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Specifying Information Needs

· The sponsor's information needs must be listed in concrete and specific terms.

· To specify the information needs effectively, the researcher has to learn exactly what kind of information the sponsor wants in terms of the survey topics.

· The specification of information needs plays a key role in the survey process.

· Virtually every aspect of the survey project from beginning to end is geared to the nature of the sponsor's in​formation needs.

· Accurate and effective specification of information needs is one of the most difficult of all the tasks associ​ated with a survey.

· Errors or inadequacies in the specification of the information required from the survey will be amplified dur​ing the later stages of the survey process.

Survey Information Value

· Three main factors

· The cost of making an error.

· The degree of uncertainty surrounding the decisions or actions.

· The amount of uncertainty the survey may reduce.

· The potential value of the information should be at least two or three times the entire cost of the survey pro​ject and preferably even greater.

· Estimates are only potential, and not the actual value and costs.

· It's almost impossible to obtain an exact estimate of what actual costs for the project will be.

· In almost every case there will be "cost overruns."

· The actual costs nearly always prove to be greater than anticipated, even with an allowance or "safety factor" built into cost estimates.

· The value of information from academic survey research can only be estimated by scholars familiar with the concepts that are being tested by a survey.

· Information from those research projects that make strong contributions in critical areas of interest are more highly valued than that which has more finite implications or deals with more trivial issues.

The Cost Of Errors

· The value of information from applied survey research depends on its potential to avoid two types of deci​sion errors.

· Go error - results when a decision maker takes an action that proves to be costly or unsatisfac​tory.

· more obvious 

· "downside" risk

· No-go error - results when the decision maker either fails to take some action that would have positive results, or ignores the alternative that would be most positive, choosing some less positive course.

· more obscure

· opportunity costs

· Most sponsors are far less cognizant of the costs of no-go errors than they are of costs of go errors.

· The greater the potential gains or losses inherent in a decision or set of decisions, the greater the cost of un​cer​tainty.

· Survey that promise to reduce very costly uncertainty have commensurably more value.

The Amount of Uncertainty

· The amount of uncertainty is a separate issue from the cost of uncertainty.

· In situations where there is a large amount of uncertainty surrounding the issue, those seeking survey in​forma​tion may be what decision to reach or what action to pursue.

· The evaluation of information value comes down to two basic questions.

· How costly might either a go or no-go error be?

· How much uncertainty surrounds the issues in question?

· When a great deal rests on the quality of the decision because there's much to be gained or lost, and when there's a high degree of uncertainty about the issues, additional information would have greater value.

Reduction of Uncertainty

· Survey research doesn't provide perfect information.

· Even when a survey can comprehensively embrace a specific set of questions, the degree of reduction in un​cer​tainty may vary, depending on whether the survey information is descriptive or predictive.

· Descriptive survey data may sometimes be almost absolutely definitive, while predictive information is usu​ally far more tentative.

Information Value And Priority

The specification of information needs should meet two objectives:

· Include all of the information that's genuinely required or highly valued, based on priority.

· Exclude any questions that are redundant or provide information that's of little or no value.

· The priority of information needs is based on the value of information items.

· Items of information can usually be classified into three levels of importance:

· Absolutely essential, constituting the main reason for the project.

· Highly valuable for making important decisions.

· Supportive data to enhance the understanding of decision makers and clarify the picture portrayed by the survey results.

· It's essential to prioritize the information needs because time and resources are always limited.

· When those who design and conduct the survey and compose the questionnaire or survey instrument have a clear indication of the importance of the various items, they'll be able to place greater time, effort and em​phasis on the most critical and valuable items of information.

Planning the Survey Elements

· The project outline will guide, direct, and coordinate the tasks required to initiate and complete the survey.

· The sponsor should inspect and approve the outline before the project is continued.

· Usually the researcher has to make several passes or iterations through the survey process, making only ten​ta​tive decisions about sampling design, instrumentation, data collection, method, and data processing.

· Planning and designing is more of a circular than a linear process.

· Data collection is typically the most expensive aspect of a survey.

· It often becomes the compelling factor, requiring direct modifications to the sampling design and in​stru​mentation, as well as the data processing procedure.

· Often the starting point for the planning process.

Data Collection

· Usually the most expensive, as well as time-consuming, aspect of the survey project.

· The choice of a method for collecting the data depends on the information needs and value, as well as the bud​get and resources available and the timing requirements.

· Personal interviewing, telephone interviewing, and direct mail surveys are the three principal methods of data collection used in survey research.

· The selection of the most appropriate method for collecting the data is a key decision for the researcher.

