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Tips For Writing Survey Questions

The best time lar conducting survey research on library

markets is rupidly approaching - January through March
- when vacations, conferences, und management retreals
are ai @ lull, To be ready for g January gurvey, you should
begin thinking about and planning the survey effon now.

Whether the survey will be carried oul by mail question-
naires, personal interviews, lelephone interviews, or focus
Zroups, you musl creale the questions ahead of time, OF
all the different survey research lechniques, the mail
questionnaine requines the grealest cang in consirucling
questions and laying out the final survey formal. Survey
lechnigques that rely on some sort of personal inferaction
allow you 1o explain some questions, But the mail gues-
tonnaire has ip stand on is own merli = you won't be
able 10 stand by and explain what you were really asking,

Before beginning (o creale your survey questions, you
must first identifly the objectives for the research effort.
Objectives should clearly indicate the kind of information
necded. Do you wanl (o know how people use your li-
brary? How they locate information? What they know
about your services? What they think about the library
products? What they think about library services? Are
you looking for enhancement ideas? Arriving al a sel

of objectives is the critical first step for creating survey
questions, You should bave only two or three objectives
[or & short, 25-question survey, With more objectives
you will need 1o conduct a longer survey with many
MAre JUEsiions,

With the stptements of your objectives in hand, you can
begin the process of creating the questions. There ane
Iwo basic 1ypes of questions: open-ended guestions,
which the respondenis can [reely answer in their own
words, and close-ended questions, which provide n set
selection of responses.

Both types of questions have advantages and dizadvan-
tages. Open-ended questions such as, "What changes (o
the article reprint service would you like o see insti-
wted?” allow free responses, withoul the constrainis of
prespecified calegonies. People can use their own words
lo explain their opinions. However, when it comes time (o
tabulate the responses, you'll have 1o code each unique

response and (ally up common responses, Because open-
ended questions encourage individual descriptions, there
wim'l be much similariily among responses, so the appli-
cation of statistcal measures will be difficult. In fact,
when organizations employ surveys with open-ended
questions, they normally list actual responses in an ap-
pendix o e survey repor so thal readers can review the

responses themselves,

The primary advaniage 1o an open-ended question is that
il does permil creative responses, This is particulorly
important for surveys that have exploratory objectives
thut seek verbatim responses 1o give the Mavor of people’s
iddeas, and that use questions for which the list of possible
answers is 0 numerous that it's impossible to foresee all
possible responses. For instance, "What are some of the
reasons that you decided 1o request an online compuler
search™ There are so many possible responscs that it is
best 1o let respondents answer in thelr own words, OF
course, the respondent’s ability to clearly articulate their
responses and their willingness 10 compose a wrillen
answer will alfect the contribution of the response 10 the
survey's objectives, Hence the reason why, when asked (o
lis1 services they would like to see the library offer, most
respondents will skip the question. People don't wanlt 1o
spend alot of time completing a survey, and besides, they
don’l know what the library can offer = it's the librarian's
Job to offer suggestions for the respondent’s reaction in a
SUrvey.

Overall, the disadvantages of open-ended questions - tme
consuming tabulation and lack of statistical accuracy -
oulweigh the advantages, and it is advisable to close up
a8 many questions as possible. Close-ended questions
come in a variety of forms, but they share 3 commaon
Teature — (he person taking the survey is given a chiice of
responses. There are three types of close-ended questions:

1.} Questions that ask for n single response 1o be selected
from a list of responses:

Do you remember seeing this announcement in
the lobby Iast week?
—Yes Mo _ Mol sure, | may have.

