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Notes

this i as a literature of
1. Much of this chapter also relates to photographs, but this bul:»-ﬁeid has a literature ¢
it.% own—rfor example, Schwartz and Ryan (2003) and Quanchi (2006).

2. A discussion of the behind-the-scenes work of the archivist in appraising, arranging,
and describing records is provided by Harvey (2006). | —
3. Indeed, you may be dealing with ];eco;iis in‘ Allgtrit].-lrliir:i::%in‘;rd :Ztir:tf}’l et m;{
cal of correspondence in Te Reo Maori in s : ekl
E(l)l(:;if i’c};liicﬁfi?zlfcijﬁ‘:;anied by an English version prepared by official Tra-n:,l jn‘o 19 \
4. These guidelines are expanded on in the An.wri'czm H'istor‘lcai ?N)::T:;:?;/‘::j&
ment of standard of professional conduct’, which is available on-line p:
historians.org/PUBS/Free/ProfessionalStandards.cfm. ‘ N
5. Given that this volume focuses on qualitative methods, T have omltt:ctii:::{x;::;r::m
how a researcher might extract and present in tabulated form quantitative info :
derived from archival sources.

Using Questionnaires in
Qualitative Human Geography

Pauline M. MCGuirk and Phillip O’ Neill

CHAPTER OVERVIEW

This chapter deals with questionnaires, an information-gathering
technique used frequently in mixed-method research that draws on
quantitative and qualitative data sources and analysis. We begin with a
discussion of key issues in the design and conduct of questionnaires. We
then explore the strengths and weaknesses for qualitative research of
various question formats and questionnaire distribution and collection
techniques, including on-line techniques. Finally,
the challenges of analyzing qualitative responses i
we close with a discussion of the limitations of u
qualitative research.

we consider some of
n questionnaires, and
sing questionnaires in

INTRODUCTION

Qualitative research seeks to understand the ways people experience events,
places, and processes differently as part of a fluid reality, a reality constructed
through multiple interpretations and filtered through multiple frames of refer-
ence and systems of meaning-making. Rather than trying to measure and quan-
tify aspects of a singular social reality, qualitative research draws on methods
aimed at drawing out and interpreting the complexities, context, and signifi-
cance of people’s understanding of their lives (Eyles and Smith 1988). Within
this epistemological framework, how can questionnaires ¢

odological repertoire of qualitative human geography? Th
possibilities.

ontribute to the meth-
is chapter explores the

Commonly in human geography, questionnaires
structured questions to a group of individuals,
a broader population (see Chapter 4). Questi
original data about people, their behaviour,

pose standardized, formally
often presumed to be a sample of
onnaires are useful for gathering
experiences and social interactions,
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attitudes and opinions, and awareness of events (['vIcLafferty 2'003'; IiarhtF 2;)‘0'31;
They usually involve the collection of quantitative fmz‘l qualltatw'e, dat;i) ]:I,k,
such‘ mixed-method questionnaires first appeared with the explo‘sujn 0‘- fl az(;
ioural geography in the 1970s (Gold 1980), they have btleen used uurci:.asmg Znt
gather more complex data in relation to matte‘rs. as varied as the ‘emlronkm’ i
social identity, transport and travel, quality of life and community, work, and
5”3?}:5?:}‘;:5”6 some limitations to the depth and extent of qualitatwe‘d.a.ta.
that questionnaires are generally capable of gathering, i.he)f .l’m:;a‘ numii)::
strengths. First, they can provide insights into relevant social tren h’_?wf = di
values, attitudes, and interpretations. Second, they areione ofth'e more pl-d(.[l(;‘ .
research tools in that they can be cost-effective, m‘us_bh.ng ext‘enswe researﬂc h\ O\fe;z
a large or geographically dispersed population. 1 }.ns is Par‘tlcu(lal l{y;he; f._?)e;eti(;:
questionnaire surveys conducted on-line for Wlhlil] printing and 1;71;] -
costs are minimized (Sue and Ritter 2007). Third, they are e.xtrenll.e}f exib ).f
They can be combined effectively with Compls::mentary, more mtenilive ortzsi ](]—
qualitative research, such as interviews and focus gmu’ps, to me e .mnrmeC
depth perspectives on social process and c.ontex{. For msta]?ct, R}smmﬁ: O,f
and MCGuirk’s (2004) investigation of the impacts of the scu.uml mix policies
the New South Wales Department of Housing on under‘sl‘.andmgs 'oi con.n?‘m?—;t-.ly
combined key informant interviews with housing ofﬁcwls, qucstmnnial}?_:i“rﬂ-}
local residents, and follow-up in-depth interviews Wfth Vollunteers .wl:n; , af , pat-
ticipated in the questionnaire. Data from the questionnaire prov1dcdc a 1a'mcg
work for the in-depth interviews, allowing key themes, C(:)HCEP‘IS, an meam'ng(.i
to be teased out and developed (see Askew and M&Guirk 2004, England 199.%, cll.l'l-
Winchester 1999 for similar examples). In this mixed;method format pardtuél);:]—
ly, questionnaires can be both a powerful and a practical researchl_me'.chorége;mb
paratively, Beckett and Clegg (2007) report on Fbe success of_qua 1ta-t-1ve d =
into women’s experiences of lesbian identity using only caref‘ully dfmgn(j : po;anil_
questionnaires to gather rich accounts from re.spondents. 'T'im p‘r'oie‘ss ?'va;seeamh
ingly nurtured rather than constrained by using the.que:‘nonm‘a.ue, aq adld. ';
instrument. It allowed respondents the privacy and time to c.onmdel a‘n. eve.oi
their responses to sensitive questions. This example c.o.n{rz.ldmts thL1 p{ esu. Tf:tl::,e
that questionnaires cannot be a powerful means of collecting detailed quali

