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Objective of survey research
Systematically to obtain responses to uniform questions 
from a select number of units (the sample -- usually persons)

which, according to some criteria thought to be relevant,

are representative of the whole group of units

about which one wants information.
Some basic terminology
Survey.  The whole survey project; e.g., “We conducted a survey of the citizens of Ellsworth about locating big box stores.”

R.  Respondent.  Someone who answers the questions.

IW.  Interview.  An interview is conducted via personal interaction, on the phone or face-to-face.

IWER.  Interviewer.

Survey instrument.  The formal set of questions and answer alternatives to be administered to respondents.  It includes instructions and information for the respondent.  If it is to be used by an interviewer in an interview, it includes instructions to the interviewer that are not read to the respondent.
Questionnaire.  A survey instrument that is to be administered to the respondent in written form, on which s/he will indicate his or her answers.

NOTE:  There is a big difference between a questionnaire (the printed instrument) and a survey (of which a questionnaire may be a part).  It is not correct to say that you have “a pile of surveys on your desk.”   You have “a pile of questionnaires” or “a pile of survey instruments.”
STEPS IN A SURVEY RESEARCH PROJECT
1. State the information desired.

2. Identify the population to be studied.

3. Select a survey method.
4. Determine the sample size and type
5. Develop the survey instrument.
6. Write application and get Institutional Review Board approval.

7. Write training materials and documentation (if needed).
8. Recruit and train interviewers (if needed).
9. Recruit respondents (e.g., prenotification, permissions, etc.)

10. Conduct the fieldwork  (i.e., collect the data).

11. Edit the data.
12. Code the data.
13. Enter the data.

14. Clean the data.

15. Analyze the data.

16. Report the results.

17. Debrief and review.

State the information desired
What do we want to know?

Why?  What will we do with the information?

What do we know already?

JJ note:  this is the place where you can really decide if you need to move forward with the project.  It could be that with a good literature search, you can find that the work has already been done …  
What can we get in an easier way?   A more appropriate way?
Are we sure we still want to do a survey?


JJ note:  maybe a focus group or town meeting may give you the same information.

Identify the population to be studied
Who or what do we want answers from?

If people:

Is there a list?

Are there access or confidentiality problems with the list?

How good is the list?

Does the list contain the actual respondents we want, or does it have housing units or families? 

Once we reach a housing unit or family, how will we get to the right respondent?

If there isn't a list, how will the sample be drawn?

If organizations:

Is there a list?

Who will actually answer the questions?

How good is the list?

If there isn't a list, how will the sample be drawn?

What characteristics will define the population?  

What time limits will define the population?  (E.g., everyone who has lived in town more than a year;  everyone who registered a snowmobile before December 1st of last year).

What geographic limits will define the population?  (E.g., If you want a sample of the citizens of Bangor, will you include those with phones beginning with all the Bangor prefixes (which will get you Veazie also);  all those who get their mail in the 04401 Zip code (which will get Veazie, people with Post Office boxes in Bangor who live outside Bangor, etc.)
SELECT A SURVEY RESEARCH METHOD
Comparative survey research design
Mail questionnaires

Advantages

· Cheap

· Quick

· Consent easily withheld

· Post Office will forward 1st class mail

· Can send reminders to increase returns

· Can vary question type (open, closed-ended questions)

· Researcher doesn’t have to deal with respondents personally

Disadvantages

· Low, unpredictable response rate

· Low complexity of questions and skip patterns

· Returns may be biased;  can’t tell how

· Can’t explain questions

· Respondent can’t get clarification

· Once it’s mailed, it’s gone

· Lots of paper

· Need ID numbers and logging for targeted follow-up, so returns can’t be anonymous

· Explain difference between anonymous and confidential

· Respondents don’t always follow instructions

· No control over who answers the questions or who sees the answers

· Respondents can read ahead, so no control over context and order effects (e.g., suppose wanted to ask questions on supplying condoms in school, and put those at the end;  R might look ahead and decide not to answer any part of the questionnaire, or be guarded in earlier responses on what services, say, a clinic should offer.)