Continuad an page 3
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Pearls of Wisdom

If your local office supply store doesn't seem 1o stock Lhe
graphic supplics you know must exist somewhere, then
there is a perfect catalog for vou, 1t's gol a litle b ol
everything, including kits for making marble paper! To
receive a catalog, write i FLAX Art & Design, 16599
Market Streat, PO, Box 7216, San Francisco, CA 94120,

Recycled paper is a hot resource, A [ree, 12-page re-
source guide entitled "Recycled Paper,” provides answers
10 commin questions about recycled paper and Is now
available from Craig Jolley, Zellerbach, 3131 Newmark
Drive, Miamisburg, OH 45342, or call 513/495-6(0X],

If you don't already recelve the Upstart catalog, you may
want 1o get your name on the mailing list. The catnlog
concentrates on slogans and library matesials suitable Toe
children’s displays, but it usually includes a prometion
item or two that could be used in an organizational library
setting. The catalog is free, Write to Upstart s 32 East
Avenue, Hagerstown, MD 21740, or call BOO/448 -28K7,

The American Library Association is offering a new bro-
chure on scademic lbrarics w acquaint scademic markels
with the variety of services and sources available i them
al the campus library. The brochuare is available in 50
copy packets for 510 (Tiem #A130) from ALA Graphics,
50 East Huron Street, Chicago, 1L 6061 1-2795,

If your suggestion box tooks a little witered, or il you
wanl 1o réplace the shoe box thal has seen iis best days,
the G, Neil Company offers some attractive allernatives,
For descriptive information write to G. Neil Company,
J2E5 5.W. 11th Avenue, P. O Box 350634, FL Lauder-
dale, FL 33335, or phone 300999911 1.
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It’s the holiday scason again, and time to send holiday
greelings (o your information center customers, IF the
thought of sending oul greetings at u ime when cveryons
is overwhelmed with "Best Wishes™is too much 1o ke,
consider sending out birthday cards insiead, A birthday
wish is personal and eagy (0 manage. Your personnel
departmient should be able 10 provide & list of birthdays
for the entire company. Use a computer-based dainbase
program o appointment schedule 1o keep rack of dates.
Buy the birthday cards in large numbers and have them
pre-signed by library stafl members so the cards are ready
1o go. You'll be pleasamly surprised at the good will and
visibility & birthday card creates for your library, Con-
sider including a small promotion "gilt™ with the card.

Here's a promaotion idea that can help introduce a personal
siles campaign for 0 new or existing information service.
Print on a picce of paper a large letier of the alphabet with
the word "month” afier it Print it on brght paper, and
accompany it with copy that leases
the reader. "L Month, What is it?
L When is 117 For the answers (o these

and other questions . . ." You can
MONTH

finish the statement with o phone
number o call for an appointment
or with a date and time for o presen-

tation, You might want 1o select a

letter for the manth that ties into the library service or

product that you wani 1o promaote,

Putting together an annual report and want samples of
different papers (o consider? Phone S800/33E-6077 (in
Canada 404/59403157) for the name of your local Neenah
paper represeniative who can supply you with Neenoh's
annudl report sample booklet, "Paper Guide to Uncoated
Success”. The sample includes Neenah's recycled paper
line, Environment.

Speaking of annual reports, the 1988 Annual Repon of
the Liverpool Public Library gets your editor's vole for
the most creative and most interesting report ever! Pre-
serited and wrinen in the format of the typical popular
news tabloid, the report captures attention with headlines
like, “I was used by 415,279 People - An Exposé,” and
employs upbeat text that mimics the best advertising cli-
chies along with piciures. The repor is photocopied - but
whao cares, it's great reading! And it communicates what
the library offers o its marketplace. For your copy, wrile
to The Liverpool Public Library, 310 Tulip Street,
Liverpool, NY 13088-4957, or phone 315457-0310,
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2.} Close-ended questions that allow multiple responses:
Please check any of the following if vou feel

they describe the library facility.
__ Quiet __ Relaxing
__ Messy __ Intmidating

1) Quesucns that rely on a rating scale;

How interested are you in atlending Junchitine
sessions that roview software programs?