data in many research contexts.

QUESTIONNAIRE DESIGN AND FORMAT

: . T csigh

While each questionnaire is unique, there are common principles of good;ﬂ t-ie
. . : o for aualitatd

and implementation. Producing a well-designed questionnaire for qualit
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research involves a great deal of thought and preparation, effective organization-
al strategies, and critical review and reflection, as an array of literature suggests
(for example, de Vaus 2002; Dillman 2007; Fink and Kosecoff 1998; Foddy 1993;
Fowler 2002; Gillham 2000; Lumsden 2005; see also the relevant chapters in
Babbie 2001; Clifford and Valentine 2003; Flowerdew and Martin 2005; Hoggart,
Lees, and Davies 2002; and Sarankatos 2005). The design stage is where a great
deal of researcher skill is vested, and it is a critical stage in ensuring the worth
of the resulting data. Notwithstanding the quality of the questionnaire devised,
we are beholden as researchers to ensure that we have sufficient reason to call
on the time and energy of the research participants. The desire to generate our
‘own’ data on our research topic is insufficient justification (Hoggart, Lees, and

Davies 2002). As with any study, the decision to go ahead with a questionnaire

needs to be based on careful reflection on detailed research objectives, consid-
eration of existing and alternative information sources, and appropriate ethical
contemplation that is attuned to the particular cultural context of the research
(see Chapters 2, 4, and 16).

The content of a questionnaire must relate to the broader research question-
as well as to your critical examination and understanding of relevant processes,
concepts, and relationships. As a researcher, you need to familiarize yourself with
relevant local and international work on your research topic. This ensures clarity
of research objectives and will help you to identify an appropriate participant
group and relevant key questions. You need to be clear on the intended purpose
of each question, who will answer it, and how you intend to analyze responses.
You also need to be mindful of the limits to what people are willing to disclose,
being aware that these limits will va ry across different social and cultural groups
in different contexts. Public housing tenants, for instance, might be wary about
offering candid opinions about their housing authority. Respondents might be
cautious about what they are willing to disclose in questionnaires administered
via e-mail because of the loss of anonymity that occurs when e-mail addresses
can be matched with responses (Van Selm and Jankowski 2006). Every question,
then, needs to be carefully considered with regard to context and have a clear role
and purpose appropriate to the social and cultural norms and expectations of the
participant group (Madge 2007).