· Sample and response rate usually not complex or large enough to allow calculation of sampling error.  Some statistics may not be appropriate.

JJ note:  one can offer incentives – don’t want the incentives to be coercive, but offering them a name in a drawing, or a sample of the material you are surveying about (potatoes for example) may be most appropriate …

Self-administered questionnaires (handed out to individuals in groups)

Advantages

· Cheap

· Quick

· Often can be machined scored

· Can give in big groups (easy to get larger numbers of respondents, FWIW)

· Can hand out and collect at same time and place

· Can be anonymous if you are careful how it is handed in

· Can give some verbal explanations

· Get more sensitive data (peer pressure to participate)

· Can set up situation so respondents can answer in relative privacy

Disadvantages

· Getting access to groups may not be easy

· The respondents you want may not ever be present together in a group

· Informed consent (adults) or assent (children) may be complex

· Various levels of institutional consent may be required (superintendent, school board, principal, teacher, parents) for access

· Takes time to administer – group may not want to allow time (e.g., teachers)

· Respondents may not all be in attendance when you administer the questionnaire (out sick, in other rooms, etc.)

· Limited answer format

· Respondents may not take it seriously, but will still fill it out (peer pressure)

· If questionnaire is long, response patterns are likely (boredom, inability to comprehend)

· Respondent can read ahead – unknown context and order effects

· There is no real “sample,” so cannot calculate a sampling error.  Not all kinds of statistics are appropriate

Variations 

· Paper instruments formatted on a word processor for the specific study:  Layout looks like conventional questionnaire

· Scan forms with questions and answers adapted to the precise requirements of a standardized scan form.

Scannable answer forms with a separate question booklet

· Telephone interviews (with individuals)

Advantages

· Reach large geographic area

· Readily draw a random sample

· Call back if no contact

· Control who answers the questions

· Can ask more complex questions (using multi-step questions)

· Can ask open-ended questions with probes (“Tell me more”)

· Respondent can’t read ahead, so can control context, order effects

· Relatively quick with appropriate telephone facility and trained staff (several weeks)

· Can direct-record responses into a data base (CATI)

· Can control question sequence and vary sequence randomly to remove some kinds of order effects

· Can control sequence of answers – randomly rotate order of responses to avoid always having certain answers first

· Can vary the answer format

· Can explain questions and answers and get explanations

· Can reinforce and encourage participation with live feedback

· Can answer questions about the survey that may ease respondents’ concerns and facilitate participation

· Higher response rate than mail

· Can monitor interviews and validate interviews (i.e., call back and check to see if Iw was done)

· Can call back to resolve data correction issues (rare)

· Can safely call “bad” households

· Respondent can easily refuse

· Once respondent begins to answer questions, it is likely s/he will finish the questionnaire if interviewer is skilled and professional

· Depending on size and complexity of sample, can calculate a sampling error and do significance testing

Disadvantages  JJ note:  >10% don’t have land lines …
· Very expensive

· Labor-intensive

· Need very detailed interview schedule (the “questionnaire”) with many instructions to interviewers  

· Technology presents issues for random-digit-dialed samples(cell phones, fax, computer lines;  multiple phone lines to a household;  business numbers)

· If sampling from a list, response rates and representativeness only as good as the list

· Need central phone facilities (monitoring, problem-solving, consistency)

· Need to initiate calls on schedule of varying times of the day and days of the week to ensure respondents have equal and optimum chance to participate

· Need to do most of the work at night and on weekends

· May need to call back to get randomly-selected respondent with in a household

· May be biased non-responses/non-contacts

· Lots of paper;   very complex field records (professional standards on reporting call dispositions and completion/contact rates)

· Take care to protect confidentiality in field records

· Respondents can be overheard by others without your knowing (may even be dangerous to respondents)

· Field period may be affected by outside events

· Need careful interviewer training

· Need extensive interviewer training materials

· Response rates for telephone surveys are falling precipitously

· Household phone coverage an issue with cell phones

Variations

· Interviewers record responses on paper instrument formatted for this purpose, to be keyed later

