Data Collection

Gallup researchers have designed and conducted tens of thousands of measurement-based engagements in
our 70-year history, ranging from large and complex customized evaluation studies to monthly omnibus
tracking studies and polls. Last year alone, we completed over 10 million surveys of consumers and
business executives all over the world. Our data collection methods include phone, mail, Web, 1VR, and
multiple-mode surveys.

Phone

The Gallup Organization operates one of the world's largest telephone research data-collection systems.
With an unparalleled capacity for completing small- to large-scale projects, Gallup's telephone
interviewing teams have conducted more than 20 million interviews over the last five years, averaging
10,000 completed interviews per day across 200 individual survey research questionnaires. Gallup's
telephone survey capabilities include extensive use of the latest computer-assisted telephone interviewing
{CATI) and automated sample management technologies. In addition, our interviewers often leverage our
pre-recruited Gallup Panel members to conduct quick, efficient telephone research. On an average day.
Gallup processes approximately 2 million sample records, using state-of-the-art data processing
procedures and quality sample methodologies.

Mail

Gallup offers the capability to produce mailed or self-administered questionnaires in a variety of formats
in multiple languages. For assured quality control and maximum efficiency, questionnaires are printed
and mailed by Gallup, using our internal print shop for production, distribution, and fulfillment tracking.
More than 150,000 surveys can be processed in one day by our optical scanning center.

Optical Mark Recognition Capability

For high-speed, low-cost data collection and capture, Gallup offers optical mark recognition (OMR)
scanning capabilities. Our four state-of-the-art optical mark readers use reflective read technology and a
digital line-scan camera that captures survey data at a very high rate: approximately 4,000 sheets per
machine, per hour. Unlike conventional optical scanning systems that read surveys based on a universal
setting, Gallup uses an algorithm that determines the characteristics of each individual page. To establish
an algorithm, all response positions on a page are examined to assess how the respondent has filled out
the questionnaire. Based on that assessment, the algorithm for that page is developed. This algorithm then
becomes the mark discriminator for that page, differentiating at the pixel level between intended
responses and cross-outs, erasures, and stray marks. In addition, our scanning confidence level is 100%.
All "out data" (anything the computer can't read at the 100% confidence level) are automatically sent to
one of 50 operators at the optical scanning center for verification. Every question type, from closed-ended
to alphanumeric to verbatim, can be verified within the single system, significantly streamlining the data
collection process at 10,000 items per hour.

Optical Character Recognition/Image Capiure System

Gallup has an additional survey processing approach that minimizes handling of surveys and improves the
speed, accuracy, and efficiency of the data collection task when compared to hard copy surveys, but is '
less expensive and more appropriate for smaller data collection studies. Specifically. as each survey is
received in Gallup's scanning facility, it can be immediately be scanned using our proprietary optical
character recognition and image capture system. This system produces a digital image of all the contents
of the survey. The scanning procedure minimizes hand sorting while maximizing flexible and efficient
electronic sorting, processing. and reporting.



Web

Gallup began using Web-based surveys in 1996. By 1998, Gallup formalized its operations by
constructing a comprehensive Web-based system with full-time programming staff devoted exclusively to
supporting its Web operations. Today, our systems support more than 450 simultaneous Web surveys -
fielded in multiple languages -~ with tens of thousands of respondents each.

Gallup has in place a system for capacity planning for all of its Web surveys, and monitors Web use in
real time to identify capacity needs and to assess the quality of our projections against actual usage.
Should circumstances warrant, our system architecture has been designed so that it can be expanded
immediately upon demand. Gallup's Internet survey services also include complete sample management,
including e-mail invitations and reminders.

Gallup has developed its own Java-based Internet data collection software to control survey execution.
Data that are collected on the Web are stored in an Oracle” database. Gallup's Web servers are available
24 hours a day. 7 days a week.

