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[bookmark: _Toc81117668]I. Opening Remarks and Overview
Buongiorno.
Per iniziare questa presentazione, voglio condividere con voi i tre argomenti che costituiranno lo scheletro del mio seminario sulla metodologia di indagine.
Il primo argomento riguarda come vedere il mondo attraverso una lente psicologica. In altre parole, come io vedo il mondo. Quali sono i vantaggi della collaborazione con un metodologo o uno psicologo esperto di sondaggi? È importante sapere che questo tema percorre tutto il seminario.
In secondo luogo, voglio farvi capire come sia incredibilmente difficile costruire un "sondaggio davvero buono". Ma allo stesso tempo, voglio anche farvi capire quanto può essere facile ottenere informazioni dagli intervistati. Se le informazioni siano anche "utili" è una questione aperta. 
[image: New York City Photos - Featured Images of New York City - Tripadvisor]Pensate alla vostra prossima visita a New York City. State visitando Greenwich Village. È ora di pranzo e avete fame. Fermate una persona e gli chiedete "Come arrivo a Ray's Pizza? Ho sentito dire che la loro pizza è autentica italiana.” La persona sorride e vi dice: cammina per circa quattro isolati in questa direzione, poi gira a destra. Taglia attraverso la zona universitaria e attraversa l'ottava strada. Lì troverai una grande piazza. Rays' Pizza si trova sul lato destro di Prince Street. Camminate per un isolato o due, ma vi sentite un po' confuso dalle indicazioni di quella persona. Fermate un'altra persona e gli fate la stessa domanda. Questa persona dice: "gira a destra qui all'angolo, poi prosegui per 3 isolati fino a Prince Street. Attraversa sul lato destro della strada e lì al numero 27 c'è l'originale Ray's Pizza, pizza in stile Napoletana!”   
Come potete vedere, si può fare la stessa domanda, ma ottenere due risposte molto diverse. Ciò è dovuto forse alle "differenze individuali" nelle persone a cui avete fatto la domanda. Dipende anche dal contesto in cui ponete le domande. Lo studio delle differenze individuali appartiene alla disciplina della psicologia. E così torniamo al primo argomento che vi ho citato. Avete bisogno di uno psicologo quando progetti sondaggi perché state esaminando il comportamento umano. Il secondo punto che voglio sottolineare è la necessità di un'attenta riflessione durante la costruzione dei sondaggi. La qualità delle informazioni che ottenete è direttamente collegata alla qualità delle domande che avete posto. 
Come ultimo tema, voglio condividere con voi gli intricati passaggi necessari per creare un'indagine davvero valida. Questo vi aiuterà a dare un senso ai dati che raccoglierete. In altre parole, voglio mostrarvi come utilizzare gli "strumenti della metodologia di indagine". Ciò vi consentirà di ottenere informazioni utili. Faciliterà la pubblicazione degli studi. Ancora più importante, vi aiuterà a prendere decisioni che potranno cambiare il volto dell'assistenza sanitaria in Italia.
Questi tre temi costituiscono lo scheletro della mia presentazione. Faremo in modo di esaminare da vicino questi temi durante i nostri incontri.



[bookmark: _Toc81117669]II. Seminar Highlights
This seminar consists of three components. The first component addresses issues relevant to survey design, including item selection, response formats, survey layout and design, delivery platform, sampling frame, and any necessary considerations required for the “construction of a survey questionnaire.” In its entirely this component addresses what is considered the basics of survey methodology. The second part addresses data management issues, especially how to prepare the data for analysis (i.e., variable transformations, treatment of missing data, and examining the data quality). The third part addresses statistical analysis, including readying the results for publication, dissemination and final assembly of a report, should it be required by a funding agency. The funding agency can be a government entity, a client, or your department, regardless, you must summarize what you found from conducting the survey. The final section addressing statistical matters provides at best a “helicopter” view of procedures for analyzing data without getting too lost in the “trees.” The content purposively avoids statistical proofs (you can always consult with a statistician or read any one of several statistical books), which should be available to you both prior to and during the time you design and construct your survey. 
The lack of detailed attention to statistical analyses is not meant to minimize the importance of analyzing the data, rather this course focuses more on the design and construction of surveys, a process that precedes statistical analysis. However, it is wise to consider that when designing your survey, you can certainly benefit from knowing the intended analyses that will be used to test your explicit research hypotheses. An entirely separate course would be required, administered over an extended period of time, to dig deeper into the wealth of knowledge regarding applied survey data analysis (see, for example, Heeringa, West, & Berglund, 2010). By necessity, the three components are taught in a sequential fashion, however, rest assured that they go hand-in-hand when designing and constructing survey questionnaires.
The seminar provides a brief, topical overview of the major concerns you face when designing and implementing public health surveys. The course is not meant to “drill” down into details, for example, which statistic provides the better approach to address non-normality or how to handle missing data. These are complex issues to which whole books have been devoted, with the end result that there are many different opinions available on these topics that can be obtained from experts in their respective fields. The best we can do is appreciate the problem, apply the best tools we have available and then begin to chip away at the data to learn more about factors that influence the publics’ health, what places some individuals at greater risk (or protection), service delivery, and barriers to optimal care.