· CATI – Computer Assisted Telephone Interviewing.  Interviewers enter responses into a computer

Telephone interviews with persons as representatives of organizations

Advantages

· Can call during the business day

· Ask questions to find out who is the best person to talk with

· Clarify questions to assure that you get the information you want

· Ask for additional explanations to accompany the information you get

· Can call back for additional information if necessary

· May be able to speak with multiple respondents

· Call from any location (assuming one person is doing all the calling)

· No need to travel

· Interviewers can make notes for later resolution

Disadvantages

· May be difficult to locate the right person to answer the questions – are at the mercy of gatekeepers and receptionists

· May be administrative barriers to obtaining the information.  May need to clear several administrative hurdles before you can get the information you want

· Administrative hurdles may be different for each organization

· May be legal barriers to release of information to you

· The information you want may not be obtainable in the form you want it (e.g., data may be kept by grade in school when you want it by month)

· Difficult to organize all the information from multiple sources

Variations

· Interviewers record responses on paper instrument formatted for this purpose, to be keyed later

· CATI – Computer Assisted Telephone Interviewing.  Interviewers enter responses into a computer

Face-to-face interviewing (structured, primarily quantitative).  The classic form of survey research.
Advantages

· Can combine with observation of behaviors, traits

· Complex questions

· Control respondent’s privacy

· Vary the answer format (according to the script)

· Use show cards, other audio-visual aids

· Relatively high response rate

· Control who answers the questions

· Longest interviews – less fatigue

· Laptop computer for direct data entry (CAPI)

· Good rapport with respondent

· Record non-verbal communication

· Interviewers can make notes for later resolution

· Use with low-literacy respondents

· Best for person with some kinds of disabilities

· Depending on size and complexity of sampling, can calculate a sampling error and do significance testing

· If done properly, has high level of precision

Disadvantages

· Extremely expensive for a random sample of adequate size

· Need very detailed and complete interview schedule with many instructions

· Hard to monitor if employing groups of interviewers:  “curbstoning”

· Temptation to skip “bad” households, interview venues

· Potential for personal danger to interviewers

· Lots of paper;  very complex field records

· Complex sampling

· Need extensive training to follow script, anticipate and resolve problems that may arise

· May require extensive travel, especially for multiple attempts to interview

· Requires careful scheduling of calls to arrange interviews, travel to interviews

· Strong temptation for interviewer to stray from the script

Variations

· Interviewers use paper form to be keyed later

· CAPI:  Computer Assisted Personal Interviewing – Interviewer enters data into a laptop;  sometimes respondents enter their own answers to sensitive questions

· Interviewers hand “show cards” or short paper questionnaires to respondents
Web survey  (Email notification with clickable link)

Advantages

· Easy to set up

· Inexpensive (SurveyMonkey.com;  10 questions, 100 respondents free)

· Data from respondents goes automatically into a database you can readily access

· Can get results in chart form

· Respondents can enter narrative responses directly and they come to you already keyed

· Can send email reminders

· Good for use in a smaller, defined group for which you have a complete and accurate email list

· Good for regular “checking in” with a well-defined group

· Good as follow-up method of panel of respondents if you have established rapport with them already

Disadvantages

· Low precision

· Emailing to a list of emails can be complex and error-prone

· Cannot draw a random sample except with an excellent updated list to start with

· Probably need to send a snail mail postcard ahead of the email

· Cannot control who answers the questions

· Unlikely to have a true sample of any population;  therefore, cannot calculate a sampling error, and some kinds of statistics are inappropriate

· Email messages can be blocked by a firewall and you will never know it

JJ note:  great way to survey a well-defined group of people
Determine the sample type
Probability samples
Simple random sampling:  each case has an equal chance of appearing in the sample.

Systematic sampling:  In a list, uses a random start and selects every Nth case.

Stratified random sampling:  Population is divided into groups (strata) according to some characteristic such as race, income, etc., and a random sample of size proportional to the stratum’s proportion of the population is taken from each stratum, assuring that the sample will contain the same proportions of each stratum as the population.