· The basic difference among the three data collection methods is the intensity of contact between the re​searcher.

· The closest contact and the greatest opportunity for two-way interaction between those collecting the data and those providing it are provided by personal interviewing.

· The most remote contact is obtained by direct mail, while telephone interviewing falls between the other two methods on this spectrum

· The data collection method that's selected is likely to result in a very different survey project from that which would ensue if another method were chosen.

· The contact and interaction requirements, the nature of the inquiry and information sought, and the timing and geographic circumstances of respondents are important considerations for making a choice.

Personal Interviewing 

· Usually requires a field force of interviewers.

· The field workers may be recruited and trained by the researcher or outside field data collection agencies may be hired to collect the data.

· If the interviewers work directly for the researcher, they must be trained in both the general procedures for se​lecting and interviewing respondents and also the specific characteristics and requirements of the pro​ject.

· When field collection agencies are used, they need only be instructed about the specific nature of the task.

· Provides the most complete contact with respondents because face-to-face interaction permits both audible and visual communication with respondents.

· Non-response bias is minimal.

· Usually the most expensive per respondent.

· The flexibility of this method sometimes makes it the only choice for projects that demand direct contact, a special location, or special selection of respondents who qualify for the survey.

Telephone Interviewing 

· The interviewers don't have to go into the field.

· The interviewing can either be done from one or more central locations or perhaps even from the interview​ers' home.

· Allows only audible contact, not visual.

· It's more difficult for the interviewer to build strong rapport on the telephone.

· Telephone respondents feel they have greater anonymity, so they may be more confident and at ease if they're asked to answer personal or sensitive questions.

· Usually have to be completed more quickly than personal interview.

· Considerable resistance or premature termination (hang ups) by the respondent can result from interviews of more than 15 or 20 minutes.

· Since the interviewer can not be seen, interviewer bias may be less with telephone interviewing.

· The interviewers ordinarily require less training and instruction.

· If the telephone work is done from a central location, there's a greater opportunity to monitor interviewer per​formance and more control by the supervisor.

Mail Data Collection

· The "cosmetic" aspects of the mailing piece must be considered carefully because its form and appearance will affect the rate of response and the quality of the data.

· It may be necessary to provide an inducement to respond, either included in the mailing or promised and sent after receipt of a completed questionnaire.

· The composition, production, printing, and mailing of the questionnaires can often be done by one re​searcher and a small staff or with external services.

· The researcher usually has much greater control with a mail survey than with interviewing.

· Mail provides visual, but no audible contact.

· With the mail survey,. the day, time and location where respondents complete the questionnaire may differ from one respondent to the next, but the questionnaires are identical to one another.

· Each respondent is presented with exactly the same instructions and tasks, eliminating the chance of serious in​terviewer bias.

· Interviewing is ordinarily more expensive than collecting data by mail, although direct mail often takes longer because respondents must have time to complete and return their questionnaires.

· The greatest advantage of the mail survey is its ability to reach widely dispersed respondents inexpensively.

· The mail surveys don't permit interaction with the respondents, except through the medium of the question​naire, so the mailing piece must be clear to virtually all potential respondents, questions or sections that are contingent on an earlier question (known as "branching") must be kept to an absolute minimum.

· The standardization of the communication to respondents eliminates bias due to variance among interview​ers.

· The demand for covering all possible contingencies "up front" is a heavy responsibility with this form of data collection.

Online Data Collection

· Online surveys share many of the characteristics of mail surveys.

· Online surveys are self-administered.

· There's no interaction between respondent and interviewer.

· Contact with respondents isn't as intense as with telephone or personal interviewing.

· Nor is there the chance for bias and error that can be introduced by interviewing.

· There are also very important differences from mail surveys.

· Online data collection provides much more intense interaction with respondents.

· There is at least the possibility of audio contact with respondents.

· Online visual contact can be far more stimulating than with mail surveys.

· Elaborate, sophisticated online questionnaires may include very colorful graphic material.

· There is the possibility to include animation or short video clips of desirable.

Survey Non-Response Bias

· The single most serious limitation to mail data collection is the relatively low response rate.

· Response rates are often only about 5 or 10 percent.

· The reliability of the data depends on the size of the sample that is obtained, and not the number of surveys sent, so the researcher must make an estimate of the response rate and mail enough questionnaires to yield the approximate number of responses required.

· The most important consequence of a low mail response rate is the nonresponse bias that's likely to result.

· Some types of people are likely to be overrepresented and others underrepresented in the sample received, creat​ing biased results.

· Ordinarily, those who are highly involved with the topic are more likely to respond than those who aren't.