Begin by drawing up a list of topics that you seek to investigate. Sarantakos
(2005) describes the process of developing questions for a questionnaire as a pro-
cess of translating these research topics into variables, variables into indicators,
and indicators into questions. Identify the key concepts being investigated, and
work out the various dimensions of these concepts that should be addressed. Then
identify indicators of the dimensions, and use them to help you formulate specific
questions. Doing this will ensure that each question relates to one or more

aspects
of the research and that every question has a purpose. De Vaus (2002) s

uggests
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that it is helpful to think about four distinct types of question content:

. . . Y —
1. aftributes: Attribule questions aim at establishing respondents’ char
' ) . E T . , — s,
teristics (for example, age or income bracket, dwelling occupancy statu
citizenship status). ‘ ' -
behaviour: Behaviour questions aim at discovering what people do (for
i ic tre e, food consump-
example, recreation habits, extent of public transport use, food consumyp

[ae]

abits).

3 :;;'?t:;:)sl:t(iuestions about attitudes are designed to discover xafhat pe(l).pie
think is desirable or undesirable (for example, }%ld.gmenr on 1ntegr?u;:1\g
social housing with owner-occupied housing, willingness to pay higher
taxes to fund enhanced social welfare services).‘ .

4. beliefs: Questions about beliefs aim at establ1sh}ng what pe?ple bt:hu-c.: u;
be true or false or preferred (for example, behef:t; on the '1mpor?..ame 0
environmental protection, beliefs on the desirability of social equity).

A guiding principle for question types, however, is that.ym_l negn:] to btehsu}:;(::i
your target participant group will understand'tile_questm.m angd awf e no
edge to answer them. As is the case in ﬂeWSpI‘llltJ()ll!'l]ﬂh—SITl, it fs recomm e
that unless you are targeting a specialized and homc_)gemzed g1 Oup-, yoLu pt ‘ae 1
questions to accommodate a reading age of appmxrmately 11 yeaf.:ﬂ ( fllrcﬂs ﬂl
2005). Respondents also need to be capable of answ<?r1ng thft (]T.‘KIEISL‘IOILS. (;:h_
stance, it might be beyond their ability to Con.lment with any .c_ertla'|lnzjy (:n \(J; .tion
er government planning policies have contributed to local coastal degradation,
leading them to abandon the questionnaire. e
Apart from the typology of question conten't, ‘ther_e isa 1-angt, (). qi. i
from which to draw. We commonly make a distinction between closed an l.J]..l.f
questions, each of which offers its own strengths and \v§e1k11esses and_ pos’e:s d 1';
ferent challenges depending on the mode thmugh which the (1L1.E!St1f)ll:;d’11;:ell.<
being administered (e.g., mail, face-to-face, e—n}aiij. Closed quesluo]ns nl )fédu_
quantitative information about respondent attributes (for example, leve 0 E,
cational attainment) or behaviour (for example, _how oftfen and where resp(?ri’er
ents buy groceries). You should provide simple mstructmnsq on ho]:\)r t;) a;::ex-
closed questions (e.g., how many responses t'he respondent (.\?JI] i(ljk.= ) :)I <y
amples are set out in Box 10.1. Closed quest;ons‘ cafa ask re:.,por.l .e,nts v; o
categories, rank items as an indicative measure oli attxtx.ldcs oI ogsz\nfz,. 0 ,;nion
a point on a scale as indicative of the intensity with which an at“mff.m o; "
is held (see Sarankatos 2005, ch. 11). A major benefit of Cl()s%\d qmiufom 151’1r g
the responses are easily coded and analyzed, a bonus \'\:’hel'l 11‘1-terp’u1t‘1?g f;e:c agn
number of questionnaires. Indeed, for web-based'quest‘mﬂnanes, a Ela ?.d .
be assembled automatically as respondents type in thell: answers. Close hq ,e.a
tions are demanding to design, however, since they require researchers to hav
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clear and full understanding of what the range
Respondents’ answers are confined to the ran
researcher as an exhaustive and exclu

be a limitation. It has also been foun

all appropriate categories’ on a list (
they

of answers to a question will be.
ge of categories designed by the
sive list of possible answers, and this can
d that when respondents are asked to ‘tick
see the category list question in Box 10.1),
can turn to satisficing behaviour. That is, they keep reading (and ticking)
until they feel they have provided a satisfactory answer and then stop. This is
a particular issue for web-based questionnaires in which limited sc
means that all categories cannot be viewed on ones
Bowker 1998).