__ Yery interesied

__ Somewhat intercsted

__ Not interested

While closed-ended questions are casier 0 answer, tabu-
late, and analyee, they are more difficuli to develop. Tt is
advisable 1o do exploratory work 10 be sure that all poten-
Ually imporiant response aliernatives are offered. And you
must make sure that questions are well writlen so that
everyone wrives al the same inlerpredation, Here are a few
guidelines 10 keep in mind:

1. KISS (Keep It Simple Stupid) This Blunt reminder
lzlls it like it should be, Don't write complicaied ques-
lioms, Survey questions should be casy o understand, The
instructions should also be casy o follow and they should
tell people how (o indicate their responses,

1. Keep and and or out of the questions, 17 a question
wses either of these wo conjunctions, you won'l be able
i determine io which pan of the question the person
wis responding. For instance, "Do you use the library
for resding and research?” Break such double guestions
into single questions so you'll be able (o wtilize (he
resulting data.

3. Always construct positive questions. Negalives are
very difficult for people to decipher, Questions such as
“Do you never use the library for research?” will yield
fewer accurate responses than will the question "Do you
wse the library for research?”

4. Hecognize potentially embarrassing questions and
keep them oul of the survey. Questions that solicit
responses that are based on whad is socially acceptable
behavior rather (han on the truth are not going o add
anything to your survey results, For instance, askingg if
people use the card catalog 1w locate books will yield the
socially acceptable answer of yes - because since kinder-
garten we've been tawght 10 look up books through the
card catalog.

5. Ask questions that yield information that can't be
gotten somewhere else. If you want 10 know how many
people finished high school, ask the personnel depart-
ment, Use your survey (o collect unique information thyi
will contribule to research objectives.

6. Hefrain from asking a question just because you
are interested in what the response will be, 17 the
guestion doesn't contribute 10 an objective, then drop it.
When people can delermine a survey's purpose, they are
mare apl 1o respond, Random questions diminizh a
survey's respectability, and the result can be o lower
Fesponse rate,

7. Remaove all library jargon from the survey ques-
tions. While you may understand what "reference ser-
vice" is, many people do not. In fact, vou may want to
conduct preliminary research io leamn the terminology
being used by the targeted survey group. How does this
group commonly refer (o the information service? Do
they recognize what an "SDT service" is, or would a
“computerized racking alert service” be a belier descrip-
R 10 use in your guestion?

K. If you must ask questions whose answers rely on
memary,; Keep the timelrame to the recent past. Do
you remember what you ate for dinner three weeks ago?
Probably not. And so it follows that most people will not
bz able 1w recall the number of tmes they have used the
library during the lost six months,

9. Be aware thal nod all respondents may qualily o
answir certain questions. Yet many people will try o
answer questions even though they don't qualify, The
solution is (o create filler questions thal separale respon-
dents into groups; those who qualify 1o respond, and
those who should be direcied (o skip ahead o the nexi
applicable question,

When constructing multiple-choice questions, the num-
ber and type of response catcgories can alTec the out-
come of the survey, especially the results of rating scale
guestions. There are two schools of thought about the
number of responses that should be included [or rating
scale guestions, One school sayvs (o have an even number
of responses. An even number climinates people who
dlways choose the middle response. It forces people 1o
make a choice. OF course, there are people who, rather
than make a choice, will skip the question. The other
schoal of thought recommends an odd number of re-
sponses, 50 people who don't [feel strongly have a newtral
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position lo select, This approach assures you that the re-
spondent read the question - but they simply don't have
strong feclings one way of the other, Personally, your
editor has found that keeping the number of responses in 4
raiing scale question o the odd number of five yiclds the
best results, Five categories cover all the bases: strongly
agree, probably agree, probably disagree, sirongly dis-
agres, und no opinion.,

The lfive categories just used are sn example of a Likert
Scale, This scale allows respondents o indicate attitudes
oward complex issues, such as library services, that have
many facets. A Likert Scale uses statements to indicaie
degroes of agreement and is composed of evenly balanced
number of negative and positive stalements comple-
mented by a neutral position. Constructing Likert Scale
responses can be tricky, but most research books have
lisiz of scales thinl you con use, Just be sure that you select
a scale with terms that correspond 10 the question.