[bookmark: _Toc81117670]III. Things About Survey Methodology You Should Know …
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This section introduces readers to the team concept used in building high-quality surveys
Most surveys are developed by a research team working together seamlessly. This is largely due to the observation that no one individual possesses all of the skills and substantive knowledge necessary to design and administer a survey. Design and implementation of a survey would entail multiple skills and in different areas. This can include but not be limited to conducting background research and a literature review to find out more about the substantive focus of the survey. Then, another step involves a series of decisions regarding construction of an appropriate item pool, and in some cases, where foreign language translation is required, translation and back translation. Once the item pool is translated, survey construction continues with preliminary cognitive field testing to make sure the items are developmentally appropriate and culturally sound (the items mean the same thing or elicit the same interpretations in different cultures). After this stage has been completed, thoughts must turn to the recruitment process, particularly if the study design involves a large-scale population-based survey involving large numbers of respondents. The method for fielding the survey, timeframe, and expected response rate all factor into the design. Eventually, the survey must be administered, whether it uses the traditional “paper-and-pencil” method or using an online digital platform with crowdsourcing (i.e., SurveryMonkey or Amazon’s Mturk). Even then, the work is not completed even when the survey responses are collected. The next phase includes data management and statistical analysis, providing insight into the patterns in the data, perceptions of the public, their attitudes and beliefs, intentions and behavior. Eventually, this information provides a basis to report back to the client, which can be a government agency. In many cases, results of surveys are published in the scientific literature and this decision also requires making selections as to what will be reported, and how to best showcase the data. Taken as a whole, this is an impressive set of skills, rarely encountered in a single individual. Also required is the substantive knowledge that is guiding survey construction, including the “theoretical components” (this can also be a logic model) that address “why we are conducting the survey.” 
Whether a survey is intended to canvass a select and relatively small sample or intended to assess behavior in the population, the resulting survey questionnaire should reflect the product of team effort blending the skills of different individuals. Consider that the statistician may be quite familiar with weighting schemes, statistical power, and even psychometrics (scale construction, reliability and validity), but not an expert in planned missingness designs and imputation strategies. Many surveys specifically focus on a substantive area, for example, family functioning and child development. Here, knowledge is required about parenting practices (monitoring, communication, boundaries and parenting strategies) as well as child development at different stages (emotional, physical, cognitive, and social). In many cases, a developmental psychologist might weigh in on how to structure questions, and at the same time, if the focus is on parenting skills and their influence on drug use in the child, an even more expanded set of skills would be required. 
A different example might include surveying high-risk populations (men who have sex with men and HIV transmission risk), which requires an individual with knowledge of HIV transmission, prevention, high-risk health behaviors, and knowledge of sexuality in the male population. These two examples show how a firm substantive foundation is required in each of these areas before the survey is even constructed. When designing a survey, one must consult the literature, have a firm sense of what is known about “risk” in the population under study, and possess a clear picture regarding the objectives of the survey. Not understanding the population at hand can be detrimental to building rapport when participants “take the survey.” For instance, parents may object to revealing information about how they discipline their child, whether they spank or yell at their children. As another example, MSM may resist sharing how frequently they engage in unprotected sex, how many sexual partners they may have (or frequency of sexual encounters), and whether they have tested positive for HIV. These population-specific concerns place demands on the person writing the survey items and suggest that they must have very specialized or nuanced expertise.
In a medical or public health setting, some individuals will have substantive knowledge of the topic (e.g., chronic kidney disease, caregiver behavior for patients with Alzheimer’s or mental health service utilization) while other members of the team will possess very different backgrounds. For starters, each team requires someone who has a working knowledge of psychometrics. This individual can weigh in on the use of abridged scales (if not the full set of items, then which items?) and also be responsible for constructing new items de novo. When it comes time for analysis of the data, the same person can evaluate the reliability and validity of items, and apply such techniques as 2-PL Item Response Theory to evaluate the efficiency of different items to assess a latent “trait” (i.e., personality theorists frequently use this technique). A different strategy might rely on confirmatory factor analysis techniques to evaluate the “purity” and validity of underlying ‘hypothetical’ constructs. Hypothetical constructs are “unobserved” and rather inferred from the associations among observed measures. A few examples of hypothetical constructs would include “attitudes toward science,” “beliefs toward vaccination,” “perceived stress,” and “coping skills.” In each case, the unobserved latent construct we infer results from the associations among the observed items.
[image: Doctors Love Their iOS Devices, According To A Recent Survey]A different individual may be involved in pilot testing the survey, or spearhead the translation process converting item wording from English to Italian (or vice versa). Large population-based surveys also should undergo extensive cognitive testing where survey questions can be evaluated for their cultural and developmental appropriateness. A different person may be responsible for distributing the survey, including designing a web-based platform (i.e., Amazon Mturk, Qualtrics or SurveyMonkey) for data capture. There should be a person on the team who has sound statistical knowledge for data analysis, but even this person may not be aware of all the very highly specialized applied survey analysis techniques available to examine survey data.