reen space
creen (Dillman, Tortora, and

A greater potential limitation of closed qQuestions is that they rest on the as-
sumption that words, categories, and concepts carry the same meaning for all
respondents and this may not always be the case. For example, how a respondent
answers the question ‘How often have you been a victim of crime in the past two
years?’ will depend on what the respondent includes in their definition of a crime
(de Vaus 2002). It is worthwhile to be aware, too, that the ways particular ques-
tions are posed or how they relate to preceding questions can influence respond-
ents’ answers. For instance, Babbie (2001) demonstrates how greater support in
questionnaire surveys is indicated habitually for the option worded as ‘assistance
to the poor’ rather than as ‘welfare’ and for ‘halting rising crime rate’ rather than
‘law enforcement’, A criticism of closed questions, then, is that ‘one may learn
more about the behaviour of the sample in responding to a set a categories . . .
than about the behaviour under investigation’ (Cox 1981, 264). This limitation
can be lessened by offering an answer option such as ‘other (please specify)” or by
using combination questions that request some elaboration on or explanation of
the selection made in a closed question (see Box 10.1).

In general, open questions have greater potential to yield in-depth responses
in keeping with the thrust of qualitative research: to u
attached to process and practice. Open
options than cl

nderstand how meaning is
questions offer less structured response
osed questions, inviting respondents to recount understandings,
experiences, or opinions in their own terms, Rather than offering al
answers, which restrict responses, they provide space (and time) for free-form
Tesponses. Open questions also ‘give voice’ to respondents and allow them to
qQuestion the terms and structure of the questionnaire itself, demonstrate an al-
ternative interpretation, and add qualifications and justifications. This capacity
acknowledges the co-constitution of knowledge by researcher and research par-
ticipant (Beckett and Clegg 2007). For instance, in a questionnaire used by Win-
chester, MCEGuirk, and Dunn (1997) in Carrington, New South Wales, concerning
urban redevelopment and its impact on the close-knit nature of the stable com-
munity being researched, a respondent pointed out that it could not be assumed
that a stable community implied a close-knit community, as the questionnaire

ternative

E—— |
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Types of Questionnaire Questions

Closed questions

Attribute information
How often do you shop at this shopping mall? (please tick the appropriate box)
Less than once a week

Once a week
Twice a week
More than twice a week

B s E

Category list
What was the main reason you chose to live in this neighbourhood? (please tick
the appropriate box)
Proximity to work
Proximity to family and friends
Proximity to schools or educational facilities
Proximity to shopping centre
Proximity to recreational opportunities
Environment
Housing costs
Good place to raise children
Pleasant atmosphere of neighbourhood
Other (please specify)

oooooccooo

Ratin
Pieasz rank the reasons for buying your current house (please rank all relevant
categories from 1[most important] to 6 [least important]).

Price

Location

Size

Proximity to job/family

Investment

Children’s education

cooooo

Scalin
Pleasegindicate how strongly you agree/disagree with the following statement
(please tick the appropriate box):

Having a mix of social groups in a neighbourhood is a positive feature.

Strongly disagree

Disagree

Neutral

Agree
Strongly agree

co0oo
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Grid/matrix question

Think back to when you first got involved in environmental activism. What

initially inspired you to get involved? (please tick the appropriate box for
each reason)

Very - Fairly Not very Not
influential | influential | influential influential

Spirituality/
religious beliefs

Fear/anxiety
about ecological
crisis

Desire to change
the world

Nature/ecology
experiences
and care for the
environment

Political analysis

Commitment to
justice

Felt like you could
make a difference

Influential person
(please specify)

Influential book/
film (please
specify)

Key event (please
specify)

Contact with an
organization,
campaign, or issue
(please specify)

Outreach activities
by an organization
(please specify)

Wanted to meet
new people

Want to learn new
skills

Sense of personal
responsibility

Other (please

specify)
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E:Teh;;::::sqi:i;:zlighbourhood made this a better or worse place for you to
live? (please tick the appropriate box) -
Changes have made the neighbourhood better g
Changes have not made the neighbourhood better or worse :
Changes have made the neighbourhood worse
Please explain your answer below.

Open questions

What have been the biggest changes to the neighbourhood since you moved
in?