· Those who are less pressured for time, such as the very young or the elderly, the unemployed, or those out​side large urban areas are more likely to respond.

· Non-response is a very serious problem when there's a direct connection between the purposes of the survey and the information needs, on the one hand, and likelihood to respond, on the other.

· Online surveys are also subject to very substantial levels of nonresponse and the bias and error associated with it.

· Only a fraction of those invited to visit the web site or visit it by chance are likely to complete and submit the questionnaire.

· These are likely to be respondents who are atypical of the population:

· Those with the strongest positive or negative feelings.

· Those with higher levels of involvement with the topics of the survey.

· Online surveys are able to sample only those who have internet access and use the web.

· This is a major stumbling block for surveys where only a portion of the population of interest uses the internet.

· There are likely to be substantial differences between those who are and those who aren't online.

· Online survey results represent only those with internet access and experience.

· They can't be generalized to those who are not on the net.

Selection Factors

· The select the most appropriate method, the researcher should decide whether or not interviews are required. If not, a self-administered survey is indicated.

· If a self-administered survey proves to be less appropriate than interviewing, the researcher must choose between telephone interviewing and interviewing in person.

· Usually the decision won't be dictated and the advantages and disadvantages of each must be weighed against one another.

· If a self-administered survey is appropriate and feasible, the researcher must decide between a mail survey and an online survey.

· An online survey isn't feasible unless a very high proportion of those to be surveyed routinely use the internet.

· Information needs should be the predominant consideration when selecting the data collection method.

Response Task And Sample Size

· Survey research strategy tends to lean in one of two directions: 

· Obtain a large amount of data from a small sample.

· Obtain a small amount of data from a large sample.

· Usually the resources are limited while information needs are insatiable.

· The more data to be collected from an individual, the greater the costs per respondent, and the larger the sam​ple, the greater the expense.

· For a fixed level of funding, the larger the response task, the smaller the sample must be, and vice versa.

· The choice of which strategy to takes depends on the information needs.

· It's important to estimate the amount of data required from each respondent.

· Once the approximate sample size and the cost per respondent have been estimated, data collection costs can be estimated and listed in the project outline.

Population, Units, And Frame

· The population includes all those of interest to the sponsor - the group from whom a sample will be se​lected.

· The actual elements of the population have to be defined to indicate exactly what constitutes a sample and what doesn't.

· The sample frame is a list or set of directions that identify all the sample units in the population.

Sampling Design Alternatives

· Random

· Each unit in the population has an equal chance of being selected.

· The probability of a specific amount of sampling error can legitimately be computed statistically.

· Convenience

· Selecting those respondents from the population that are obtainable or convenient to reach.

· Confidence levels and the degree of sampling error can be computed, but these statistical values are techni​cally invalid.

· Stratified

· The population is divided into specific strata containing certain types of respondents.

· A subsample of the required size is obtained for each strata.

· Unstratified

· The proportions of various types of sample units will be approximately the same in the sample as they are in the entire population.

· Clustered

· Appropriated when respondents are widely dispersed in space or time.

· May dramatically reduce data collection costs because of the savings in time and travel.

· A series of physical or geographical areas are selected, then a specific number of sample units are se​lected proportionally from each "cluster."

· Unclustered

· Respondents are selected randomly (or by convenience) regardless of their physical or geographical loca​tion.

Sample Selection Methods

· Regardless of the basic 4427110004945519sampling design chosen, the researcher must decide just how the respondents will ac​tu​ally be selected.

· The most basic methods of random sample selection:

· Nth name sampling

· Random number generation

· Random number tables

· Physical selection methods

· The choice depends on the nature of the individual survey project and no one method is universally prefer​able to the others.

Instrumentation

· Survey instrumentation involves translating the information needs into a form that will elicit data from re​spondents.

· Survey Topics

· Classifying the information needs into survey topics serves two purposes:

· It groups items that are similar to one another into the same topic category.

· It suggests the type of questions and scales that will be needed to obtain the information.

· To classify the information needs into topic categories, each item specified in the list of informa​tion needs must be identified as relating to one or more of the seven basic topic categories identi​fied in Chapter 1.

· The translation of information needs into survey research topics should meet two important crite​ria:

· Every item of information required should be classified into one or more of the topic cate​gories and expressed in those terms.

· Nothing should be neglected or it won't be collected. The list of information needs should be checked against the list of topics very carefully at least a couple of times to be sure nothing has been ignored.

· Instrumentation Specification

· The principal measurement instrument is the survey questionnaire.

· When the survey instruments have been described and perhaps drafted, the researcher should be able to estimate the size and scope of the response task.