The original intention of a survey may be to find out whether certain healthcare services are being utilized and whether those that are offered are currently desired by a particular population. For instance, an administrator may want to obtain an impression of healthcare service delivery and utilization in a specific region, neighborhood, or even a larger civic entity (province). This effort requires even more extensive knowledge regarding delivery of community-based medicine. An effort could be made to tie self-report survey data to administrative data reflecting patterns of healthcare utilization and financial expenditures. Reaching deeper into the skillset bag, another member of the team may write up the study findings in the form of a report to the funding agency or wish to submit a publication for peer review. This effort requires some awareness of the entire operation from soup to nuts (i.e., where did the survey items come from, were they abridged scales, psychometric evidence, and were any items written ‘de novo”). As you can see, survey methodology is a very detailed and complex process. Perhaps most importantly, there should be “institutional history,” in other words, a type of record keeping that can be used to guide the team in the process of survey construction, dissemination, analysis, and report writing. Far too often, data is available for secondary data analysis, but there is little in the way of records showing how items or scales were created, their original source materials, and how “decisions” were made in terms of sampling, recruitment, and survey administration.
This section introduces readers to the need for human subjects’ protections
Before we put the cart before the horse (an expression meant to convey “getting ahead of yourself”), your team may also be required to obtain ethics committee approval covering research with human participants. Ethics approval can be very “nuanced” especially if you are not requesting an “exemption” for secondary data analysis or conducting evaluative studies in schools. For instance, if you are sampling children in families, you would require approval for the child to be involved in the study as well as their parent. Two different types of written informed consent are needed, one for the child to “assent” to the research study (written at a level of language the child can understand) and separately one for the parent consenting to be part of the study and giving permission to allow their child to be a research participant. Studying the health of families is thus burdensome from an ethics point of view, since it is important to recognize that parents convey health-related behaviors to their children. If we want to understand how health behaviors are “conveyed” from parent to child, we need to examine both the parent and the child, their communication patterns, and how families transmit risk and or protection. In the US, no child may participate in a research study without both a parental consent and assent form linked together.
[image: Red flag PNG]Usually, surveys of the general population do not raise “red flags” during ethics review unless very sensitive questions are asked as part of the questionnaire. There are examples where individuals taking a survey have “adverse psychological reactions” to a question, which may be emotionally distressing. In places where individuals can write down answers, they can reveal very sensitive information including providing testimony to child abuse or other incidents that convey tremendous psychological consequences (i.e., thoughts of suicide). In these instances, the ethical review board that governs human subjects’ protections wants to be assured that some measure will be available to provide counseling to the individual or at the very least a referral to community agency that can professionally help the individual with a personal crisis. All of this will factor into what questions are included on a survey questionnaire. If the group feels that it is essential to include sensitive questions there should be considerable discussion regarding the overall contribution and value of the answers to address the goals of the study.
Strategy is also a crucial component in survey methodology. Consider a study examining attitudes toward mental health care in the elderly. First, the team must define “elderly,” which has at times been considered 55+ or 65+ (this also may be culturally dependent). How will the research team identify the elderly making up the desired population and furthermore, find ways to reach out to them? If there is a curated list of “elderly” available (e.g., identifying households with a person > 65 years of age), how successful have other research teams been gathering information using a curated list of elderly? Is this the “best” way to reach the elderly and what is the expected response rate? An important concern is how frequently the curated list is updated, a question you can pose to the vendor selling the list[footnoteRef:1]. The sum total of the required to properly design and field a population-based survey at the very least highlights the need to build the research team “before” the survey even contains a single question. The “team” provides the foundation on which good surveys are constructed. [1:  In one nationwide study of medical providers, we found that the lists are compiled by individual state licensing boards and then ‘curated’ by the marketing and direct mail vendor. Curation means contacting each individual and asking them whether they wish to be contacted for surveys or rather have their email remain “silent.” For those granting permission, the vendor then adds household and financial information (obtained from credit agencies) to the list. This latter strategy allows the end user the opportunity to create weights using this information and reduce bias from nonresponse in the even that only a subsample of the entire list responds.] 