IVR _ —

Interactive Voice Response (TVR) is a data collection technology in which the computer plays a recording
of the question to the respondent over the telephone, and the respondent indicates the response by
pressing the appropriate key on his or her touch-tone telephone keypad. IVR is created by programming
the computer to play prerecorded prompts to the respondent based on the respondent's answers. Ideally,
TVR is used when the data desired are numeric or can easily be linked to a numeric code, such as, "press |
if yes; press 2 if no" (though open-ended data can also be collected via IVR). IVR is especially
appropriate for surveys that are short and repetitive.

The Gallup Panel is The Gallup Organization's most dynamic research method to date, and is foremost in
the field of market and social research. Built on Gallup's rich tradition as the world's leading public
opinion pollster, The Gallup Panel gives true representation -- and a collective voice -- to the people while
studying their behaviors, preferences, and attitudes. When scientific integrity is of primary importance,
the world's leading organizations turn to Gallup.

Recruitment _

The Gallup Panel uses random digit dial (RDD) methodology to recruit its members. Panel members
reside in all 50 states. Those who elect to join the panel are commitling to the completion of two to three
surveys per month, with the typical survey lasting 10 to 15 minutes. We do not seli our sample to anyone.
Gallup retains full control and our clients hold exclusive rights to leverage this scientifically valid
sample.

Response Rates

We conduct research via phone, mail, and Web. Qur research experts will guide you in the most reliable
mode (0 meet your needs. Our response rates -- which track as high as 88% -- are among the highest in the
industry and help to ensure accurate research results.

Retention and Attrition .

The Gallup Panel is a discontinuous panel in that members are surveyed on a variety of topics over time.
As a result, 1o keep responses fresh and representative, some attrition is not only expected, but welcomed.
Panel members who do not respond to multiple requests are subsequently dropped from the panel.

The Gallup Panel Advantage

Multiple data Offers outbound phone, Web, and/or mail surveys to ensure we reach the right audience
collection and leverage the best research method to get the answers you need.
methods



Random digit
dial recruitment

Controlled
survey
management

No incentives
Longer, more
detailed surveys

Demographic
and lifestyle
profiling
Custom panels

Dedicated
consultants

Ensures accurate representation that allows for precise weighting for insight among total
populations.

Provides responses that are more thoughtful and accurate by carefully managing the
number of surveys and topics consumers receive. An average Gallup panelist completes

no more than two to three surveys per month.

Eliminates professional survey respondents and helps ensure unbiased responses.

‘Allows for longer, more detailed surveys (up to 30 minutes) because we already have
‘consumer commitment to participate and profile information collected.

Enables you to pinpoint exactly whom you want to survey, with extreme precision and
unprecedented speed.

Leverages our panel development and management expertise with the creation of a

custom panel exclusively for your own research needs.

Fnsures seamless data collection and detailed analysis, resulting in recommendations
and plans that are both scientifically sound and actionable.



"By Winiiam NOTTINGHAM
Times Staff Wriler

- 8o how de you really feel
about  abortion? Immigration,
the economy or Irag? Or the
president? Or the govemor"

With the fall election season
heating up in California “and
other states, public opinion poll-
sters will be asking questions on
such topics to thousands of peo-

: ple in a drive %o pin down the
. ever-shifting mood of the coun-
| 1y,

i AsLos Angeles Times Poll Di-
¢ rector Susan Pinkus explains be-

! low, obtaining a valid result in-

]
| science.

Gallup, Roper, Field and

i newspapers such as The Times

| — to name just a few major poll-

ing organizations — begin with a

5 pank of telephone callers who

gk carefully writben questions of

e Zreople scientifically chosen at

; randarm. Randompess is a key
i that allows pollsters to -accu-
" rately project the opimions of
¢ thousands based on a sainple of
only 1,000 or even hundreds.

The answers are entered into

‘a computer and sorted against

various statistical measures.
The results are then analyzed in
the agpregate and qualified with
a mathematical “margin of er-
ror” that tells readers the results
might vary within that range.