Cluster sample:  Identifies natural population groupings (such as schools or geographic areas) that include all potential respondents, then selects randomly some of the groups, then randomly selects individuals from the selected groups.

Non-probability samples
Snowball:  One respondent leads to others.

Purposive or judgmental sampling:  Educated guess that respondent is representative of the population.

Quota sample:  Uses a matrix of demographic characteristics, searches for respondents to fill the cells of the matrix to mirror the population.

Not samples
Call-in poll.  Only volunteers respond.

Accidental, haphazard:  Whoever happens by.  

Mail-back cards, inserts, etc.

Population:  No sample -- contacts attempted with all eligible respondents.

Sampling concepts
1.  Unit of analysis.  That unit about which information is collected and which provides the basis of analysis.  The smallest element we are studying and about which we wish to generalize.  Examples:  individuals (R's), cities, families, organizations, agencies.)

...The "case" you are going to observe, or ask questions of or about.

2.  Population.  The big group you would like to draw conclusions about.  The theoretically specified aggregation of survey elements.   Examples:  all persons aged 18+ in U.S.;  all persons living less than one mile from a DOT construction project;  all children under age 12 who attend Old Town schools.  


3.
Sampling frame.  Actual list from which the sample, or some stage of the sample, is selected.

4.
Sampling error.  The degree of error, usually expressed in a number of percentage points to be added to or subtracted from a given result that can theoretically be expected, given the sampling design.
JJ note:  Generally determined through a calculation of sample number … see below:

6.
Confidence interval.  The range of values within which the "real" value in the population is likely to fall.

...Example:  "The true range of the percentage is likely to be from 50 to 56%."

...The confidence interval is the reason that small percentage differences in a comparison are not important.  (“A horse race”)

Determine the sample size
It takes the same size sample to sample the town of Orono, Penobscot County, the state of Maine, and the entire United States with the same degree of theoretical precision.   
Sampling error.  The degree of error, usually expressed in a number of percentage points to be added to or subtracted from a given result, that can theoretically be expected, given the sampling design.  Used colloquially to indicate how “accurate” the results are.
..."These results have a margin of error of (3%" means "plus or minus three percentage points"  NOT “plus or minus 3 percent.”
The formula for sampling error is:

[image: image1.emf]
where

se 
=
the sampling error (the number of percentage points to add and subtract);

1.96
=
a constant for the 95% confidence level;

p
=
the percentage (or 50, the most conservative convention) we are interested in; and

N
=
the number of respondents who answered the question we are interested in.
Or the easy way:

	If the sample N is....
	the sampling error is about this many percentage points for a question on which the respondents answers are split
 50--50
	the sampling error is more precisely this many percentage points...

	2000
	(2 
	(2.19

	1000
	(3
	(3.1

	600
	(4
	(4

	400
	(5
	(4.9

	300
	(6
	(5.66

	200
	(7
	(6.93

	100
	(10
	(9.8


Notice that the calculation of sample size and the sampling error have NOTHING to do with the size of the population to be sampled!
Telephone interview samples of large populations
Drawing your own

· Don't use the phone book!

JJ note:  often dated – unlisted numbers?  Often unpublished.  ..

· The number+1 method

· The cell phone complication

· The multiple residential line complication

Purchased samples
Mail samples
Sample is only as good as the list

Cautions about common lists

· "Occupant"

· Voting list

· Property tax

· Driver's license

· Lists of businesses

· Lists of recipients of government services

· Lists of subscribers to newsletters not mailed first class

· Any list over a week old

Maximizing your returns from a mail survey
Conducting a mail survey using The Dillman Method  (Washington Sate University)
This page drawn from Don A. Dillman, Mail and Telephone Surveys:  The Total Design Method.  New York:  Wiley.  1978.     JJ note:  Great reference source:  
1.  Booklet form

· Ledger paper

· Type size big enough

· Fold with letterhead out

· ID # -- will you have one?
2.  Cover letter --  endorsements

· Explain:
· Sponsor

· Content of study 

· Use to which results will be put
· ID # explanation    JJ note:  this is particularly important because numbers make people nervous!
· Why/how R was selected

