Subject Index

AAPOR’s 2010 Cell Phone
Task Force, 277

2010 AAPOR Cell Phone
Task Force Report, 261

AAPOR’s standard
definitions, 290

Access code, 340

Accessibility Initiative
(n.d.), 309

Active listening, 280

Adaptive designs, 467

Address-based sampling
(ABS), 57, 65

Administrative data, 460

Administrative records,
459-461

Adult-to-adult
communication style,
23

Agree/disagree scales, 155

American Association for
Public Opinion
Research (AAPOR), 58,
306, 393

American Association for
Public Opinion
Research’s Blue Book,
261

American Community
Survey, 1, 33, 88, 107

American National
Election Study, 65

Anchoring, 236

Anchoring response option
order effect, 148

Android, 310

Android phones, 456

Animated interviewing
agents, 326

Answer spaces, 319

Apple iPad, 456

Apple’s iOS, 310

Archimedes, 463

Area probability samples,
63

Arrow method, 144

Assimilation effect, 234

Association of Academic
Survey Research
Organizations
(AAPOR), 261, 306

Attentive processing, 174

Audio-video web
components, 326

Aural communication, 169,
265

Autodialer, 284, 287

Automatic calculation tools,
130, 324

Automatic login, 340

Avatars, 326

Back button, 320

Batches, 341

Behavioral Risk Factor
Surveillance System
(BREFSS), 262

Big data, 459-461

Bipolar scale, 134, 151

Birthday respondent
selection methods, 85

Blue ink signatures, 367

Booklet formats, 355

Bottom-up processing, 174

Bounced e-mails, 345

Branching, 161

Branching instructions, 359

Break-offs, 295

Broadband Internet access,
301

Browsers, 344, 345

Bureau of Labor Statistics,
401, 457

Business reply envelopes,
372

Business surveys, 48, 286,
451, 461-462

Calculating sampling error
design effect, 91
finite population
correction, 90
margin of sampling error,
89,91
sampling error formula,
91
simple random sample, 90
Call center, 261
Call tracking forms, 288
Caller ID, 290
Calling protocols, 261
Carryover effect, 235
Cascading style sheets
(CSS), 304
Cash incentives, 370
CATT software system, 140
Cell phone, 301
vs. landline phone, 259
Cell-only households, 258
Census, 56
blocks, 64
geography, 64
survey, 2
tracts, 64
Census Bureau, 1
Center for Epidemiological
Studies Depression
Scale (CES-D), 96
Centers for Disease
Control, 262
Certified mail, 381
Character limit, 347
Check boxes, 140
Check-all-that-apply
format, 266

497



498 Subject Index

Check-all-that-apply
questions, 148-150
Clickable link, 341
Client-side paradata, 327
Client-side scripting, 309,
314, 325-350
Closed-ended questions,
134
answer categories, 135
mutually exclusive
categories, 137-139
positive and negative
sides, 135
web surveys, 140142
Closing screen, 317
Closure principle, 180
Cognitive burden, 169, 171
Cognitive dissonance
theory, 23
Cognitive interviewing, 243
Cognitive interviews, 342,
343,390
Cognitive-based order
effect, 234
Colored backgrounds, 353
Commission errors, 361
Common fate principle,
180
Computer-assisted personal
interviewing (CAPI),
84,324
Computer-assisted
telephone interviewing
(CATT) system, 50, 84,
264,324
Computerized delivery
sequence file (CDSF),
57
Conceptual midpoint, 201
Construct-specific labels,
154
Construct validity, 7
Consumer Expenditure
Survey, 33, 457
Contact personalization
letterhead, 367
request for help, 367
salutation, 367, 368
within-household
selection method, 368

Contact rate, 259
Contrast effect, 234
Cooperation rate, 259
Cost—benefit theory, 24
Council of American
Survey Research
Organizations
(CASRO), 70
Counter, 326
Courier delivery, 381
Cover letter, 383
Coverage, 56
analysis, 74
considerations, 74
coverage error
Coverage error, 3, 57
district-wide survey, 73
include people name, 72
investigation, 73
landline telephone, 4
maintenance and update,
73,74
members of survey
population, 72
other frame information,
74
target population, 71
telephone survey, 4
undercoverage, 4
Cross-national surveys, 463
Cross-sectional surveys,
455
Current Employment
Statistics (CES), 401
Current Population Survey,
1,44, 88
Custom-designed error
page, 322
Customer behavior, 462
Customer satisfaction
surveys, 451