[bookmark: _Toc81117671]IV. FOUNDATIONS OF SURVEY METHODOLOGY
Perhaps the first question one should ask when initially designing a survey is “what are our goals?” Immediately trailing this question is “what do we want to know,” and furthermore, trailing this question is “what will we do with the results?” Although there are additional questions that can help guide survey construction (i.e., what budget funds available, what are the known levels of risk in the population, are there external pressures by funding agencies), the bottom line is that survey construction and implementation should be guided by a practical set of questions. If the overarching question pertains to service utilization (e.g., “who uses our services and how often”) then survey questions can be constructed to learn more about frequency of service utilization (“how often have you seen a mental health counselor in the past year?” followed by “which facility did you use to meet this person?”). Furthermore, response formats should match the knowledge to be gained, whether it is a frequency format (e.g., “never”, “rarely,” “sometimes,” “often,” and “always”) or an attitudinal format (“strongly disagree,” “disagree,” “neither agree or disagree,” “agree,” “strongly agree”) versus prioritizing (e.g., “not a priority,” “low priority,” “medium priority,” “high priority,” “essential”). 
However, the funding agency may want to know literally how often respondents use a particular service available in the community. In this case, the question could read, 
“How frequently do you use this service”: indicate # of times 
	1-5 times

	6-10 times

	11-20 times

	21-50 times

	more than 50 times


With a box containing the instruction, “mark down how many times you used a mental health service in the past year.” 
Even better, if the precise number is not of concern, but just a ballpark figure is needed, then the same question can be posed to respondents with the following response format:
With the appropriate instructions to “mark the circle that corresponds to how often you use this service.”
Can a person see a counselor or therapist more than 50 times? Sure, if they have individual counseling sessions once a week, and with vacation time included, that would be approximately 50 times a year (more if they combine one group session each week). Outliers can always be trimmed to manage variance terms. A different question posed about service utilization can warrant a slightly different response format. For instance, asking “how much do you agree or disagree with the need for maintaining free counseling services on an outpatient basis in your region?” This question might require a different response format, matching the “attitude” (subjective evaluative state) component asking respondents if they believe this service is “needed” (e.g., important, pleasant, desired, valued).
Additional questions will then ensue, particularly those regarding identifying the sample, how respondents will be culled from the general population, how you will contact them (method of outreach) and what type of platform will be used to gather data (mobile or Internet, in-person at a clinic, or collected at a local health fair). In addition, if you recruit using email then you will need to think about the contents of the introductory email you send (this is crucial as it is the first attempt to reach out to the sample), whether you wish to use social media for recruitment (i.e. Facebook, Twitter, Reddit, Craigslist, Instagram), how you will present the “intent” of the survey in a manner that does not bias responses, and whether you will reward participants with incentives (movie tickets, raffles or lottery, gift cards or shopping vouchers for local businesses). When all of these questions are resolved to your satisfaction, you still need to address whether you will publish your results, in what journal, and how you will frame the “goals” of the study. Many journals now include specific instructions on how to report findings obtained using “Internet-based web-surveys” including the new CHERRIES nomenclature[footnoteRef:2]. These are only a few of the many important questions you will need to ask before you even start to write the first question for the survey. [2:  Eysenbach, G. (2004). Improving the quality of web surveys: the Checklist for Reporting Results of Internet E-Surveys (CHERRIES). Journal of Internet Medical Research, 6(3), e34. For a slightly different reporting methods, see Eysenbach, G., and the Consort-Ehealth Group (2011). CONSORT-EHEALTH: Improving and standardizing evaluation reports of web-based and mobile health interventions. Journal of Medical Internet Research, 13(4), e126.
] 



Below are ten “tips” for constructing a survey. All of these were culled from several highly valued books on survey research. Each tip provides a summary “review” of what we have discussed so far and also what you will hear in the seminar. These tips are essential for designing and constructing a survey (regardless of administrative method) and obtaining the best quality data you can obtain.