· Confidentiality or anonymity    JJ note:  important to know the difference
· Voluntariness

· Letterhead;  personal signature

· Whom to contact with questions

3.  Cover page of questionnaire booklet attractive

· Repeat info from cover letter

· No questions on front or back of the booklet
4.  Straightforward questions -- designed to attract interest

· Length: max 12 pages if relevant to R;  shorter if not (Dillman)

· Others say: considerably shorter -- 4 pages

· More important is professionalism, good questions and answers

5.  Personalization

· Personal address and greeting
· Hand signature

· First class stamp, not metered mail
6.  Use 1st class mail (Use enough postage)

· Forwarding and address correction requested

· Enclose a return envelope (stamped, self-addressed to a person)

7.  Postcard follow-up about 1 week later

8.  Letters with replacement questionnaire, in about 3 weeks

9.  Final letter and questionnaire by certified mail, in about 7 weeks

Question form and content
Two kinds:
Questions

Statements

Answer formats
Open-ended:  Narrative in own words
Closed-ended:  Answer categories provided;  must be exclusive and exhaustive

Three basic rules:

Respect the respondent.

Be clear and direct.

Make the answers fit the question.

Guidelines for writing questions
1. Questions should be clear and simple

2. Avoid “loaded” questions that suggest one answer is the preferred answer

JJ note:  example she gave was “do you want the budget balanced?” vs. “do you think the government should balance the budget like one does at home?”

3. Avoid unnecessary and potentially inflammatory words and associations
4. Be natural and conversational, not overly casual

5. Avoid slang and colloquialisms, unless you are interviewing a very narrow audience

6. Be specific in reference to time

7. Be specific in referring to concepts

8. Avoid double negatives  JJ note:  don’t ask tricky questions…
9. Start with easy, inoffensive questions and work up to more difficult or sensitive ones.  Put personal information last

10. Have variety in kinds of questions and answer types

11. If you ask knowledge questions, don’t make R feel stupid

12. Don’t assume R knows what you are talking about

13. Don’t ask two questions at once:  one and only one subject per question
14. Make sure the available answers fit the question

15. Better to ask about past behavior than possible future behavior

16. Present some reasonable alternatives in the questions:  present both sides of an issue

17. Make sure R knows the form of the answer options

18. Ask the question first, then list the available responses

19. Try to keep most telephone and in-person interviews with the general public to about 20 minutes, and keep printed questionnaires to 4 pages (Specialized interviews can be longer)

20. Always probe responses to open-ended questions (“Anything else?”), or just use silence

21. The best test of a question and its answer set:  “How could anyone possibly misunderstand this? Have I covered all possible circumstances?”

FORMAT -- PRINTED QUESTIONNAIRES
1.  Use white space.

2.  Length -- number of questions/pages -- is not as important as content.

3.  Make answer spaces clear.

--boxes, parentheses, circles.

--not slash, underscore: /_/

--not blanks for checks:  Are you ___male ___female?

4.  Make instructions clear.

(PICK ONLY ONE;  CHECK ALL THAT APPLY TO YOU)

If Q asks for "the most important," use CHECK ONLY ONE)

5.  Use lists of similar items, tables, matrices.

How important to you would each of the following things be, if Mattanawcook Academy set up a health clinic at the school?  

	
	Very important
	Fairly important
	A little important
	Not important at all

	Privacy in the clinic
	(
	(
	(
	(

	Keeping what you say confidential
	(
	(
	(
	(

	The location of the clinic
	(
	(
	(
	(

	What friends might think
	(
	(
	(
	(

	What others might think
	(
	(
	(
	(

	What parents might find out
	(
	(
	(
	(

	People seeing you go in
	(
	(
	(
	(


6.  Make SKIPS clear.

--capital letters, arrows, columns, boxes, shading, changes in font, italics, bold.

If you don’t have a car loan right now, SKIP to Question 10 on page 4.

ORDER OF QUESTIONS
1.
Personal questions should usually be put last.

· Unless needed for skips.