· The approximate number of survey items or variables should be noted in the project outline, to​gether with the total time it will require of a typical respondent and the ease or difficulty of the re​sponse task.

· It's also important to estimate the costs for composition and production of the survey instruments.

Data Processing

· Nearly all surveys generate quantitative, rather than only qualitative data.

· "Data processing" refers to numeric, rather than verbal data processing.

· The product of data processing is a set of tables and graphs that portray the results of the survey.

· The primary objective of data processing and analysis is to suppress superfluous detail and to make the most relevant and important facts and relationships apparent.

· When only a sample is surveyed, another objective of data processing is to perform statistical analysis so that inferences can be make about the entire population, based on the survey sample.

· Statistical analysis allows the researcher to compute the probability that the values obtained from the sam​ple are within a specific range of those for the entire population.

· Statistical analysis reveals both the estimated values for the entire population and the range of possible error at a given level of probability, as a result of sampling.

Computer Facilities

· The computer programs that can be used for survey data processing vary markedly.

· They range from simple, unsophisticated spreadsheet programs and data base managers all the way up to highly capable and advanced statistical analysis packages.

· Spreadsheet programs are widely available and require only basic skills to:

· Make simple transformations in the survey data where necessary.

· Compute simple statistics such as averages and to portray distributions of data by category in tabular form.

· They may also reveal relationships between pairs of variables by cross-tabulating one variable with another or performing correlation or regression analysis.

· Statistical analysis software packages:

· Are composed of many integrated routines.

· Allow performance of a wide array of analyses using the same basic format and set of instructions.

· Typically include provisions for data manipulation, labeling, and graphing of results.

· Are usually menu-driven and available on both terminals and desktop systems.

Report Generation

· The nature and format of the reports to the sponsor must be specified and the costs of reporting must also be estimated in advance.

· The written report is both the most common report medium and the least expensive and time-consuming.

· It's important to consider the size of the reports and also the number of copies of written documents when planning them and estimating costs.

· Sponsors often prefer the researcher or research team to make a verbal presentation of the survey results and to respond to questions about the survey and its findings.

· It's important identify the need for report presentations during the planning phase and determine the costs and timetable associated with this form of reporting.

Cost Estimation

· Survey costs ordinarily fall into four basic categories:

· Direct labor

· Direct materials and supplies

· External service fees

· Overhead expense allocation

· The amount and proportion of each category of costs differs sharply from one phase of the project to the next.

· Cost estimation should be done by stage.

· Budget Preparation

· The budgeting process consists of estimating the cost of each of the four categories, for each stage and substage from the beginning to the end of the survey project.

· Budget Modification

· As with other budgets, the original survey project budget is often modified after composition and in​spec​tion by the researcher and/or sponsor.

· The aspect that perhaps deserves the most careful consideration is the sample size.

· Data collection costs increase in a near-linear fashion with increases in sample size.

· Sample size is often adjusted, either to meet budget constraints or to take advantage of the economy of en​larging the sample.

· There's an important benefit of increasing the size of a small sample - sampling error drops sharply and confidence levels increase commensurably.

Project Timing

· The time schedule for a survey project is often as critical as the budget.

· Researchers and sponsors alike are prone to underestimate the time requirements.

· Simple mistakes that occur early in the process - whether they involve timing or not - tend to be amplified with each later phase of the work.

· Scheduling Tasks

· Because of the complexity of the survey process, it's virtually mandatory to formulate a survey project schedule.

· All project schedules have the same two basic objectives: planning and control.

· The schedule ensures that each task will be done and done when it should be done.

· The schedule also serves as a bench-mark or standard to compare performance with the plan and adjust the work or change the schedule when necessary.

· Monitoring and Controlling

· The project time schedule is a working document to which the researcher refers more or less constantly.

· If delays extend the duration of a task, the project manager has two options: change the schedule, shift​ing the subsequent, dependent tasks to a later time, or changing the work by arranging to do it or later tasks in a shorter time.

· The survey project manager would be well-advised to share both the original time schedule with the spon​sor and to up-date the sponsor periodically regarding the progress of the work.

· If there's a delay, notify the sponsor immediately.

The Final Project Plan

· The important factor for the researcher to note when completing the survey project plan is the necessity for an integrated project.

· It's always advisable to express the elements of the project plan in written form.

· The project outline should be submitted to the sponsors, with whatever annotation they might require.

· When the project outline is approved, it serves as the basis for an agreement or contract for the survey pro​ject work to be performed by the researcher.

· For those projects where the researcher sponsors the survey, it's advisable to submit the project outline and obtain comments and suggestions from others who might provide insight by virtue of their train​ing or experience.
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