[bookmark: _Toc81117672]V. Ten Tips for Constructing Survey Questionnaires



This section explores social exchange theory applied to surveys
[bookmark: _Toc81117673]VI. HELLO! WOULD YOU LIKE TO TAKE MY SURVEY?
The ten tips are useful only if you look at a survey from a holistic point of view, trying to find ways to seamlessly bring the different pieces together into a unified whole. In truth, before you even begin to construct the survey you have to think about your recruitment effort, the way in which you will “reach out” to potential respondents, and how you will introduce yourself. This can take shape as a letter sent to their home or for web-based surveys an email (with a hyperlink to the survey) requesting their participation. This is a make or break “encounter” that can go a long way to obtaining much needed information or take a different route and turn them off. The opening remark (letter or text on a screen) can be a pivotal moment in the recruitment process and why I encourage you to think long and hard about how to present your survey. You are “initiating” a conversation and you want the respondent to remain engaged in a mutually beneficial interaction.
[image: Logo Design Questionnaire]To a large degree, the survey literature relies on social exchange theory to build a case for how to design introductory letters and how surveys should take shape. The basic premise of social exchange theory is that participating in a survey contains two important components, one invested in “cognition” and the other recognizing that survey responses are based on “motivation.” In other words, thought goes into whether an individual will participate and take a survey and motivation factors into how well they will apply themselves while taking the survey.

According to social exchange theory, a survey is part of an ongoing social exchange where individuals weigh the costs and benefits of responding to a survey. By “costs” social exchange theory means opportunity costs (how much time will I spend on this survey and what will I lose in answering these questions, time, money, or otherwise). Benefits or rewards refer to what the respondent can “gain” by taking the survey. Here, we can appeal to the respondents’ desire to improve their neighborhood, boost the availability of resources (mental health counseling centers) or reduce crime (allocate greater budgetary funds to increase police protection). In any of these examples the “rewards” are based on civic involvement and pride and the desire to improve one’s lot in life.
Rewards can also be embedded in the survey introduction letter, by saying “We appreciate your input,” “you have been selected to participate in a national sample,” and “please take a moment to answer a few questions about services in your neighborhood.” In addition, a recruitment email can include the respondent’s name or title, and lead with a very personal line, “Medical professionals like yourself desire to see improvements in patient care …”
Other forms of appeal can include, “You can help us build a better mouse trap …” or “We need your advice on how to improve your neighborhood …” Other forms of appeal that accentuate rewards include, “Dues paying members like yourself …” and “With your help …”
This section introduces readers to the budgetary preparations that are made prior to constructing a survey
[bookmark: _Toc81117674]VII. Budgets are Easy
[image: Budgeting the unknown amid a pandemic - REMI Network]
Everything has a price tag or stated differently, “there is no such thing as a free lunch.” This adage applies to every aspect of life including survey methodology. Frequently, the person or persons tasked with designing a survey have to consider the size and scope of the population, how large a sample needs to be in order to qualify as “representative” (will weighting for selection be required) how quickly the results are needed, in what time frame, and at what cost. Bearing down on all of these considerations is the limited resources that are often available to address societal public health concerns. The cost of vaccinating a particular population far outweighs the cost of surveying a sample drawn from the larger population to find out why certain individuals are “reluctant” to be vaccinated. However, both the administration of vaccines as well as the population’s fear of vaccines are crucial features in the public health campaign to stop the spread of COVID-19. They just represent two different faces of the same “epidemiological” coin, so to speak. 
The are many examples that illustrate how financial considerations enter into the design of surveys. In the case of the US National Health and Nutrition Examination Survey, conducted annually using a nationally representative household sample (~7,000), mobile buses that serve as testing laboratories are driven to the farthest recesses of the country to obtain biological measures including urine, blood, and DNA samples collected for a repository as well as other physiological measures. This information is combined then with a physical examination and personal health information taken during an in-person interview, the latter including dietary practices (i.e., consumption of fruits and vegetables), mental health, physical activity, health conditions, access to health care, immunizations, insurance information, functional limitations, and disability.
Other large-scale representative surveys face many of the same issues whether conducted in the US*[footnoteRef:3] (NESARC, NHANES, NLSY, MTF, NYTS) or Europe (EHES, EQLS, SHARE), they all must confront certain financial limitations. These limitations determine the sampling frame, frequency of administering the survey, the assessment strategies (i.e., taking BP, measuring BMI, Complete Blood Count with differential, proteinuria, triglycerides) that can be included in the study, as well as the number of questions that are used during the “in-person” interview, which can be extensive. [3:  Abbreviations: EHES = European Health Examination Survey; EQLS = European Quality of Life Surveys; MTF = Monitoring the Futures; NESARC = National Epidemiologic Survey on Alcohol-Related Conditions; NHANES = National Health and Nutrition Examination Survey; NLSY = National Longitudinal Survey of Youth; NYTS = National Youth Tobacco Survey. SHARE = Survey of Health Ageing and Retirement in Europe.] 