What, if any, are the advantages for civic action groups of using the Internet,
e-mail, and cellular phones?

Please describe any problem(s) you encounter using public transport.
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seemed to suggest. She recounted exa mples of her own sense of detachment from
that community. Open questions, then, are capable of yielding valuable insights,
many of them unanticipated, and they can open intriguing lines of intensive in-
quiry in scenarios where extensive research is the main focus or where a more
intensive approach is not possible (Cloke et al. 2004b). Such scope, however, has
resulted in open questions being characterized as ‘easy to ask, difficult to an-
swer, and still more difficult to analyse’ (Oppenheim 1992, 113). An open format
means that responses are likely to lack consistency and comparability. Certainly,
respondents answer them in terms that suit their own interpretations. So open
questions and the responses they vield are certainly more challenging to ana-
lyze than are their more easily coded closed counterparts (see Chapter 14). They
point to ‘the rich yet ambiguous and messy world of doing qualitative research’
(Crang 2005b, 231).

In summary, using open questions makes it possible to pose complex ques-
tions that can reveal, to a greater depth than closed questions, people’s experi-
ences, understandings, and interpretations of, as well as their reactions to, so-
cial processes and circumstances. Beyond capturing these accounts, answers to
open questions can tell us a good deal about how wider processes operate in par-
ticular settings. Thus, they enable research that addresses the two fundamental
questions that Sayer (1992) poses for qualitative research: what are individuals’
particular experiences of places and events? And how are social structures con-
structed, maintained, or resisted? (see Chapter 1).

Beyond choice of question content and type, general principles of question-
naire wording, sequence, and format are fundamental to a questionnaire’s suc-
cess. These principles are outlined in Box 10.2. Many of them revolve around
clarity, simplicity, and logic. In question wording, you need to be sure that ques-
tions are sufficiently precise and unambiguous to ensure that the intent of your
question is clear and well communicated. It is advisable to be familiar with the
vernacular of the participant group. In on-line contexts, this may include be-
coming familiar with the jargon, abbreviations, and grammatical rules com-
monly used within the on-line community being approached (for instance, the

language styles of specific newsgroups) (Madge 2007). Remember that the lan-
guage of a questionnaire is textual but often also graphical and numerical. These
languages work together to affect respondents’ perception of the survey and are
perceived in ways that are influenced by cultural context (Lumsden 2005). The
web’s capacity for global reach also means that on-line questionnaires may tar-
get international participants, not all of whom, of course, can communicate in
English. There are software programs that will allow the researcher to convert
4 questionnaire written in English into other languages (e.g., the Inquisite sur-
vey software system; see www.inquisite.com). In addition, there are commercial
Services capable of translating both the survey and the responses on a commer-
cial basis (e.g., Zoomera Ng; see www.zoomerang.com) (Sue and Ritter 2007, 84).

e —— |
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Beyond issues of logic, clarity, and comprehension, attention should ;ls: ::; f::;;
to ensuring that questions do not threaten or cha%lenge resp?ndff:nts ¥y S
implicit cultural, ethnic, or religious beliefs;_, which may arise from res e
insensitivity, ignorance, or lack of preparation. The ne'ed for cc;n;ern a outre:
spondents’ ‘cultural safety’ (Matthews et al. 1998, 316) is part of the rese

i i Box 10.2
Guidelines for Designing Questionnaires

»  Ensure questions are relevant, querying the issues, practices, and under-
standings you are investigating. . : -

e  Keep the wording concise (about 20 words maximum), simple, and ap
propriate to the targeted participant group’s vernacuia.r. - -

«  Ensure that questions and instruction text are easily distinguishable in
format and font.

e Avoid double-barrelled questions (for example, ‘Do.you ag_ree that the .
Department of Housing should cease building public housing estates an

i ioy?)
pursue a social mix policy?).

s Avoid confusing wording (for example, ‘Why would you rather not use ;
public transport?’), and be alert to alternative uses of words (for e?(a.mp e,
for some people ‘dinner’ implies an evening meal while for others itim-
plies a cooked meal, even if eaten at midday). ‘ e

