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Why Surveys Are Conducted

· It's the only way to get the information needed.

· Survey researcher may be an easy, quick, inexpensive, or accurate way to get the required information.

· Individuals or organizations usually sponsor surveys for one of three basic reasons:

· They want to influence or persuade some audience.

· They want to create or modify a product or service they provide for a particular public.

· They want to understand or predict human behavior or conditions because it's the focus of their academic or professional work.

Surveys of an Audience

· Many who sponsor surveys would ultimately like to influence the beliefs or behavior of their audience - to persuade some group of people to think in a certain way or act in some particular fashion.

· When messages are directed to a large audience, survey research can be the other half of the conversation, so there's two-way communication between the message sender -the audience.

· Those who sponsor a survey of their audience are taking the responsibility for both halves of the conversa​tion.

· They're providing a medium through which their audience can talk to them.

· They're not imposing on the respondents because nobody can be forced to respond if they don't wish to take the time or effort to do so.

Survey of a Clientele

· Individuals and organizations often seek survey information to discover the needs, wants, and desires of the people they serve.

· They often want to know the underlying human conditions that make their goods and services useful and valuable to others.

· The better the providers of goods and services know and understand their clients, the more they'll be able to serve them economically and effectively.

· It's often desirable for the producers who sponsor surveys to learn about their clienteles.

· Clientele surveys typically benefit the clients or customers who respond to the surveys, as well as the pro​ducers who sponsor the research.

Surveys of Other Populations

· This kind of survey information is sought not so much to assist in decision making as to enhance the body of theoretical and conceptual knowledge of the discipline.

· Rather than information to be applied to practical problems and actions, theoretical research seeks informa​tion to answer research questions and to test hypothesis about the propensities and predispositions of peo​ple.

· The criteria for judging information needs differ between the two types of survey research.

· The survey procedure itself is fairly standard, regardless of whether the purpose is practical or theoretical.

· It's important to identify the general purpose of the survey project, not so much to indicate how the survey should be conducted as to show what information needs and survey topics should be considered.

Alternative Research Methods

· Two categories of research data:

· Primary data

· Collected for a specific purpose

· Secondary Data

· Already exists or was gathered for another purpose

· Some primary data collection options provide quantitative (numeric) data.

· Survey research is the most common form of primary data collection.

· Laboratory and field experiments can be used independently or in conjunction with survey research.

· Systematic observation techniques can also provide quantitative data about observable behavior.

· Other primary data collection alternatives provide qualitative (verbal) data.

· Focus group discussions provide insight into the group's thinking.

· Depth interviewing provides similar information, one person at a time.

Focus Group Discussions

· Behavioral laboratory testing, systematic observation or depth interviewing require special expertise and perhaps special facilities and equipment.

· Focus group discussions are less dependent on special training and expertise.

· They may be used independently, but they are often conducted preliminary to as survey.

· They can be extremely helpful in determining both what survey questions should be asked and how they should be expressed.

Field Experimentation

· Experimentation is ordinarily a much more capable method of measuring the cause of behavior than are surveys.

· Surveys are good for revealing what has, is, or will happen, but experimentation is usually better for indicating why.

Expectations of Survey Results


· A survey's value depends on both the amount of resources devoted to it and care and expertise that goes into the work.

· It's impossible to say exactly what should or shouldn't be expected of a particular set of survey results or to predict precisely what will or won't be accomplished in a given instance.

Survey Attributes

· Flexibility and Versatility 

· Surveys can be designed to measure things a simple as respondents physical or demographic char​acteristics, or as complex as their attitudes, preferences, or lifestyle patterns.

· Survey research isn't confined to a single mode of inquiry.

· The volume of data collected and the degree of complexity are a matter of choice, depending on in​formation requirements and resource availability.

· Specialization and Efficiency

· Three questions pertaining to surveys.

· How much will it cost?

· How long will it take?

· How much will be learned?

· Survey research isn't at all homogeneous - they can usually be customized to fit both the needs and the budget of those seeking information.

· A survey could cost only a few hundred dollars, or hundreds of thousands of dollars - take only a single day or extend over many months - generate only a single piece of data or cover a huge range of information.