Even before you begin to scratch out ideas about the survey, you must outline a budget. Usually, this is included either in your proposal to the funding agency, or in response to a request made by a client. Essentially, you must consider the overall cost of preparing a survey from start to finish, and add to this dollar figure costs for data collection, statistical analysis, and report construction. All of this must fit within the client’s budget or be suitable for a grant, which may have financial limits. Preparation of a budget is usually the first thing that happens when a project begins, because, despite not wanting to hear this, “cost can dictate the science.” (it should be the other way around, that science dictates the cost, but unfortunately, budget limits often limit the scope of the work we can do, despite our best wishes).
Preparing a budget to conduct a survey should be as easy as making pie. Consider, that you only have to cost account for producing each survey, perhaps using a single cost factor like 1.5 €uro to produce a survey (this includes the platform fee for delivering the survey that Qualtrics or some other commercial crowdsourcing platform would charge). Then, you can add some funds to cover statistical analysis. Did we get this right? Or is this cost accounting formula too simplistic? To be quite honest, there are innumerable hidden costs in developing surveys. It is these details that will make sure you have sufficient funds to cover all of the different facets or survey administration, each of which requires cost-accounting. For instance, let’s say you compile a survey and get ready to distribute it using an online platform. How will you know if the survey is “readable” and whether respondents understand the questions? What if you took several items or even whole scales from a survey instrument normed in the US and written in English? 
There are other considerations that factor into the survey “build” and may engender hidden costs. For instance, construction if Italian researchers want to use items that were normed in the USA, they will require some test of the developmental and cultural appropriateness of the questions. Both of these issues will factor heavily into participants’ responses. Questions that may make sense to an American may require a slight alteration of the item wording for Italians, as many words don’t have the same meaning in the two cultures. Likewise, scales written for adults may not appeal to youth, or may not be understood with the same meaning. An incredibly large and copious scientific literature now exists to address the use of cross-validation of instruments in different cultures (Google Scholar shows 124,000 results for a search in the past decade using the terms “Cultural validation” and “Assessments”). From a budget point of view, translation of instruments may require no less than three individuals to handle the process of translation and back translation, plus there is a component that should involve “field testing” the instrument, which often involves focus groups and cognitive testing (much of what can be done online now), all of which generates new and perhaps unanticipated costs.
Furthermore, as part of recruitment for a web-based survey, you will need to send out emails to potential respondents. These emails can usually be obtained by contacting a private direct mail or database company that charges clients for highly specific “mailing lists.” Examples of mailing lists might include all physicians licensed in a particular state (region) or an entire country, all licensed nurses or physician assistants, all retail pharmacists, or all hospital administrators. The costs of purchasing lists are often based on anticipated “uses,” which means how many times you will reach out to potential respondents and send emails requesting their participation. Also, you should ask whether you need to send out reminders? In other words, you send out an email asking for an individual to participate in an important survey and a week later they have not opted to participate. The recommended technique is to send a second “follow-up” reminder or even a third in some cases. However, companies that provide lists bury “silent tracking indicators” in the list to inform them how many times you are using the list, a way to monitor compliance with the contracts they issue. Survey vendors in the US charge “by the use” and you pay more for mailing individuals on the list three times compared to only once.
[image: A stack of coins