¢ Avoid leading questions (for example, ‘Why do you th'lnk recycling |§ i
crucial to the health of future generations?’), and avoid loaded words
example, ‘democratic’, ‘free’, ‘natural’, ‘modern’). :

e Avoid questions that are likely to raise as many q-uest‘lf)ns,as.they answer
(for example, *Are you in favour of regional sustainability?’ raises ques-
tions of what sustainability means, how a region :§ d'e.ﬁned, and how
different dimensions of sustainability might be prioritized).

e  Order questions in a coherent and logical sequence. -

e Ensure the questionnaire takes no more time to completf: than. partici- t
pants are willing to spend. This will depend on the questionnaire cc!;tex
(for example, whether it is conducted by teiephon.e. face-to-face, c:r Yy
post). Generally, 20 to 30 minutes will be the maximum, although longer
times (45 minutes) can be sustained if the combination of context and
research topic is appropriate. . ' :

e  Ensure a spacious and uncluttered layout with plentiful space for written
responses to open questions. ‘ : '

»  Use continuity statements to link questionnaire sections (for example,_ :
“The next section deals with community members’ responses to perceive
threats to their neighbourhood.”). : '

e Begin with simple questions, and place complex., feﬂexwe questyons or'cs
those dealing with personal information or sensitive or threatening topi
later in the questionnaire.
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broader ethical obligations.
The flow and sequence of the questionnaire will be fundamental to respond-

ents’ understanding of the research purpose and to sustaining their willing-
ness to offer careful responses and, indeed, to complete the questionnaire to its
conclusion. Grouping questions into sections of related questions connected by
introductory statements will help here. In general, open-ended questions are bet-
ter placed towards the end of a questionnaire, by which time respondents are
aware of the questionnaire’s thrust and may be more inclined to offer fluid and
considered responses. In terms of layout, aim for an uncluttered and spacious
design that is easy and clear to follow. Where you use closed questions, aligning
or justifying the space in which the answer should be provided will contribute
to clarity and simplify coding responses in the analysis stage. With open-ended

questions, you need to be conscious of the need to leave enough space for re-
spondents to answer without leaving so much as to discourage them from offer-
ing a response altogether.

All of these basic questionnaire design principles need to be observed regard-
less of how the questionnaire is being distributed: whether by mail, face-to-face,
by telephone, by e-mail, or on-line. However, the on-line environment presents
some additional design factors that are important to consider (Dillman 2007).
Web-based completion of a questionnaire makes it possible to incorporate a
wide range of design features such as split screens, drop-down boxes, images,
and sound tracks, but most of these features require powerful computers, par-
ticular software, and ample download time. You need to consider whether the

participant group has the ability and the capacity to receive and respond to the
questionnaire and its mode of questions. A total website content of less than 60
kilobytes of text and graphics is recommended (Lumsden 2005). You also need
to remember that on-line questionnaires require respondents to think about
how to respond to the questionnaire while simultaneously thinking about how
to operate their computer, a matter that is particularly important if your target
participant group is less computer-literate. Keeping things simple and limiting
the number of actions a respondent has to undertake to complete a question is
sensible. Finally, you need to take account of whether you will administer your
questionnaire solely on-line or through other modes as well (e.g., by mail), in
which case you need to be mindful of how questions will be posed in those other
modes. Box 10.3 outlines additional key principles for the design of on-line ques-
tionnaires (adapted from Dillman and Bowker 2001).

Finally, whether developing a conventional or on-line questionnaire, you
should write a cover letter or e-mail to be included with posted questionnaires
Or sent as pre-notification for telephone, face-to-face, or on-line questionnaires.
Box 10.4 offers examples. The letter or e-mail needs to provide general infor-
mation about the purpose of the questionnaire as well as information about
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o : . 3 Box 103 Examples of Invitations to Participate in Box 10.4
Guidelines for Designing On-line Questionnaires Questionnaire Studies
* Introduce web questionnaires with a welcome screen providing basic Sanplc e
instructions and information and encouraging completion. : . School of Geograph
*  Ensure the first question is interesting to most respondents, is easily Geofiachy Build?n:
answered, and is fully visible on the first screen. . East Valley University
®  Use conventional formats for questions, similar to those normally used on Kingsland 9222
’ self-administered paper questionnaires. Telephone: (04) 89889778
*  Provide clear instructions on the computer action needed to respond to
each question, and position them at the point where they are needed.