· Since survey research uses sampling, information about an extremely large population can be ob​tained from a relatively small sample of people.

· The use of well-designed and organized instrumentation contributes to the efficiency of survey re​search.

Survey Limitations

·  Threat and Sensitive Questions 

· There are some questions that respondents won't answer because the information is so sensitive they're too embarrassed or threatened to give the information.

· Some such information may be obtainable with considerable expertise, effort, and ingenuity.

· Cost, Expertise, and Error

· Surveys should and often do generate information that's worth several times more than the cost of the project.

· Surveys take time, they cost money, and they require intelligent, well-directed effort.

· Survey research is extremely demanding in one respect: One person must take individual responsi​bility for the survey project.

· As with any other kind of work, there will inevitably be mistakes, errors, and oversights along the way.

· The objective of complete planning and careful execution is to avoid the major errors and over​sights.

· So long as there's no serious jeopardy to the value of the survey information, minor mistakes can and must be tolerated.

· It's never advisable to denigrate or discard survey results simply because some small mistakes were made during the process.

· Minor errors and inadequacies should be treated for what they are: things that may require some modification in the interpretation and reliance on the survey findings.

Surveys Don't Dictate Decisions

· Even if no errors or omissions are discovered and the survey project goes precisely as planned, the results won't be definitive.

· The results won't dictate decisions or contain the ultimate answers. 

· Survey results have to be treated as another body of evidence or set of indications.

· The reason that survey results aren't definitive is simple but compelling: Respondents answers are merely stand-ins for actual conditions or actions.

The Roles Of The Participants

· Surveys that are relatively limited in scope may be initiated, sponsored, designed, and conducted by the same individual, but that's not usually the case.

· During survey planning and initiation, the major focus is on the roles of:

· Those who sponsor the survey, pay for it, and seek the information it will generate.

· Those who actually design and conduct the research.

The Sponsor's Role 

· Furnish the researchers with sufficient background information about the setting and operations.

· Provide a description of the issues, problems, or uncertainties that lead to consideration of a survey.

· Indicate the type of information that would solve the problem or reduce the uncertainty.

· Describe what decisions, choices, or actions will be based on the survey results.

· Estimate the value of the information, based on potential risks or opportunity costs.

· Specify the time requirements and level of funding and other resources allocated to the project.

The Researcher's Role

· Know the capabilities and limitations of survey research and indicate them to sponsors when appropriate.

· Obtain background information concerning the operations, policies, and procedures of the sponsor.

· Inquire about the nature of the uncertainty, problems, or issues to be the focus of the survey.

· Ask what decisions, choices, or actions are to be based on the results of the proposed survey.

· Make a preliminary assessment of the approximate value of the survey information to the sponsor.

· Seek indication of the time requirements for the survey and the approximate funding and resources available.

· Describe the type of cooperation and participation that will be required of the sponsors.

· Explain what ethical responsibilities regarding the survey the researcher has to the sponsors and respon​dents.

· Encourage the confidence and trust of the sponsors through condor and professional

Maintaining Professional Ethics

· Maintain a fiduciary relationship, always seeking and protecting the best interests of the sponsor.

· Treat all survey information, including the process and the results, as the sole property of the sponsor.

· Obtain prior permission or approval before releasing, publishing, or using any survey information or data.

· Refuse any project or relationship with a sponsor who seeks to bias the survey to get certain results.

· Protect the privacy and anonymity of respondents if they're promised their identity won't be revealed.

· Never permit the sponsor to identify individual respondents for reprisal for adverse survey results.

· Don't identify respondents for solicitation unless they know in advance they may be solicited later.

· Recognize the legitimacy of withholding sponsor identification to respondents and others when appropriate.

· Return all data, reports, or other materials purchased by sponsors to them on completion of the project.

Respondent Rights

· Rights of all research respondents extend far beyond the time and place the research is conducted and the information reported.

· There is danger in the ease with which data can be electronically stored, manipulated and transferred.

· Both sponsors and researchers have the joint responsibility for careful maintenance and ultimate disposal of research data.