Question: What is the value
of a public opinion poll? .
. Answer: It {ells us what peo-
ple are thinking st that particu-
lar moment about.a particular
issue. Polling is just a snapshot
in time, and it’s not & predictor of
the futire. 's just basically tell-
ing you, if there's a [polling pe-

' riod] of let’s say, Oct. 1 to Oct. 7,

that's what volers were thinking
about 'those issues during that
period of time. We can get a
sense of what Americans are
feeling about the war in Iraq, for
example, or the government re-
~.gponse to Hurricane Katrina, or

-7 'he special election in California,

Q: As a professional polister,
hovr do you react when you hear
a politician say something Ike
“3h, T don’t believe in polls™?

A: T laugh..It's probably be-

{ volves a keen blend of art and

. cauge they have a result they

don’t really like, Because I am
sure that they all have their own
polisters, they all care about
public opinion &nd they all wang
to be on the right side of it so that
they get the votes the next time
they run for election.

@: Websites occasionally ask
a “griestion of the day” and then
show how people responded —
is that a poli?

A: Tt’s not a poll because if's
not a seientifically desipned sam-
ple. You can have a website
where 10,000 people get on i,
saying whether you want John
OHurley or Kelly Monaco to win
“Dancing With the Stars.” That’s
a simiple issue and that's a ‘silly
issue. But does it matter? No,

But it's different when we're ,

talking about current events or

timely issues, like [President;

Bush’s job approval rating or
whether you think abortion
should be legal or not. When a
website says “OK, click yes if you
agree” there could be a systern-
atic or a concerted effort from
cne major group fo answer it
multiple tirnes. You don’t know if
it’s children answering it or only
adults answering it or whether
they've answered it many times.

Q: So what malkes a poll sel-

entifically accurate? |

A: We begin with a “probabil-
ity sample,” which allows every
adult 18 or over to be chosen to
participate in the survey, Weuse
arandom-digit dialing technigue
that uses computer-generated

) telephone mumbers.

And you only want to speak to
ane person in a household-who is
18 or over. We don't even let the
interviewers decide whom to
choose because for the most part
women answer the phone, so if
you didn't belance it out you
would have a very one-sided sui-
vey of yhore worien answennw
than men. So even within the
household we randemly pick
sumebody by asking to speak to
the person with the most recent
birthday. '

It's a scientifically produced
sample, so that you get repre-
gentaive nurnbers of men and
womern. You COmMpPATe SOme
demographics to census data. A

random sample will have the
ripht amount of men and
women, the right proportion of

blacks, whites, Latinos and

Asians,

Q: Does it matter what kinds

of pecple are questioned?

A: It depends on what your
poll is trying to do. If you're get-
ting close to an election, you

want to look at. “likely voters™ be-

cause those are the people who
are going to vote. You don't want
to look at everybody, hecause
not everybody votes. We just saw
that ini our last presidential elec-
tion: Only about 54% of the
populat;lon voted.

& How do you deiermine
who is a “likely voter”? '

A: We ask-the person we're’

calling about their past voting

history, their intention to vote, -

theirinterest in voting, a¥ethey a
citizen, dre they registered to
vote, whether they are definitely
or probabily going to vote.

@ Is there pny magic to the
way & poll guestion is phrased?

A: Polling is called an art and
a science. The science is the sam-

pling and the methodology, and

the art is the way you design the
survey questionnaire. You have
to be very carefid of the order in

_which you ask the questlons 50

that one question. doesnt taint
the next girestion. ,
And then you have to Agure

out a way of writing 4 Question-
that hopefully is neufral. You -

don’t wani fo use any inflammes,

tory language Like for abortion -

you try-not to use the words “pro
life” or “pro chome hecatse that
conjures up very different, very
clear images, Affirmative action
ijs another example; you don't
want to use the words “preferen-
tial treatment” or “guota” be-
cause those are loaded terms.
You want to ask gquestions that
people understand, that are not
ambiguaus; we try to write to a
very understandable level, we
use simple, clear language.

