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Online Data Collection

· Refers to data collected by email, email attachment, newsgroup inquiry or invitation, Web questionnaires.

Plain Text Email Surveys

· This is the simplest, least sophisticated internet data collection method.

· The main advantages are simplicity and universality.

· Anybody who uses email can be reached with plain text email questionnaires.

· Respondents can click "reply," fill in their answers and click "send."

· Attractive formatting and column alignment may be difficult or impossible.

· They restrict or prohibit listing the record format on the questionnaire.

· Editing, postcoding and data transfer are arduous for a large number of responses.

Email Questionnaire Attachments

· Questionnaires can be delivered (and returned) by attaching them to email messages.

· Respondents are asked to open the attachment and insert their answers.

· They must also attach the completed questionnaire to the reply.

· This method should be used only in very special circumstances.

· Everybody must have a system and word processor that will open the attachment.

Web Surveys

· Web surveys are vastly superior to email questionnaires or attachments.

· Almost everybody who uses email also has Web access.

· There are still many people who don't have Web access.

· The researcher has to be sure the entire population to be surveyed will have Web access.

· Decisions should be governed by judgments about how each choice will affect:

· The response rate.

· The reliability of the data.

· The validity of the results.

Static Web Questionnaires

· These are simple, linear "flat form" questionnaires on one or more Web pages.

· They don't have animation, sound, or video clips.

· The inclusion and order of items are identical for every respondent.

· The questionnaire consists of one or more "forms" containing :

· Instructions

· Questions

· Scales

· Response elements can include:

· Checkboxes

· Pop-Up Menus

· List Selection Fields

· Radio Buttons

· Text Fields

· Submit Buttons

Interactive Web Questionnaires

· Many interactive features that can be included in these questionnaires

· Multiple question formats

· Single-response multiple choice (only one check allowed)

· Multiple-response multiple choice (multiple checks allowed)

· Dynamic Probing

· Single or multiple lines of text can be entered

· A "probe" question asks why that answer or some other "follow-on" response

· Skipping and Branching

· Skipping—one or more items are skipped by the program, based on the answer to the preceding question

· Branching—the program goes to specific groups of items based on the answer to the key question.

· Response Piping

· An answer to an earlier questions is saved for use in later question.

· The later question refers to or includes the "piped" response.

· Rotation and Randomization

· Rotation—the items in a list are "rotated" for each new respondent so last becomes first, the first second, etc.

· Randomization—the items in a list appear in a new, random sequence for each new respondent

· Data Validation

· Parameters for text and numeric entry fields are specified

· The program identifies and rejects incorrect entries

· It may also remind respondents what answers are acceptable

· Qualification and Quota Control

· Respondents can be screened for qualification to participate

· Quota limits can be set to avoid superfluous respondents

· "Real Time" Processing

· Processing can take place while data are still being gathered

· "Progressive sampling" can be used to achieve the desired confidence level

· Duplicate Control

· Several methods can be used to avoid duplicate respondents

· Cookies

· Singular IPs

· Unique URLs

· Unique passwords

· Later cleanup

Advantages of Interactive Web Survey

· Response rates are usually higher than mail surveys.

· Questionnaires are much more colorful and attractive.

· The response task is typically easier than mail and may actually be fun!

· Several companies provide full or partial Web survey services.

Disadvantages of Interactive Web Survey

· The technology is complex and may be demanding or expensive.

· Interactive questionnaires require multiple pages.

· The respondent must click a "continue" or "SUBMIT" button to send an entry.

· The host server must respond with a new page to interact with the respondent.

· This creates more traffic and may burden the host server, slowing response.

· One question per page may seem like an endless task to respondents.

Postal Mail Survey Characteristics

· Self-administered

· The "cosmetic" aspects of the mail survey are very important.

· The mailing piece is the only contact respondents will have with the researcher and the project.

· The mailing piece must "stand on its own" and do the entire job--winning cooperation, capturing data, and re​turning it to the survey headquarters.

· The preparation and mailing of the survey must receive very careful attention, so that every detail will be handled properly and mistakes or inadequacies kept to an absolute minimum.

Mailing Piece Production

· The relatively high percentage of non-response is by for the most important shortcoming of mail survey data collection.

· The appearance and quality of the mailing piece and its contents have a very important effect on mail survey response rates.

· It's always best to plan and create a mailing piece that's consistent in its quality.

· Aspects that apply to all of the mailing piece components: the paper, color, print, size, layout, attachment, and envelope.

The Paper Stock

· Paper is the vehicle for mail inquires, while the printing is the voice of the interrogator.

· The quality of the paper used in a mailing will affect the general impression the recipients have of the pro​ject.

· The paper should be opaque so the print on the back of a page or on the following page won't show through the paper.