Potential Survey Topics

· Attitudes

· Knowledge component

· Feeling component

· Action component

· Images

· Image Dimensions

· The Image Profile

· Image Comparisons

· Decisions

· Information Sources

· Evaluative Criteria

· Needs

· The Terms

· Measurement Techniques

· Behavior 

· Lifestyles

· Affiliation 

· Demographics

Attitudes

· Predispose people to act in a certain way toward the object of the attitude.

· The attitude comes before behavior and affects the way the person will act.

· Attitudes are always focused on some object.

· Always include all three components of the attitude: knowledge, feelings, and action tendencies, in that or​der.

· Begin with awareness and knowledge. Ignore feelings and action tendencies if knowledge is insufficient.

· Use unaided recall to measure awareness, if possible, to avoid false reports of recognition.

· Measure depth of knowledge with an index of the number of correct statements about the topic.

· Use rating scales to measure feelings, so that both direction and distance from neutral are revealed.

· Consider a comparative scale where relative, rather than absolute levels of feelings are appropriate.

· Don't ignore the intensity of feelings or assume intensity is the same as distance from neutral.

· Measure intensity by asking how strongly respondents feel or how they are of their position.

· Be sure to indicate the behavioral component of attitudes.

· Past, present, and future behavior may indicate the strength of the behavioral component.

· Specify hypothetical conditions and ask intentions if respondents lacked opportunity to act in the past.

Images

· The mental pictures of the object they have in mind.

· No two images are apt to be exactly alike, although some may be very similar and others distinctly differ​ent.

· An image is likely to take on a different form from the real thing, and when people lack some information, they tend to fill in the picture.

· Dimensions of the image - the features that define the image in the mind of the individual.

· The image profile is accurate only if it includes those and only those attributes that are important to the re​spondents.

· The configuration of several attributes or characteristics defines a complete image profile.

· The most important attributes should be in the middle of the list, rather than first or last.

· When some or all features have a good/bad connotation, about half should express virtues and half vices. - The two types should be scattered among one another.

· Images can be measured with an adjective check list, a semantic differential scale, or a semantic distance scale.

· The images for one or more objects can be compared among different groups or sub-samples to reveal such differences in people's perceptions and evaluations.

· It's often desirable to compare images of different topics or objects in the same general class.

· When the information needs call for comparison, each object must be rated separately by each respondent.

· Use image profiles when several attributes or characteristic features of an object are to be measured.

· Question some typical respondents about the objects to determine the attributes they use to define the im​age.

· Don't depend on the sponsor to identify the relevant image dimensions.

· Limit the number of items to only the attributes most meaningful to respondents.

· Have respondents rate an ideal object if there's uncertainty about positively or negativity for some items.

· Compare ideal image profiles for different respondent groups to reveal differences in preference patterns.

· Plans to subtract ideal from actual ratings for each respondent to provide a difference profile.

· Compare profiles of differences between ideal and actual object ratings to assess positive or negative va​lences.

Decisions

· Focus is on the decision process itself.

· Use when information requirements focus on the process of evaluation, not the results.

· Determine how much the decision was based on pre-existing information and how much was directly sought.

· Classify information sources as direct experience, social influence, or media effects.

· Measure the appropriate level of media effects: exposure, attention, content, or impact.

· Measure abstract, global values only when many different objects or those of profound importance to re​spondents.

· Expect to identify only a very limited number of evaluative criteria for any one individual.

Needs 

· Most behavior is directed toward the satisfaction of one or more human needs.

· It can be difficult to dig out the needs that underpin behavior and the motives that prompt action:

· Many different actions can serve the same motive or provide satisfaction for the same need.

· Several needs or motives may be served by one action or behavior pattern.

· Needs can be viewed as categories of things that most or all people require for existence and contentment. (i.e.., food, shelter).

· Needs can be classified according to the requirements for psychological and social conditions (i.e.., love, power).

· Needs can be viewed in terms of specific categories relating directly to different types of activity (i.e.., play, nurturance).

· Desires - related to needs.

· When a person consciously focuses on some object, activity or state of being that might provide satisfaction for a need, the person has a desire for that thing.