Facsimile: (04) 89889779

E-mail: E.saunders@evu.eduy.ca
® Limit the length of the questionnaire. The typical length of a paper ques-

tionnaire may seem excessively long when completed on a website where B syt e L -
a typical print page can take up several computer screens.' .
*  Keep the layout, colour, and graphics simple to ensure navigational flow

| am Edith Saunders, a research
and readability are maintained across different browsers and screen

student with the School of Geography at the
East Valley University, As part of m

y research on high-density residential environ-
ments in East Valley, | am investigating how people understand and create feel-
resolutions. : ; ings of home in high-density neighbourhoods. The research is being conducted
i ut first having to : . :
* Allow respondents to move on to the next question witho in collaboration with East Valley Council and is aimed at informing its policy and
answer a prior question. : (o Withait boviba 1o planning decision-making. The work is focused on the Port Andrew area, and you
e Allow respondents to scroll from question to question have been selected to receive this questionnaire as a local resident.
change screens. T o The questionnaire asks about the ways you understand and use your home
*  Consider displaying answer categories as a double-bank if t f nurzﬂ e and the ways you interact with your local neighbourhood spaces and services.
of answer choices exceeds what can be viewed in a single column The questionnaire will take approximately 30 minutes to complete, and comple-
S : ; tion is voluntary. The questions are asking primarily about your experiences and
® Include graphics or words that indicate how much of the questionnaire opinions—there are no right or wrong answers, All answers will be treated confi-
the respondent has completed. dentially and anonymously —individuals will not be identifiable in the reporting
of the research,
ith a thank-you screen. . ! : . :
*  Close with a thank-y It would be appreciated if you could complete the questionnaire at your earli-
est convenience and no later than July 30. Once you have completed it, please
for inclusion in the research, ; T i : . s .
confidentiality, how the respondent was selected for inclus : return the questionnaire in the reply-paid envelope provided. Return of the
how long the (,luestionnaire will take to complete, and when relevant, instruc- questionnaire will be considered as

tions on how and when to return the questionnaire.

Spaces and services.
SAMPLING

Questions about this research can be directed to me at the address provided.

Thank you in advance for your participation.
; ; .. -
Before administering a questionnaire, you will need to make a decision ab

i i Yours faithfully,
the target audience, or sample. In quantitative research, questic-)nnau'es ar.e L-ISEd i Y
commonly to generate claims about the characteristics, behaviour, or opmn])lns
T
of a group of people (‘the population’) based on data collected from a smalle

The university requires that all participants be informed that if they have any complaints
. d concerning the manner in which a research project

i i i , for example, tenants in pub

sample of that population. The population might be, fo ple,

resea '1 is COIIdUCted, it may be given to the
Vi Vi (4] V1 W‘ cher or, if an ind9penden person ;5 pre E"ed
1 li .ng lth er: f
i 1 i loca]. go ernment area, or pe Ple I
].IC hOUSlng, the I‘E‘:Sldents Gfa gl en

» to the university’s Human Research
b Ethics Officer, Research Unit, East Valley University, 9222, telephone (o04) 8988 1234.
. . =
HIV/AIDS. The sample—a subset of the population—is selected carefully to




204 Part Il: ‘Doing’ Qualitative Research in Human Geography

Sample e-mail invitation to participate in an on-line
questionnaire

From: kanchana.phonsavat@EVU.edu.ca
To: [email address]

Subject: Survey on high-density residential college living
Dear Student,

| am a research student with the School of Geog.rapfw at East Vzlle\tr Unr::
versity (EvU). As part of my research, | am ipvestlgat'mg hqw Stif len Tiu i
derstand and create feelings of home in hlgh-df..-nsny res;derma c?oh egU
environments. The research is being conducted in col%aborétl'on‘mt_ E\;
and East Valley Council. You have been selected to rgcew.e this invitation to
participate as a student resident of one of EVU's residential collegei:;. .

We are interested in the ways you understand and use yoa.fr co eg: a .
commodation and the ways you interact with your 101.:al nelghbou_r oto
spaces and services. The questionnaire will take approx.lmately 30 mm'klj[ Ez
to complete and is completely voluntary anfi .conﬁdent:a.l. The data \;\;111 o
used to evaluate university and council policies and their support of hig
density residential environments.