· Paper with a smooth surface is advisable for almost all surveys.

· Slick surface paper isn't advisable for survey mailing.

· It's most effective to use matching envelopes and paper stock for a survey mailing.

· Using bright, garish colors will have a negative, rather than a positive effect.

· White paper is always perfectly acceptable, but pink, blue, and yellow paper should be avoided.

· The cover letter and questionnaire for a mail survey should ordinarily be on standard 8-1/2 by 11 inch (letter size) paper.

· The standard number 10 business letter envelope is quite satisfactory for nearly all surveys.

· The return enve​lope should be a number nine, reply envelope, so that it will fit inside the mailing envelope without folding.

Print Characteristics

· Black ink is always acceptable for mail surveys.

· Red ink should be used only for heading or highlighted items in a two-color printing, but never for the entire questionnaire.

· If the cover letters for the survey will be individually hand-signed by the sender, the signer should use a blue pen, rather than black.

· Generally, the more conventional the typeface chosen, the better.

· Conventional typefaces vary from completely sans serif type to heavily seriffed.

· Seriffed type is often a little easier to read on the pages of a book or newspaper, but sans serif  type in a self-administered questionnaire lends a more technical, scientific tone to the document's appearance.

· Space is always at a premium on a self-administered questionnaire.

Page Layout

· The page layout actually "says" something to the recipients before they begin to read the printing.

· The format of a self-administered questionnaire is important because it affects the likelihood the respondent will complete and return it.

· Bold-face, italicized, and/or underlined type will highlight words or phrases so that respondents are sure to recognize key words.

· Use a conventional layout.

· It's very important that every page of the questionnaire has an ample amount of "white-space."

· When multiple pages are required, they should be attached to one another so that they won't become separated or the questionnaire completed in the wrong sequence.

· The most impressive method of attaching a multiple page questionnaire would be to use a "booklet" format.

· Pick an envelope size that's appropriate to the content and avoid very thick or bulging mailing pieces.

· When possible, arrange the insertions so that the cover letter is the first thing those who open the mailing will encounter, followed by the questionnaire, itself.

Vendors and Services

· "Namelist" - the listing of people to whom the survey is to be mailed.

· In-house lists may be obtained from inside sources such as internal accounting or personnel records.

· Namelists can be purchased or rented from firms who specialize in the management and sale of namelists.

· The principle market for namelists consists of those who use direct mail advertising to market their products or services directly to buyers.

· Post office personnel are valuable sources of information and assistance.

· All the necessary information should be gathered and all the required approvals should be obtained before any component of the mailing piece is finalized and produced.

· It's advisable to compare both cost and availability of paper, between printers and paper suppliers.

· Graphic art shops and desktop publishing shops may provide very valuable services for mail survey re​searchers who don't have their own capabilities in these areas.

· The largest customers or clients of desktop publishing and mailing ser​vices are advertising agencies .

· The requirements for an effective print advertisement are very different from those for an effective survey questionnaire.

· Advantages to using a "full service" printing company:

· The research staff does not have to spend as much time and effort delivering, picking up, and dealing with several different vendors.

· The coordination is likely to be better when a single firm does several tasks.

· Mailing houses specialize in assembling all the printed materials, folding, in​serting, sealing, affixing postage, presorting, and delivering the mailing to the post office.

· Mailing houses are typically geared for very large mailings, tens of thousands, hundreds of thousands, or even millions of pieces.

Mailing Piece Components

· Five major components:

· The mailing envelope

· The cover letter

· The questionnaire

· The return envelope

· An inducement (optional)

· The mailing piece has to be integrated; the components must be consistent and compatible with one another.

The Mailing Envelope

· Nothing should be printed on the back, and the front should contain only three elements: the name and ad​dress, the return address, and the stamp or metered postage imprint.

· The mailing envelope can be addressed either by typing or printing directly on the envelope, or by affixing labels containing the names and addresses of the potential respondents

· Must always contain a return address; without it the researcher would not be able to determine the number of mailing pieces that were not delivered.

· The return address should be printed in the upper, left corner of the envelope; labels should not be used.

· The response rate will be greatest when first class postage stamps are affixed; it's least with a bulk mail per​mit.

The Cover Letter

· The letter that introduces a mail survey to respondents.

· It must explain the project and win the cooperation of the recipient.

· Form and style of the letter are important.

· The letter should be geared to the nature of the responding sample.

· General conventions for a business letter should be observed.

· It should not be "over the head" of the least sophisticated respondents.

· Bulk printed cover letters are the least expensive.

· Response rates can be increased by including a personalized letter, but the disadvantage is the cost of the let​ters.