@Q: How do you ask ahout ni-
tiatives?

A Initiatives are very hard to -
do because people really dow't -
. pay attention to them until the

last couple of weeks leading ug
to the election. We first ask 1
they have heard anything aboud
the proposition asnd mentior
what the gitle is and then say
nothing elze about it. And we get
a very high “don’t know.”

. Then what we say is “as you
know, the propositionis...” and
then what we do is read the baj-
iot summary because this is
what voters are going io see
when they go into the voting
booth. It doesn’t have any argu-
ments for or against it at that

“particular point.

Q: What should people keep
in mind in reading poll results?

A: They should look to see
who sponsors the polls because
some are sponsored by biparti-
san groups, while others are con-
ducted by independent polling
organizations.

And they should 1001( at the
sample size and the dates of the
interviewing period. They should

- look at the “margin of error” so

they know if there's some signifi-
cance between answers or, in the

- case of elections, the yes and the

no vote for each initiative or the
vote between each candidate,
For example, i a poll shows |
43% of respondents would vote
for Politiciani X and 41% would
vote for Politician ¥, Politiclan X
may not really be ahead if the
rnaErgin of error is plus or minus 3

. perceéntage points. If the dis-

tance between the candidates is
closer than the margin of error,
the result would be & statlstmal
dead heat.

&: Does a poil result 'say in

September, necessarity mean
that will be the result when the
eiectmn is hietd in Hovernber?
. " A: Absclutely not. If it's & poll
on initiatives, the campaign
haso't started vet. And so once
advertising eomes out or peaple’
come out in support of &, one or-
ganization or apother, public
ppinipn  changes and that's
what’s sc wonderful about it. Be-
cause people start hearing about
it, they start tuning in. -

& poll in September tells you
how the issue is dobig at that
moment. This is why the cliche
*a snapshot in time” is entirely
true. : .



About Sampling Methodelogy in Detail

The sample for a typical national survey consists of a random digit sample of telephone numbers selected
from telephone exchanges in the continental United States. The random digit aspect of the sample is used
to avoid "listing" bias and provides representation of both listed and unlisted numbers (including not-yet-
listed). The design of the sample ensures this representation by random generation of the last two digits of
telephone numbers selected on the basis of their area code, telephone exchange, and bank number.

The telephone exchanges are selected with probabilities proportional to their size. The first eight digits of
the sampled telephone numbers (area code, telephone exchange, bank number) are selected to be
proportionally stratified by county and by telephone exchange within county. That is, the number of
telephone numbers randomly sampled from within a given county is proportional to that county's share of
telephone numbers in the U.S. Only working banks of telephone numbers are selected. A working bank is
defined as 100 contignous telephone numbers containing one or more residential listings.

The sample is released for interviewing in replicates. Using replicates to control the release of sample to
the field ensures that the complete call procedures are foliowed for the entire sample. The use of replicates
also ensures that the regional distribution of numbers called is appropriate. Again, this works to increase
the representativeness of the sample.

As many-as:10-attempts are-made-to.complete an interview at every sampled telephone number. The calls
are staggered over times of day and days of the week to maximize the chances of making a contact with a
potential respondent. All interview breakoffs and refusals are re-contacted at least once in order to attempt
to convert them to completed interviews. In each contacted household, interviewers ask to speak with "
the.youngest male, 18 years of age or older,.who is now at home." If there is no eligible man at home,
interviewers ask to speak with "the youngest female, 18 years of age or older, who is now at home." This
systematic respondent selection technique has been shown empirically to produce samples that closely
mirror the population in terms of age and gender. ' '

Non-response in telephone interview surveys produces some known biases in survey-derived estimates
because participation tends to vary for different subgroups of the population, and these subgroups are
likely to vary also on questions of substantive interest. In order to compensate for these known biases, the
sample data are weighted in analysis.