Database, 344, 345

Data entry, 354

Data security, 348
confidentiality, 461
Internet surveys, 461
threats, 461

Data validation steps, 324

Date questions, 180-183

Decennial Census, 2

2000 Decennial Census,
249

2010 Decennial Census,
208, 265

Decomposing, 161

Delivery sequence file
(CDSF), 57

Department of Agriculture
Agricultural Resource
Management Survey,
208

Descriptive open-ended
questions, 128, 132

Design effect, 58

Desktop, 303

Detection method, 361

Devices, 344, 345

Diaries, 451

Disposition codes, 290, 393

Disproportionate sampling,
76

Do Not Call Registry, 293

Don’t know response
option, 135, 154, 200

Double entry, 354

Drag-and-drop method,
144

Drop-down menus, 141,
324

Dropouts, 295

E-mail, 12
bulk e-mail, 330
invitation, 337
personalization, 329-330
sender name and address,
338
spam, 329, 331, 338-339
spam filters, 339
subject line, 43, 338
Economic exchange, 370
Electronic devices, 460
Electronic gift certificates,
330
Embedded e-mail or
text/SMS surveys, 305
Empowered sample
members, 465



Error message, 321

Establishment surveys, 286,
324,461

European Social Survey,
464

Evaluating early completes,
346, 348

Experimental evaluations,
342,344

Expert review, 342, 344

Face-to-face surveys, 62
Federal Express, 381
Federal Reserve, 1
Federal Reserve Board,
462
Field period, 284
Figure/ground orientation
process, 174
Fillable PDFs, 10, 305
Fills, 324
Final reminder, 373, 379,
382
Firewalls, 348
Follow-up questions, 232
Follow-up reminder,
378-379
Font, 173, 186-187
common fonts, 187
monospace, 187
proportionally spaced,
187
sans serif fonts, 186187
script fonts, 186
serif fonts, 186-187
size, 186—187, 389
Forced-choice questions,
148-150
Four cornerstones, 3
Foveal view, 360
Frequently asked questions
(FAQs), 274, 275
Front and back cover pages
banner, 363
implementation
materials, 363
sponsor, 363
survey title, 363
Fully labeled scales, 158

Gallup, 262
Gallup World Poll, 464
Gamification theory, 24
Gaming theory, 29
General Social Survey, 65
Generic error messages,
322
Gestalt psychology
principles, 173,
176-181
closure, 180, 181
common fate, 180, 181
common region, 180,
181, 208
continuity, 180, 181
elemental connectedness,
180, 181
pragnanz, 206
proximity, 184—-185
similarity, 180, 181, 185
Gift cards, 330
Gifts/material incentives,
30
Google Consumer Surveys,
262
Graphics, 173

Hard refusals, 285

Header and footer regions,
319

Holistic approach to
design, 164, 167, 450

Holistic design, 169

Hosting server, 342

Hover, 216

HTML tables, 307

Hypertext markup
language (HTML), 303

Identification (ID) number,
389
Implementation protocol,
389
In-person interviews, 465
Inbound calls, 292
Incentives
cost savings, 45, 345
electronic, 330-331, 345,
423

Subject Index 499

gifts, 30, 31
interviewer incentives,
103
lottery/prize drawing,
331,371
material, 30-31, 330,
331,370,371, 390
monetary, 31
nonresponse error/bias,
6,49, 368, 402
placement in mailing,
386-387
post/postpaidpost-survey/
post payment/
contingent/promised,
30, 31, 294, 330, 369,
421
prepaid/advance, 30, 31,
40, 330, 331, 351,
368, 369, 419, 421
returned incentives, 391,
393-394
second incentive, 370,
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obtain contact
information, 418
response rates, 421
second cash incentive,
423
survey request,
418-420
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cognitive-based, 235,
239
consistency, 210-211,
238-239, 319
general/specific, 239,
243
norm of even
handedness, 238
normative-based, 235,
239

priming, 234
randomized order,
240-241
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motivation, 107 Task-related feedback, 282
optimizing, 109 Telephone call attempts

manual/physical dial, 288
monitoring and feedback,
261,283

perception, 108
response process/survey
response process,

107-109
retrieve relevant
information, 109

duration between
attempts, 285

legal limitations, 285

number of attempts, 285
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order of the questions,
279

satisfice, 109 "Telephone Consumer pace, 281
sensitive information, Protection Act (TCPA), paired comparison, 267
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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
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"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

Wiashington 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



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
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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

YouGoyv, 262

Z fold, 387