The Questionnaire

· The more professional and important the questionnaire appears to be, the more likely the respondents will complete and return it.

· It should be inserted into the mailing envelope so it will be the first thing the recipient sees after reading the cover letter.

· The first page or front of the questionnaire should be especially attractive.

· Multiple pages should be stapled or attached.

· It should have a title printed at the top of the first page, or at the top of each page.

· The entire questionnaire should comprise an integrated "package" that's obviously one document.

· If one part of the questionnaire has to be modified, the change will often require changes in several other parts, as well.

· The internal part of the questionnaire should consist of clearly defined sections.

· The researcher must never fail to examine the "proofs" and drafts of the work of others.

The Return Envelope

· It should be smaller than the mailing envelope so that it can be inserted into the mailing with folding.

· It should contain both an address and return address, although they are usually the same.

· No labels should be used, the address should be printed.

· Affixing regular, first class postage stamps result in the highest response rate.

· A business reply permit is an acceptable alternative for most surveys.

Inducement to Respond

· Need not be of great value.

· A token of appreciation; they don't have to pay recipients for their time and effort or compensate them for re​sponding.

· Tend to catch the recipients' attention and put them in a more positive frame of mind.

· They can create a sense of obligation to respond if the inducement is sent with the original mailing on the assumption that recipients will complete and return the questionnaire.

· Inducements that are contingent on receipt of a completed questionnaire are often inadvisable for several reasons:

· They require a second mailing or later delivery to all those who respond.

· Such an inducement is often seen by recipients as "pay" for completing the questionnaire, and so it must be fairly valuable or it may actually inhibit response.

· The inducement is more likely to influence the manner in which people respond, introducing a serious source of bias.

Six Criteria for Selecting Inducements

· Economy - The objective is to find something that the recipients will value highly, but that won't cost much for the sponsor to provide

· Nonreactivity - The inducement must not influence the nature of the responses to the survey question. It shouldn't be directly associated with the topics, issue or sponsor, so that recipients "react" to the items in a certain way.

· Uniqueness - Inducements that aren't otherwise obtainable by the respondents tend to be more attractive.

· Value - An inducements must be of sufficient value so that it doesn't demean the importance of the sur​vey.

· Luxuriousness - Gifts which respondents would probably love to own but wouldn't be likely to purchase for themselves are the most potent an effective inducements.

· Individualization - If the inducement is "personalized" with the individual's name or otherwise directly re​lated to the individual, such as referring to their occupation or some other attribute or characteristic the recipient is known to have, it tends to have greater value.

Types of Inducements

· Cash payments

· Fails to meet most of the criteria, but it's often used as an inducement.

· "Disappears" into the individual's pocket without a trace.

· It may appear the person is being "paid" for participation, yet the amount isn't likely to compensate them very adequately for their time and effort.

· Certificates or passes

· The inducements cost the sponsor little or nothing, yet they are very valuable to the recipients.

· Drawings or sweepstakes

· Only one prize has to be delivered.

· Requires the respondents to identify themselves.

· Some people will refuse to reveal their identity, especially if the survey topics or issues are controversial or confidential in nature - Asking them to relinquish their anonymity may decrease, rather than increase their response rate.

· If those who love to enter drawings and those who don't also hold systematically different views on the issues or topics of the survey, the inducement will cause nonresponse bias.

· Recipients might respond because they want to enter the drawing, but might lie or distort their answers because the won't be anonymous. This will increase response bias.

Reports of results

· Such reports are particularly attractive to business, organizational, or professional respondents when the survey is to measure work-related issues.

· Requires respondents to reveal their identity in order to get the report.

Mailing and Receipt

· When choosing a time to mail, the researcher should be aware of any external event that might influence ei​ther the response rate on the response, itself.

· Rather than waiting a long time to begin analysis, the researcher is advised to monitor the number of returns received per day and to decide on a cutoff date.

· The number of nondeliverable pieces should recorded. The percent of nondeliverable mail is an indicator of the quality of the mailing list.

· The raw (gross) response rate can be computed by dividing the number of returns by the number of pieces mailed, less the number of non-deliverables.

· The net rate can be computed in the same way as the gross rate, after editing and data transfer, based on only the number of usable responses.

· "Re-mailing" - When the response rate is difficult or impossible to forecast, it may be necessary to follow the initial mailing with another, after computing the initial rate.

· "Re-dropping" - occurs when the researcher reminds survey recipients to respond, and it can be done in two ways:

· Send a post card or note, identifying the questionnaire sent earlier and urging those who haven't done so to complete and return it.

· Send a duplicate mailing. This shouldn't be done unless the researcher can identify duplicate responses from the same individual.

· The questionnaire should be sight-edited, or examined to eliminate those that aren't usable.
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