The defmographic weighting parameters are derived from a special analysis of the most recently available
Census Bureau’s Current Population Survey (March 2005). This analysis produces population parameters
for the demographic characteristics of households with adults 18 years of age or older, which are then
compared with the sample characteristics to construct sample weights. The analysis only includes
households in the continental United States that contain a telephone. The weights are derived using an
iterative technique that simultaneously balances the distributions of all weighting parameters.



ORTAINING PERSONAL INFORMATION

The name of the game in statistics is the infer-
ring of information about a large population by ex-
amining characteristics of a small, randomly
- selected sample. The techniques invelved—from the
enumerative induction of Franecis Bacon to the the-

ories of hypothesis testing and experimental design
- of Karl Pearson and R. A. Fisher, the founding fa-
_ thers of modern statistics—all depend on this (now)
" obvious insight. Several unusual ways of obtaining
information follow. '
_ The first, which will perhaps become increas-
ingly important in an ingquisitive age which pro-
- fesses to still value privacy, makes it possible to
- obtain sensitive information about a group of people
', without compromising any person’s privacy. Assume
i we have a large group of people and want to discover
" what percentage of them have engaged in a certain
- | sexact, in order to determine what practices are most
' likely to lead to AIDS,
o What can we do? We ask everyone to take a coin
. from his or her purse or wallet and direct them to
flip it once. Without letting anyone else see the out-
' - come, they should note whether it lands on heads or
- tails. If the coin lands heads, the person should an-
swer the question honestly: Has he or she ever en-
gaged in the given sexual practice—yes or no? If it
comes up tails, the person should simply answer yes.




154

Thus, a yes response could mean one of two things,
one quife innocuous (the coin’s landing tails), the
other potentially embarrassing (engaging in the sex
act). Since the experimenter can’t know what yes
means, people presumably will be honest.

Let’s say that 620 of 1,000 responses are yes.
What does this indicate about the percentage of peo-
ple who engage in the sex act? Approximately 500
of the 1,000 people will answer yes simply because
the coin landed tails. That leaves 120 people who
answered yes out of the 500 who replied to the ques- -
tion honestly (those whose coins landed heads).

~ Thus, 24 percent (120/500) is the estimate for the

percentage of people who engage in the sex act.
There are many refinements of this method that
can be used to learn more detail, such as how many
times people engaged in the sex act. Some variations
of the method can be more informally implemented,

and could be used by a spy agency to estimate the

number of dissidents in an area, or by an advertising
agency to estimate the market for a product whose
attractiveness people are likely to deny. The raw
data for the calculations can come from public
sources and, appropriately massaged, can yield sur-
prising conclusions.

Another somewhat uncommon way of obtain-
ing information is the so-called capture-recapture
method. Assume we want to know how many fish
are in a certain lake. We capture one hundred of
them, mark them, and then let them go. After al-
lowing them to disperse about the lake, we catch
another hundred fish and see what fraction of them
are marked.




| INUMERACY

If' eight of the hundred we capture are marked,

‘then a reasonable estimate of the fraction of marked !

!
J
|
I

i
i T
) -

fish in the whole lake is 8 percent. Since this § per- .
cent is constituted by the one hundred fish we orig- -

inally marked, the number of fish in the whole lake -

can be determined by solving the proportion: 8
(marked fish in the second sampling) is to 100 (the
total number of the second sampling) as 100 (the
total number marked) is to N (the total number in
the lake). N is about 1,250.

Of course, care must be taken that the marked
fish don’t die as a result of the marking, that they're
more or less uniformly distributed about the lake,
that the marked ones aren’t only the slower or more
gullible among the fish, etc. Ag a.way to get a rough
estimate, however, the capture-recapture method is
effective, and of more generality than the fish ex-
ample might suggest.

Statistical analyses of works whose authorship
is disputed (books of the Bible, The Federalist Papers,

etc.) also depend on related clever ways of glean-

ing information from uncooperative (because dead)

sources.
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This tutorial will teach you how to design a survey. You'll learn the latest survey research
techniques.. what works and what doesn't. You'll discover the secrels used to maximize survey
response rates, and how fo design a questionnaire that gets at the true opinions of your
sample. The tutorial is packed with information! It tells averything you need to begin writing
your own market research surveys right now.