Description automatically generated with medium confidence]Perhaps the best way to prepare a budget is to open an Excel spreadsheet and begin to enter data that corresponds to each phase of survey construction. The spreadsheet can be broken up into individual worksheets that correspond to each “phase” of the study, beginning with costs for background research and a literature review to identify existing questions that may be appropriate to the task. Survey construction might entail using the services of a psychometrician or someone with substantive expertise to write items. If the survey is based on items used in the US or another country, translation and back translation is required, and this can be followed by field tests and cognitive interviews to make sure the items are interpreted the way intended. Online focus groups provide a ready solution to “testing items” and only require soliciting input from potential “respondents.” If you are surveying the elderly, you can field test the survey at some local community organization that provides services to the elderly. If you are field testing an instrument for youth, you can more than likely obtain input from teens at playgrounds, community centers, afterschool care, or even church organizations.
[image: 142,371 Euro Currency Stock Photos, Pictures &amp; Royalty-Free Images - iStock]Added to these costs you need to account for services provided by the labor market survey company that will recruit participants (Qualtrics, SurveyMonkey, Amazon’s Mturk). Charges for these companies fluctuate based on how refined you wish to be (target audience), the level of “screening” and the size of the population. Additional charges apply for using Application Program Interfaces, linking surveys with online demonstrations (usability studies) or programming the survey platform to achieve a highly polished and attractive look.
There is still more! Another worksheet can contain information on incentives (if a lottery will be used, how many prizes will be awarded?). Crowdsourcing sites pay respondents a small nominal fee for each survey they take. These costs can fluctuate with the length of the survey and the demands placed on survey respondents. Some vendors pay more than others, owing to competition in the market for the labor force. The overall size of the “panel” sample they recruit depends on information that you provide including your sampling frame defining the population you wish to sample and whether any eligibility “screeners” are appropriate (e.g., delimiting a sample based on age, race, education, professional experience), tolerances for margin of error, projected response rate and desired power. Added to this, there are additional costs that must be considered for statistical analysis (cleaning and analyzing the resulting data). Each individual worksheet can contain the direct cost items (materials and supplies) and provide salary figures for personnel (who is doing the task, what percentage of their work week is devoted to this study?). Then, after assembling all of these individual worksheets corresponding to the different tasks, you can combine this information and carry the dollar figures over to a summary face page costing out the final budget. 
[bookmark: _Toc81117675][bookmark: _bookmark13]VIII. Activity #1 (Writing Your First Survey Question)
Constructing a survey is no simple task. To elucidate how difficult this process can be, I have structured a culture-building task as a group activity. Activity #1 requires that you pick two to three other members in this room, gather together and write a survey question. However, to make things a bit trickier and more difficult (and perhaps “realistic”), I have assigned each group a particular survey focus. In other words, the item that you write has to match the “emphasis” of the survey that I assign to you. The purpose of this activity is to show you how your “minds” must meld together and you must write the “perfect” survey item appropriate for your emphasis. I have in my hand, several 4 x 6 index cards, each with specific written topics. I will hand each of the groups their respective card and you have 10 minutes to write the perfect survey item. Before you begin, however, there are a few caveats. First, you cannot write a question asking respondents about their demographics (age, gender, race, education). Moreover, you cannot write a question that requires additional clarification or a follow-up question (e.g., “are you currently employed,” … and then followed by “what type of work do you do, or what is your income?”). Finally, you cannot write a question without writing the response format. Included in this last stipulation is that your question must be applicable to all participants, it cannot ask women only to respond to questions about pregnancy, for instance. Also, once you have developed a question and you feel confident it addresses your survey needs adequately, tell us all how you will recruit your sample, and any sample delimitations you might want to include (i.e., pre-screening).

[image: The Liberation and Consternation of Writing a Whole Book with Paper and Pen  ‹ Literary Hub]

Topics:

Group #1: Write a question that asks MSM about their attitude toward individuals who do not reveal they engage in high-risk sex.

Group #2: Write a question that asks adolescents why they adhere to their friends’ wishes to engage in unconventional behavior.

Group #3: Write a question that asks patients in a hospital how they perceive the quality of their medical treatment.

Group #4: Write a question that asks people their attitude toward receiving mRNA-based vaccines.

[bookmark: _Toc78537227][bookmark: _Toc81117676]IX. Activity #2 (Writing Your Second Survey Question)

This culture-building activity also involves writing survey items (and response formats), however, to achieve this goal, we apply a slightly different strategy. In this activity, we wish to learn more about the delivery of healthcare in a local community. We also want to obtain some information from providers to learn more about their perspective on healthcare delivery, whether they feel they have adequate resources at their fingertips and if this enables them to deliver optimal care to patients. 

Group #1: Write a question that asks members of the local community whether they feel medical services are adequate for their needs.

Group #2: Write a question that asks community members if they feel that local mental health services are sufficient.

Group #3: Write a question that asks patients whether they felt medical providers communicate disease information well.

Group #4: Write a question that asks patients whether local medical care is sufficiently funded by the government.

Group #5: Write a question that asks providers whether they feel their team is adequately staffed to meet their patients’ needs.