2.
Use few open-ended questions.

· Only when you really need the information.
· Not an easy way out if you have trouble writing closed-ended questions
· “Anything else you'd like us to know?"

3.
Order of questions should be logical.

4.
Early questions should be very clearly related to the purpose of the questionnaire as stated in the introduction.

5.
The order of questions can affect answers (context and order effects).

Recruit and train interviewers
Recruitment
Detail-oriented

Able to remain neutral

Not necessarily "people people"

Able to work evenings and weekends

Training
"Basic training" 

Study-specific training

QxQs  

Practice

Feedback from interviewers

JJ Note:  discuss with trainees the importance of imminent danger reporting .. otherwise one must stay neutral.  

Recruit respondents
Prenotification

Letters explaining the purpose of the study

· May be included with the printed questionnaire

· Using postcards as prenotification

· For organizations, mail and phone approach for permission
· Minors as subjects – will probably have to get active consent from parents/guardians

· Must contain informed consent info

Introduction to interview if by phone

· Must contain informed consent info
Informed consent workshop (emphasis on children)
Janet Fairman

April 15 an17, 3-5:00

Fieldwork
Telephone
· Schedule of different times of day, days of week for calls

· Fieldwork records - record visits, call attempts; other dispositions

· Monitoring

· Validation
Face-to-face

· Assign interviewers

· Monitor interviewer work
· Design, implement, maintain fieldwork records (assignments, dispositions, etc.)
· Plan how work materials will be delivered to interviewers

· Plan how completed instruments will get back to you

· Plan way to keep material confidential in transit
· Validation
Paper and pencil

By mail

· Send out first class

· Stamped, addressed return envelope

· Decide if there will be a 2nd mailing

· If so, must decide if it goes to all, or if you will identify respondents

Handed out and collected

· Who will do it?

· Instructions

· Packets, envelopes to preserve confidentiality

· Place to gather returns

· Plan to pick up

Web
· Email notification
· Check for bouncebacks

· Decide when to stop collecting results

· Check for duplicate respondents (URLs)
Edit and code data
Editing - checking

 
Coding - reducing information to a numeric (usually) code.  Two kinds of codes: a code that stands for information (e.g., 1=male, 2=female) and a code that is the value of a variable (12 as the code for 12 miles). 

Data record - String of information about each unit of analysis.  Example:  SSN, other ID;  code several variables for students in room.

Open-ended questions –in dataset as a “string”  (i.e., text)

in separate word-processed document
in content analysis software program

Missing data - Stands in for information known not to be available.
Conventions:  Code 8 means "R doesn't know," indicated by DK in a codebook;
9 means Not Ascertained (often, "Refused," or blank for no obvious reason), indicated by NA in a codebook
0 means "Does not apply because a previous answer sent the respondent to a skip sequence that properly skipped this question";  indicated by INAP.

NOTE:  “NA” does not mean “not applicable.”  INAP does not mean “Does not apply to me.”

DO not use NA, N/A, or other variations on a questionnaire as an answer choice.  They are confusing to respondents.  When you want to give a respondent a chance to say they don’t know, use “Don’t know.”   When you want them to be able to say a question doesn’t apply to them, use “does not apply to me.” 

Usually, you do not include missing data in percentages and tables.  Perform your analysis on so-called “valid” codes.  “Valid” = “non-missing.”

Documentation of added codes – keep a record.
Enter data
Database and spreadsheet packages:  Access, Excel, SPSS, SAS. 
Free:  www.cdc.gov/epiinfo 
Clean the data
Logical consistency (Skip questions based on answers to prior questions)
BUT:  Do not change answers just because they look odd to you!

Wild codes (Ones with no answers attached – wrong numbers – mis-entered)
Analyze the data
Frequencies - univariate; bivariate (tables;  rows and columns; showing totals)

Percentages - univariate (%s, Ns)

Bivariate:  Row, column, total.  Make sure you use the correct base.  Ask yourself:  Do I want to know:  “What % of the boys got A’s on their test,” or “What % of the students who got A’s were boys?”  

Missing data - include or exclude from analysis.