Questionnaires are the most common marketing research method. They are used for
structured interviews, written surveys, email and online surveys. Fortunately, good survey
design skills can be learned in a shert period of time. We invite you fo use this tutorial to
become an expert in conducting surveys. The tutorial is actually a chapter from our book
Sunvival Statistics, where we take the mystery out of statistics and make it understandable to
anyone.
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Designing a Survey

The key to cbtaining good data through a survey is to develop a good survey guestionnaire. Whether you are conducting interviews or
mailing out surveys, you will need to know how to design a good survey guestionnaire.

What is a survey questionnaire?

Survey questlonnaires present a set of questions to a subject whe with his/her responses will provide data to a researcher. On the
surface, it seems a fairly simple task to write up a set of questions to coliect information, but there are many pitfalis that should be
aveided to develop a good survey questionnalre, We wil! focus here on describing some of the key elements in designing a survey
questionnaire, and then highlighting some tips and tricks to for creating a good survey questionnaire.

Objectives

The key te developing a good survey guestionnaire is to keep it short while ensuring that you capture alt of the information that you
need. This is not an easy task. Before you even begin to design your survey guestionnaire, you should develop a set of objectives for
your research and list out the information that you are trying to capture. This list of objectives and research goals will serve as your
plan for the survey guestionnaire.

New that you know what you are looking for, you can begin to structure the questions that wilt help you capture the informatien. Once
vou have developed your survey guestionnaire, you can use your objectives o go back through the guestions and determine if each of
the questions is providing you with information that you need. Any question that is not providing necessary information should be
removed.

Types of Questions:

‘there are two different lypes of questions that can be used to cotlect information. FThe Rrst is calied & structured or fixed respanse
gquestion and the second is called nen-structured or open question. Itis important to understand when and how to use these questions
when designing your survey.

Structured {fixed response)

Structured questions are guestions that offer the respondent a closed set of responses from which to choose. Structured questions
make dats collection and analysis much simpter and they take less time to answer. Structured questions are best suited in the
following situations: (1) when you have a therough understanding of the respanses s¢ that you can appropriately develop the answer
choices (2) when you are #0t trying to capture new ideas or thoughts from the respondent.

Examples of Structured Questions

Ine you have a driver's “Which subject do you enjoy the most at

T OO T PO (SR T PEIUT DR O

Hicense?
{ )} Yes
() Mo

i school?

L) Math

)y Sctence

) English

} Foreign Language

How many hours a day do you spend doing

homework?

{}0tc 1 hour
{)2to3 hours
{)4to 5 hours

( ) more than 5 hours

() English
i( ) Foreign Language
( ) History

(
)
1!
i)

;
} Government
() At / Music

) Other

(
(
(
{ ) History
(
(
(

i

When wriling the setection of responses for a structured question, you shoisld make certain that the list covers all possible afternatives
that the respendent might select AND that each of the answers is unique (ie they do not overlap). So for example, in the homework
guestion above, we have included every option on the number of hours {from O to infinity). Also, you will notice that we were careful
not to everlap the hours when defining the ranges by staling them as "0 to 1 hour" and "2 to 3 hours" rather than saying "0 to 1 hour”
and "1 to 2 turs”.

Sometimes, including general catch all responses (such as "Other", "Con't know", "None of the above", etc...} at the end of a list of
answer choices will help to ensure that the data you are cellecting wili be accurate. In the school subject example above, you wii
notice that the last answer chaice is "Other”. Since the selection of non-required courses varies dramatically from scheel to school the
aption of "Other helps to ensure that you are capturing the responses that do not fit into the broader subject areas already listed,
rather than forcing respendents to select one of the other subject areas. Similarly, adding "Don't know™ te a response list for a
guestion that some of the respondents may not be capable of answering will help ensure you are collecting valid data. In general
however, you want Lo use the "Don't know" option sparingly. You should try to ensure that your respondents are capable of answering
the majority of the gquestions on your survey guestionnaire.