There are people who answer surveys from the last page
forward, so be sure that each question stands on il own
meriL. Do not assume that questions will be read in order,
Also, you may wanl put the easiest questions in the begin-
ning of the survey. Easy-10-answer questions builds confi-
dence that the survey will be quick and easy 10 complete,
{OF course it won't mauer for people who start from the
back!)

The physical layout of 4 mail questionnaire can make of
break its success in gathering information. I the question-
nakre looks dense because questions are for example, in
small type, it will probably be rashed. Arrange the ques-
ticns 50 that all them will be recognized and answered.
And beware of the lower left comer, Your editor knows of
a survey it had o invalidate one question because the
question appeared in the lower lelt comer of the first page
- where many people place their thumb when holding a
picce of paper in their left hand.

Regardless of how carelully you prepare your survey
questions or how little time you have 1o administer the
survey, always pretest survey questions in their final
format. Ask several people who represent the targeted
survey group 1o complele the survey questions. Sec how
long it takes them 1o complete the questions and note
whether they interpret everything the way you intended.
Use their comments 1o refing the survey and 1o climinale
armbiguities, jargon, and non-essential questions.

Your editor realizes that the most difficult pan of con-
ducting a survey is creating the questions. There's no list
of ready-made questions from which you can gencrate

your survey. The suggestions in this anicle however,
should help you create the best survey for your research
neads, Oh, and remember, [ormal survey research s not
the oaly way 1o collect information. Asking for feedhack
on o daily basis can help you monitor how you, your

| staff, and the library are doing.

Inside Scoop . . .

If you're trying 1o build your customer base and wani
examples of what other libraries use (o promete their
information services, plan on attending the SLA Library
Management Division's Marketing Swap & Shop al the
SLA San Antonio 1991 annual conference, The format
has been redesigned from last year s0 that a large number
of attendees will be able (o comfortably attend without
pandemonium. The Swap & Shop will be held

on Tuesday, June 11th, from 1 105 p.m., and will be a
low-cost tickeled event. Each attendee will receive a
packet of sample marketing materials a1 the door, All
materials submitted to the session will be displayed with
contact information, For the Swap and Shop 1o be suc-
cessful, it must receive samples from YOU! Send at loast
100 copics of your promotion materials o SLA Markeling
Swap und Shop, Kathy Hubbard, Brown and Root, Infor-
mation Resource Center, 4100 Clinton Dnive, Houston,
TX T1020.

Promoting your library involves projecting an image of
confidence and success. The Marketing Section ol the
SLA Library Management Division has arranged [or Dr,
Adele Schecle, career expert on the cable television chan-
nel, CWBC, and author of the nationil best-seller "5kills
for Success,” and the monthly "Career Strategies” column
for Working Woman magazine, 1o prescol a success clinic
for information professionals at the 1991 annual confer-
ence in Junc.

Call for Library Guide Samples

The March issue of Marketing Treasures will leature tips
for writing and producing "user friendly™ library/informa-
tion center guides — just in time for April's National Li-
brary Week. If you would like to share your guide with
Marketing Treaswres” readers, or if you would like ideas
on how 10 improve your guide, send a copy of your guide
{0 the Marketing Treasures’ office (address on pape 2).

| efo March Guide Issue,




- UM

Val. & Mo. 2
Paga 5

Werth Its Weight in Gold

This issue of Marketing Treasures includes your new Cut
& Paste clip-an sheet, The sheet includes onginal ariwork
in camera-ready form. I you would like previously pub-
lished clip-art sheets, ask for the Cul & Paste Clip-Ari
Orrdber Form, [t shows all the clip-art sheels that have ap-
peared in Marketing Tregsures,

Say Goodbye . . . If your library s1afT supports personal
lile management soltware, then this graphic will help 1o
advertise your expertise,

Announcing A New Arrival, Here's an image that can be
used 10 enhince your new acquisition list .