Group #6: Write a question that asks nurses whether they feel independent when treating patients.

LAST MINUTE CONSIDERATIONS:

Before you begin to write your particular question, think about the following five points:
	Points to Consider
	Comments

	POINT #1: How have you defined your content focus?
	What do you mean by ‘sufficient’ or ‘adequate?’

	POINT #2: Should your question be general or specific?
	Is there precision in your question? This will go a long way to determining what the survey respondent is answering.

	POINT #3: How will you pose a response format? Should it be Likert (strongly disagree to strongly agree) and how many response points do you want (5 or 7 or more)?
	Will you benefit from using an attitudinal response format, or a VAS, or even using open-ended answers where the respondent can fill in their answers?

	POINT #4: What will you “do” with this information?
	Obtaining this information is helpful, but what will you do with it? Who cares?

	POINT #5: Did you give some thought to recruitment? How will you obtain your sample and is your methodology going to lead to a representative sampling frame?
	Scientists are always complaining about the representativeness of sampling frames, yet if you look carefully, people do seem to respond to surveys in a very honest fashion. Thus, how much does it matter whether you sampled 500, 1000, or 2,000 people as long as they answer honestly and there is adequate representation of different cultural beliefs in your study? Remember, only certain people go to polls to vote, those that don’t vote, don’t show up. However, it is also important to note that even if people don’t show up to vote at the polls, they have political views also, they just chose not to vote.
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Tip #1


Remember that the way you ask the question influences the way the respondent answers the question. Stated differently, respondents often don’t respond to the literal meaning of a question, but rather they respond to what they “they think” the question asks,


Tip #2


Tip #3


Tip #4


Tip #5


Changing the response profiles can change the way you interpret the data, and, more importantly, can change the way the respondent answers the question,


Consider that simple things like the visual layout of the survey factors into response rates (this applies to printed versions as well as digital web-based),


Remember don’t carry a hammer if there is no nail. Gently ease the respondent into the survey, because the use of sensitive questions (i.e., drug use, violence, cheating, or high-risk sexual behavior) all matter to, and influence, the respondent,


The cultural backdrop of different populations makes a huge difference in how survey respondents interpret and answer survey questions. Too often, investigators pay scant attention to the culture of the respondents, assuming that items written for the “majority” population will take on the same meaning for cultural subgroups. Doing so, commits what is termed “ethnic gloss” because it assumes cultural homogeny, rather than cultural heterogeny,



Tip #6


Terminology is very important when writing survey items. For instance, elderly individuals may not understand certain social media terms, and younger people may not know of certain computer terms (i.e., DOS for Disk Operating System and TCP for transfer control protocol a term used for emails). Put quite simply, if you ask a question, make sure the respondent can answer it,


Tip #7


Tip #8


Don’t think that any one section of the survey is less important than another. Demographics are crucial to examine subgroup differences, however, respondents may be reluctant to share income information, or tell you more about themselves, information they wish to protect. Certainly, assuring respondents that a survey is “anonymous” (no collection of personally identifying information) or “confidential” (personally identifying information is protected with numerous physical and administrative safeguards) should be persuasive and gain traction, however, this is not always feasible. Remember, when respondents leave out critical or pertinent information you have “missing data,”


Whatever you do, when you have finished compiling the survey items, make sure the questions have a sense of cogency (sticking together like glue), completeness (you addressed all of the angles needed), and consistency (the logical train of thought). A survey constitutes a “social process” and like a conversation, there is “meaning” in this process,


Tip #9





Maintain some form of quality control process throughout the survey construction phase, so that you keep track of important information. For instance, where did the items in the survey come from (source), were they culled from other existing instruments or written de novo? What process was used to “cull” items from lengthier scales if an abridged version is created. What is the historical reliability of existing scales when applied to the same or different populations? This latter point is particularly important should you “choose to translate” survey questions from an English questionnaire to Italian, 



Tip #10


Remember and apply “Occam’s Rule or Okham’s Razor.” William of Occam was a 14th century Franciscan friar who extolled the virtues of simplicity. Philosophers resort to Occam’s razor as a neat and tidy explanation of simplicity. The Latin phrase “entia non sunt multiplicanda praeter necessitatem,” translates to “entities should not be multiplied beyond necessity.” Read your final survey questionnaire with this Razor-sharp idea in mind; don’t write in an obfuscating manner, parsimonious and clear writing is better (be short and to the point, avoid compound questions). All of this is better for your survey respondents who must make time to answer the survey, and better for the field as a whole.
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