You should alse make sure that all of the answers are refevant to the guestion. Irrelevant responses may distract the respondent in
addltion to adding unnecessary length to your survey guestionnaire. Consider the following change to the favorite school subject
question.

Example of a B

Question With an Irrelevant Answer Choice

{Which subject do you enjoy the most at schoal? |
() Math
( } Science

) Government
Art fMusic -

Rl b Ly
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Flease ragnk tne 1oHewing Aomecoming actvities 1IN oraer of prererence (sStarung witn & for your ravorite actuvity). :

_ Homecoming Pep Rally

_____ Homecoming Parade
____Homecoming Footbhali Game
__ Homecoming Dance

In general, it you are trying to get a respondent's opinion about something, it is best to have them do a rating rather th
responses in arder of preference. This type of question leads you to an answer where the respondent is comparing one !
about each individual item. The disadvantage to a ranking is that if the respondent feels the same about two or more itc
results of a ranking basically tell you which is the most preferred and which is the least preferred item on the list, buf yc
disiikes any or all of the items on the list,

Non-structured {open-ended)
Non-structured questions, or open-ended questions, are questions where there is no list of answer choices from which
response to a question. Here is an example:

Example of a Non-structured Question

‘What do you like best about the Science Buddies Classroom SC|ent|sts Program?

\ !

| i

It is best to use non-structured questions when you are exploring new ideas and you don't really know what to expect i
a partial list of answer choices, but you may still have some doubt or uncertainty about other possible responses. You c:
following:

Example of a Partially Structured Question

Why did you sign up for the Science Buddies Classroom Scientists Program (please select al% that apply)7
{ ) I really enjoy science

{ ) My teacher asked me to sign up

{ ) My teacher made me sign up

{ ) My parents asked me to sign up

() I'm bered in science class & thought this would be fun

() I thought it would help me do a better project

( ) I thought it would help me win the Science Fair

() I thought having a Mentor to talk to would be fun

() I knew other students who were doing it

( ) Other

Open-ended guestions let you get more insight into the respondents’ thoughts and ideas about a subject. As we have al
you are trying to capture new ideas or information for which you have no basis to develop an all inclusive set of structur
questions is that it can be much more time consuming and difficult to analyze the data. In general you should try to mir
survey questionnaire. If you find yourself designing a survey questionnaire where the majority of the questions are oper
research to get a better foundation of knowledge for the subject you are researching.

Tips to creating a good survey questionnaire:
Here are some tips and tricks to help you ensure you are developing a good survey questionnaire:
® Clearly state your intentions with the research.

Many people are hesitant to answer questions about themselves and their opinions. If you are developing your su
more willing to help if you clearly state your intentions, At the top of your survey, write a brief statement explaini
each respondent that the information is entlrely anonymaus. If you need to know specifics about a parson, respe
subject?, etc..

® Include instructions with your survey questionnaire

What may seem obvious to you probably is not very cbvious to someone else. To ensure that you collect valid su
to answer the survey questionnaire. There should probably be a short introductory set of instructions at the top o
for specific questions as needed.
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Teachers are satisfied
Students are satisfied
Teachers and students are satisfied

An "unsatisfied" response could mean any of the following:

Teachers are unsatisfied
Students are unsatisfied
Teachers and students are unsatisfied

Since the question was phrased in such an ambiguous way, you will not know what the respondent intended with
data.