Don’t know (DK)

No answer (NA)

Inapplicable (INAP)
Averages:  Mean, median, mode

· Mean:  The arithmetic average (E.g., the class average on a test.)

· Median:  The middle score:  Half the students scored higher than this, and half scored lower.

· Mode:  The most frequently occurring score.

Present the results
Consider the audience.  It’s not about you, it’s about them.
KISS

Tables - labeling clearly

Charts - bar, pie, trend lines

Debrief and review:  How to improve for next time.
Debriefing with interviewers

Reviewing with staff
Debriefing with self
JJ note:  reliability – repeatability to see if you get the same answers again.  Validity: a term to assess if the score or the value I receive real.  Validity assesses the question about did the people understand the survey question and respond accordingly.  

AVOIDING POTENTIAL PITFALLS IN
 "CUSTOMER" SATISFACTION SURVEYS
1.
Ensuring the questionnaire is related to the core purpose
2.
Involving stakeholders

3.
Identifying the population clearly:  all "customers," or only some of them?

4.
Selecting the right method

5.
Wording the questions carefully

6.
Wording the answers carefully

7.
Wording the instructions carefully

8.
Pretesting properly on the right people

9.
Administering the survey properly

10.
Logging completed returns/interviews properly

11.
Checking returns against known population characteristics

12.
Conducting follow-up for non-returns/interviews

13.
Error-checking and coding properly

14.
Entering data into a data file carefully;  cleaning the data

15.
Conducting the analysis properly

16.
Attributing causality properly

17.
Preparing a report for the right audience

18.
Debriefing, reviewing, and revising constantly

19.
KNOWING THE DIFFERENCE BETWEEN CUSTOMER SATISFACTION WITH SERVICES AND CUSTOMER SATISFACTION WITH A CELL PHONE
Helpful references
On the Web

http://www.techsociety.com/links/surveyresearch.html

Links at the top may not work, but extensive list of reference works in survey research methodology.
http://socialpsychology.org/methods.htm#survey

Includes Protection of Human Subjects information, links to organizations, standards.
www.SurveyMonkey.com


Do on-line surveys from this site.  Free for very limited surveys;  fee for bigger ones.

http://maltman.hmdc.harvard.edu/socsci.shtml

The Impoverished Social Scientist’s Guide to Free Statistical Software and Resources.  Free/open software.  Statistics, data entry, processing, and management.

http://www.cdc.gov/epiinfo

Develop a questionnaire or data entry form, enter data as the questions are answered; clean, analyze the data.  Originally an epidemiology package.  Easy to learn – Epiinfo was developed by the federal Centers for Disease Control for use by relatively untrained workers in distant places where computing capacity may be varied and erratic.  Free.
Books

Sage Publications Survey Kit.  Nine small paperbacks in a slipcase.
Basic, very helpful, lots of examples.
JJ note:  Recommended for the UMCE staff development library

Floyd J. Fowler, Jr.  Survey Research Methods, Sage Publications.

Intro for those who want to know how to do a survey without becoming an expert in the field – a good basic reference.

Robert Groves, F. Fowler, M. Couper, J. Lepkowski, E. Singer, R. Tourangeau.  Survey Methodology.  Wiley.
An intro for students who want to become methodologists, by authors who are some of the foremost authorities in the field.
Don A. Dillman, Mail and Internet Surveys: 2nd Edition, 2007 Edition, Wiley.

Theory and practice.  Lots of practical guidelines backed by research.   The “Dillman Method” is often cited as the way to get as many responses as possible to mail surveys.

For on-line statistics help

http://davidmlane.com/hyperstat/index.html

Lots of interesting and helpful things, even jokes.
http://www.statsoft.com/textbook.stathome.html
An on-line textbook, well-organized.
Journal 
Public Opinion Quarterly, published for the American Association for Public Opinion Research by Oxford University Press.

Professional Organization
American Association for Public Opinion Research.  www.aapor.org

Suzanne K. Hart, M.A., Center for Research and Evaluation, College of Education and Human Development

University of Maine, Orono, Maine.  2008.
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