199
nonsubstantive

response options,
201

ordinal, 199
consistency, 206
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Visual design (continued)
contrast and enclosure,

208
elements, 173
font size and line length,

187
grid and matrix formats,

215, 216
grouping and

subgrouping, 205
item nonresponse, 172
legibility, 186
measurement error, 172
minimize respondent

burden, 34
navigational path, 188
open-ended questions,

192
answer spaces, 194
descriptive, 192
list-style, 193
numeric, 195
templates, 196–197

page layout and
navigational path, 204

properties, 174
question layout, 190
question numbers, 210
report date information,

182
reverse print, 185
skip patterns, 172
subgrouping, 184
U.S. Census

questionnaires, 34
usability, 34
visual clutter reduction,

213
visual processing

basic building blocks,
174

basic page layout, 174
Gestalt grouping

principles, 176–181
information

organization, 174
task completion, 176

white answer spaces, 211
Visual layout, 320
Visual midpoint, 201

Voice mail, 292
Volunteered categories, 274

Washington and
Pennsylvania Electricity
studies, 430

Washington Community
surveys, 430

Washington Economic
Survey, 57

Washington State
University (WSU), 21,
417

Washington/Nebraska
water surveys, 363, 432,
435

Weak satisficing, 109
Web panels, 401
Web server, 341
Web surveys, 19, 410

answer spaces, 203
browser-based web

survey, 305
coverage error, 401
cumulative response rate,

22
data security, 461
drop-down menu format,

141
forced-choice question

format, 150
graphical progress

indicator, 325
implementation, 328–329
mixed-mode designs, 303
mobile devices, 62, 456
multiple contacts, 331
nonprobability sampling,

91–92
page-by-page web survey,

312, 413
paradata, 327
probing, 133
quality control and

testing
document and archive,

255–256
cognitive interviews,

342–344

experimental
evaluations,
342–344

expert review, 342–344
eye tracking, 252–254
pilot studies, 342–344
programming, 295

ranking questions,
144–145

regions, 209
screen-by-screen design,

410
screen size and

resolution, 308
scrolling web survey, 314
unique identification

number, 339–341
usability study, 249
visual analog scale,

140–141
visual design, 173, 185

Web-first mixed-mode
designs, 430, 434

Website accessibility, 308
Weighting error, 58
Welcome or opening

screen, 315
White answer spaces, 353
Within-household

selection, 384
Words, 173
World Wide Web

Consortium (W3C)
Web, 309

Writing survey questions
concepts

established measures,
96

goals, 95
preexisting measures,

96
write research ques-

tions/statements,
95

guidelines
ask one question at a

time, 116
avoid double-or

triple-barreled
questions, 116
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avoid double negatives,
122

complete sentences, 121
concrete words, 119
make easier to

comprehend, 123
question formats, 113
self-administered

survey, 124
simple and familiar

words, 117
simple questions, 120
technical accuracy, 117
visual analog scales,

114
information types

attitudes and opinions,
97

behaviors and events,
98

factual/demographic
information, 97

question formats
additional instructions,

109
answer spaces/choices,

109
choosing the format,

113–114
closed-ended question

formats, 110, 112
mobile devices, 110
nominal questions, 112
open-ended question

formats, 110
ordinal questions, 112

partially closed-ended
question format,
113

question stem, 109
scales, 112
visual cues, 112

Writing survey questions
survey mode, 98

WSU Doctoral Student
Experience Survey, 22,
416, 417

WSU Student Experience
Surveys, 138, 401

YouGov, 262

Z fold, 387