To solve this problem, you simply need to break this question into two separate guestions, as shown in the exam:

You will also notice that the two rephrased questions above are very similar and that the key word (which differc:
good technique to ensure that the respondents are reading the questions correctly when the structures are so sin

Make sure the questions are unbiased

When developing your survey guestionnaire, you want to make certain that you are asking the questions in a neu
particuiar answer. This may seem simple, but when you are writing guestions you wili often find that the way you
opinion. Here is an exampie of a leading question:

Example of a Leading Question and How to Correct it

Bad Question: Leading Good Question: Neutral

olithink that the new cafeteria lunch menu offers a better variety ; How do you feel-about the new cafeteriz

ot healthy foods than the old one? ('} The new menu offers a better variety

{)Yes { ) The old menu offers a better variety ¢
{ ) No ( ) The selections are similar
{ ) No Opinion ( )} No opinion

The leading question drives the respondent to the conclusion that the new menu is healthier than the ofd. A yes r
respondents may simply take the path that requires the least amount of thinking. The neutral question presents ¢
bias.

Ask questions that can be answered by your subjects

Make sure that the questions you are asking are questions that people will be able to answer. The most common
cannot remember. Here is an example:

How much did you spend on school supplies last year?
{)$0-310

()$11 - 320

() %21 -4%30

() over $30

While this question appears to be perfectly acceptable, it is unlikely that many students wili really remember how
will probably be guesses rather than actual numbers, and many respondents may become frustrated trying to cal:
ali that you are looking for, then simply rephrasing the question to the following will make it much easier for the |

How much do you estimate you spent on school supplies in the last year?
{)$0-510

() $11 - 520

()$21-%30

() over $30

Order/group questions according to subject

If you have more than six questions in your questionnaire, then you should make an effort to organize your quest
possible. A good way to organize the questions is to group them together by subject. This way your respondents -
questions around these thoughts.



Sex Studies Leave a Lot to Be Desired - WSl.com http://online.wsj.com/article/SB 1000142:40527487046573045755. ..

"Sometimes people portray this as if men and women in surveys are closed populations,” says
william Mosher, a statistician at the Centers for Disease Control and Prevention's National
Center for Health Statistics, about the comparisons between male and femaie sexual behavior.
"They are not closed populations.”

Then there is the challenge of ensuring that peopie answer honestly about deeply private
matters. Researchers who led the Indiana study acknowledge the difficulty of obtaining truthful
information. "There is no petfect method," says Debby Herbenick, research scientist at Indiana
University and co-author of the study.

Nonetheless, she says the Indiana group’s approach had certain advantages. Researchers hired
the survey company Knowledge Networks to interview people electronically. Many pollsters are
-skeptical of Web surveys because not everyone in the U.S. is online—or-online often enough to
‘see ads for Internet-based panels. But Knowledge Networks takes a different approach,
contacting people via mai by randomly selecting addresses, and persuading about one in four or
five to join a panel. if panelists lack the means to answer online polls, the company equips them.

Another problem with the study: Soldiers, prostitutes and Americans living abroad are unlikely to
participate in sex surveys, either because they are outside the geographical range, or because
they are reluctant to talk about illicit activities. Their absence can affect results, researchers say.

The survey also had limited statistical power to describe the sexual habits of subgroups of
Americans, because of small sample sizes. This prevented researchers from learning much
about same-gender sex. And, for instance, an analysis of whether black women who used
marijuana before sex also used condoms was hampered by the presence of just eight such
women in the sample.

While the anonymity of online surveys might make respondents more comfortable responding
honestly, it also can be harder to verify their identity—perhaps the person who claimsio be a
45-year-oid woman is actually a 20-year-old man. For the last comprehensive survey on
Americans’ sexual behavior in 1992, researchers faced a different set of issues. Online polling
wasn't an option, so interviewers went to people's homes, explains Robert T. Michael, an
economist at the University of Chicago and a principal investigator on the study. To persuade
respondents to divulge highly personal information, pollsters appealed to people's desire to help
supply information and fight the spread of AIDS. "We had a compelting rationale, and our field
people were good," Prof. Michael says.

"|t's exciting, intellectually challenging research," Prof. Michael says of sex studies. "It's
important to get it right.”

{ofi ; 10/12/10 5:37 PM
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