A Messoge (0 Top Management, . . This may look g
ligtle plain, byl i1 gets the message scross, Try enlarging
the entire block of Lext 8o it akes up most of an 8 172" x
117 sheel of paper, Don'i put anything else on the paper
excepl the library's phone number, This is designed 10 be a
leaser advertising Myer, [T you pul additonal information
around the message, it will lose the impact and wind up
looking cluttered. Print copics on brightly colored paper
(remember you wanl visual impact - so avold light pasiels)
[0 msert imto vour newsletier, information packages, book
loans, article reprints, competitive intelligence reports . |
wny products that top management may happen (o see. Be
prepared 1o supply addidonal information sbout your ser-
vices over the phone or in a suxiliary handoul.

Business Runs On Information. This slogan could be the
focus of an awnreness campaign. The analogy of informa-
ticn 10 gasoling oflfers many possibilities . . . "Run Out of
Gias ., . Fill Up At The Library . . . Tune-up Your Repors
With Info From the Library.” It's easy 1o think of related
slogans for p campaign; just scan gas compuny ads [or
ideas. For a couple of stand-up gas pump displays, photo-
copy and paste the clip-art gas pump onto a picce of card-
board, Pul an easel Map on the back (80 it will stand up)
and use some magic markers (o place accent color on the
Eas pump.

Information Fackaged With Pride. S50 many times the
support stalf of the library never get the credit due them,
Here's an image that can be easily pholocopied, signed,
and inseried inko library service products,

The Librarian's In . . . The Library Provides Referral
Services, The text can be used on either graphic image.
Enlarge the clip-art to make signs or posters.

Promotion Gems

Recycled paper 1s gaining populanity as people become
micre concemed with environmental issues. But the temm
“recycled” covers a broad specirum of definitions based
o EPA standards and individual paper mill standards.
Here are some common definitions to waich for when you
are working with recycled papers.

Post-consumer waste refers (0 any product thar has been
used for its intended purpose and then discarded. This
includes office paper and curbside newspaper collections,
Paper made entirely [rom post-consumer wiste is not
currcnily available for every use. Paper mills often mix
post-consumer was with other Lypes of wasle paper and/or
virgin pulp. Recycled papers will carry a statement indi-
cating the percentage of post-consumer wasie used in
making the paper.

De-inked grade paper includes any paper wasie that was
printed, discarded, and collecied for recyeling. This may
include printed waste from published or unsold bocks, In
the recycling process the ink has been removed with
chemicals, There are papers available that do not go
through the de-inking process, These papers will display
linle blue fibers in the finished paper surface.

Many white papers go through a bleaching process 1o

achieve their brightness. Because some bleaching pro-
cesses couse the formation of toxic compounds, many

paper mills footnote their recycled-paper stalements

i say thoi the bright white papers are nod environmen-
tally friendly.

Paper mills that offer recycled papers include the follow.
ing. Contact them [or the name of their local representa-
uve 50 vou can get samples of their recycled papers.

Jumes River Cross Pointe Paper Corp,
145 James Way South Smith Street
Southampton, PA 18966  West Carrollion, OH 45449

Meenah Conservatree Paper Company

Meenah, W 54956 10 Lombard Strect, Sie. 250

{sce Pearls, page 1, San Francisco, CA 94111

for the phone number)  (They developed the recycled-
paper ranking sysiem)

And in case you're wondering, the 3M Company does
have recycled versions of their "Post-it Motes,” Coniact
It Commercial Office Supply Div., Dept CSEQ-0C,
PO, 33600, St Paul, MN 55133 (612/736-0874) for
mong information.

Editar's Note: Marketing Treasures ariginally came with sheets
af library clip art and this column provided ideas on how to use
the graphics, The clp art images from Marketing Treasures are
maw available from wawaw LibraryC lipArt.com
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Sparkling Reviews

Deskrop Publishing By Design. Ronnie Shushan and
Don Wright. Microsofl Press, Redmond, Washington,
1989, ISBN: 1-555615-134-9 52495

Owming a computer sysiem capable of generating
graphics and publications doesn't ensure that the opera-
tor will produce stunning visual communication pieces.
In fact, your editor has witnessed such systems help
people produce more ill-inspired promotional picces
faster. IT you have a background in graphics, an ¢ye foe
detail, and experience in a deskiop publishing program,
owning this book will be a waste. For the rest of us,

IUs o must.