· Preferences are often treated as desires that have less drive or energy behind them.

· Motives are more closely related to actions than needs:

· Motives arise from unsatisfied needs, and they trigger behavior or energize the person to perform some action to get satisfaction.

· Goals represent some end state, some destination or condition that the person seeks to reach through behav​ior.

· Measuring need related concepts.

· Determine the needs, desires, preferences, motives, or goals that are relevant to the information re​quirements.

· Specify the items or categories in terms that will be easily understood by all respondents.

· Remember that multiple needs and related variables can be served by the same behavior, and differ​ent actions can serve the same need, etc.

· Use projective methods when measuring or assessing motives that are likely to be sensitive.

Behavior

· The measurement of behavior involves four related concepts:

· What the respondents did or did not do.

· Where the action takes place.

· The timing of the behavior.

· The frequency or persistence of behavior.

· Steps for measuring behavior:

· Identify information in terms of "what, where, when, and how often."

· Specify the actions and locations in categories to make responses comparable.

· Determine if respondents might have engaged in only one or several categories of action, and use single or multiple response items accordingly.

· Remember that frequency of behavior is often best expressed in terms of time, such as times per day or week.

· Keep in mine that individual intentions or predictions are ordinarily not as reliable as they are in aggre​gate.

· Be sure to use such items scale when proportions or behavior policies are to be measured.

Lifestyles

· Consist of the pattern or configuration of things people do, believe, and own.

· Different lifestyle patterns can be identified by four kinds of variables associated with respondents:

· activities

· interests

· opinions

· possessions

· A given lifestyle is a collective or conglomerate factor.

· The objective is to identify a pattern or profile.

· While this can be a potent method of identifying and distinguishing groups or segments, the measurement will often require many questions.

· In terms of questionnaire space and response time, this may be costly and in some cases, uneconomical.

Affiliations 

· Social contact and interaction are often the focus of survey research or bear heavily on other issues that are relevant to the survey.

· Those within the same nuclear or extended family often think, behave, and live similarly.

· Of all social groups the family probably exerts more influence on individuals than those of other groups or units to which the person belongs.

· The most simple measurement is specification of family status, including marital status and children in the home.

· The measurement of both formal and informal affiliations relationships ordinarily consists of the specifica​tion of the groups in terms that can be easily understood by the respondents, who are then asked to indicate any groups to which they belong.

· Social integration can be measured by indications of the frequency and duration of contact and interaction with others.

· Individual referents or reference groups refer to an individual or group that serves one or more of three major functions:

· Normative reference group: establishes or provides norms of conduct or behavior that the individual is expected to follow - tell one what should and shouldn't be done.

· Comparative reference group: provides a standard or benchmark to show how an individual is doing in some respect. Often used whenever people lack an absolute, concrete standard by which to judge their own standing.

· Informative reference group: conveys information about alternatives and conditions to respondents with​out suggesting a pattern of appropriate behavior or showing relative standing.

· Reference groups can be identified by using several techniques:

· Ask the respondent to identify them.

· Question respondents about affiliations with those in similar conditions or with similar options, so ref​erence groups are specified only by inference.

· Surveys may be used to identify opinion leaders and those within their sphere of influence.

· Opinion leader - one who has special expertise, experience, or credibility in the eyes of others.

· "Key influential" - occupy a special position or have special recognition that permits them to influence the attitudes of many others within a specific social setting.

· Identification of sources of influence is only approximate because people are often unwilling or unable to provide precise data.

Demographics

· Valuable to sponsors because:

· Demographic groups often differ significantly on the issues of importance.

· Demographics can be used to identify segments, groups, audiences, or constituencies of people who are both identifiable and behave in similar ways.

· The key to accurate measurement of demographic status is the clear, concise statement of the categories or dimensions.

· This depends on clarity and meaningfulness to respondents and the degree of precision required by the information needs.

· Include all demographic items that may be systematically associated with other items of importance in the survey.

· Choose categories and items that will be comparable with other external, secondary data or information.

· Use sample demographic items where possible and make only necessary modifications to avoid risk.
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