The contents can be summarized as three primary sec-
tions: elements of design, a desktop publishing porifolio,
and hands-on projects. [1's true that all the examples and
tips use PageMaker 3,0, but the notation on the cover,
"Aldus PageMaker Edition,” leads your editor 10 believe
that other editions are available that use different soli-
ware packages in the examples, If this a wrong assump-
tion, and you don't use PageMaker, this book is still
worth the money.

In the first section, the authors iake the reader through a
series of questions and considerations, The reader is
encouraged 1o decide the type of communication picce
that needs 1o be created, Identifying the audience, infor-

mation 1o be included, and the image 0 be projected
helps 1o establish a baseline for the design and layout of
the final piece.

The next several chaplers walk the reader through the
principles of design; typography, page layoul using a

grid sysiem, and planning and creating the final piece,
Sprinkled through the section are examples of prinwed
materials that demonstrate the points being made,

Everything vou need to understand aboul compoging
eifective communicition materials is here in black and
while. The only thing missing {5 the secret o creativity,
and here the authors try 10 overcome that deficiency by
supplying a healthy seloction of examples with short
annodations aboul the graphics and design points. Com-
munication pieces include Myers, posters, folders, bro-
chures, and newsletters. The last section of the book
includes & number of progressively difficult “now-il's-
your-turn” projects. This part of the book may be of
limited value if you don't use PageMaker,

Owning & deskiop publishing computer system i only
the Mirst siep toward producing attractive, readsble com-
munication pleces, The second step 18 learning how
design elements work wogether — and here this book will
help you, The third step is possessing the creative ability
1o apply design elements — sorry, for this siep, there is
no book!

| Decambar 1 “The Inbormation Brokar's
| Seminar,” Program offered by Sue
FAugga in Seatile, Washington.
Contact; 415/649-9743,

Decembar 12 “The Basics of Design

Thasmi saminar in Washinglan,
D.C. Contact: B0/255-4141. Barbara
January 10, 1861 “Focus Growps: An
Introduction.® A Burke Insifule seminar
in Maw York, Confact: BO0S44-7373,
202234-4700,
January 20 “Fees-Basad Senice for the
Information Entrepreneur,” Saminar by
Alica Warnar. "Maximizing Cliant
Satislaction™ by Arlana Sirkin. Both half

January 22 "In

N

.
( The Crystal Ball

day workshops will ba at the Special
Librarias Assocation (SLA) Wintar
Education Conferenca in Washington,
D.C. Contact; Joy Lernar 202/234-4700.

danuary 21 “Mainsireaming the

Using Daskiop Publishing * A Padgett & Librany,” Seminar by Alice Warnar,
"Budgeting Strategios,” Sominar by
anzon, “How 1o Maximiza
Pesources Through Marketing Plan-
ning.” Seminar by Arene Sikkin, At fhe
SILA Wintar Education Gonfarance in
Washingion, D.C. Contact: Joy Lemas

by Alica Wamar at S5LA Winter Educa-
tion Conference in Washangion, 0.C,
Contact: Joy Lemer 2027234-4T00,

:}'

March 5 “Dusstionnalre Construction
Workshop.” A Burka Institula saminar n
Chicago. Contact; B00v544-TATA,

March 8 *Mainstreaming o Spoacial
Library.” Seminar by Alice Warnar for SLA
in Kansas City, Missour, Contact; Joy
Larnar 202234-4700,

March 20-23 Public Library Association
Mational Contaranca in San Clago.
Program topics Include “Ratalling in
Librarias,” = Maskaling for Baginners,® and
*Cosi Finding.” Contact: BO0/545-2433
aal. SPLA.

ring," Saminar

-
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Editor's Notel Many of the images an this clip &t sheet are
o availabbs at wee L ibrandd lipAm.com
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