To complete the questionnaire, please click on the following link:
http://www.newurbanliving.evu.org.ca/ surveys.html

It would be great if you could complete the questionnaire in t'he next
two weeks. If you have any questions or need help, please e-mail me at
kanchana.phonsavat@EVU.edu.ca.

Thank you in advance for your participation.
Kanchana Phonsavat

The university requires that all participants be infgrmetli trt@t if thgzcr:\ée ;:n:l ac;rli:e-
i i in which a research project is con 3
plaints concerning the manner in w Gl g bl
iven to the researcher or, if an independent person is p l, to t :
ﬁluman Research Ethics Officer, Research Unit, East Valley University, 9222, tele
phone (04) 8988 1234.
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representative of the population such that the mathematical probability of the
sample characteristics being reproduced in the broader population can be calcu-
lated (May 2001). In such cases, a list of the population in question, the sampling
frame, is required so that a sample can be constructed (for example, the tenant
list of a given public housing authority, a local electoral register, a health register
of all people in a given geographical area receiving treatment for HIV/AIDS). The
rules surrounding sampling are drawn from the central limit theorem used to
sustain statistical claims to representativeness, generalizability, and replicability
(see McLafferty 2003; Parfitt 2005; Robinson 1998).

On the other hand, questionnaires used in qualitative research are likely to be
used as a part of mixed-method research aimed at establishing trends, patterns,
or themes in experiences, behaviours, and understandings as part of analysis of a
specific context, without seeking to make generalizable claims about whole popu-
lations (Robinson 1998, 409). Hence, a more appropriate sampling technique
for qualitative research is non-probability sampling where generalization to a
broader population is neither possible nor desirable and sa mpling frames may
not, in any case, be available. Some web surveys, for instance, involve the self-
selection of respondents where anyone who agrees to complete the questionnaire
can be included in the sample. For example, Tomsen and Markwell’s (2007)

re-
search in Australia into the perception and experience of safe

ty at gay and lesbian
events included an on-line questionnaire. Respondents were invited to complete
the questionnaire through targeted advertising in the gay and lesbian press, a
media release, radio interviews, and contacting and giving information about
the questionnaire to 25 on-line chat groups and e-mail lists to pass on to their
members. A total of 332 people from across the country participated in the ques-
tionnaire. Specifically, purposive sampling (see Chapter 4) is commonly used
where sample selection for questionnaire respondents is made according to

some
known common characteristic, be it a social category (for example,

male single
parents), a particular behaviour (for example, women who use public transport),
or an experience (for example, people who have been victims of crime). There
are no specific rules for this type of sampling. Rather, the determinants of the
appropriate sample and sample size are related to the scope, nature, and intent of
the research and to the expectations of your research communities.

As in all research, these considerations are overlain by the limitations of re-
Source constraints (time and money). Nonetheless, the lack of hard-and-fast rules
and a need for pragmatism do not imply the absence of a systematic approach—
quite the opposite. Complex and reflexive decisions need to be made about how
to approach sampling. For instance, in research on what motivates ‘sea-changers’
to abandon city life and relocate to regional, coastal areas, researchers would
need to take into account whether they should seek respondents in all age groups,

all household types, and all income categories. Research on people living with
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skip or refuse to answer a specific question or section. Alternatively, such outcomes
could mean that respondents do not understand the question or do not have the
knowledge or experience to answer it. On the questionnaire overall, consider how
respondents react to the order of the questions. Does it seem to them that the ques-
tions flow logically and intuitively? Are there parts where the questionnaire seems
to drag or become repetitive? Technical aspects can also be tested: Is there enough
space for respondents to answer open questions? How long will the questionnaire
take to complete? Do the data being generated present particular problems for an-
alysis? If you plan to conduct the questionnaire face-to-face

with respondents, the
pre-test stage can also be a use

ful exercise in training and confidence-building,

MODES oF QUESTIONNAIRE DISTRIBUTION

Consideration of the mode of questionnaire distribution should be

earliest stages of your questionnaire desj
sign, layout, question type,

one of the
gn. It has significant implications for de-
and sample selection. The main distribution modes
are mail, face-to-face, telephone, and the Internet-mediated modes of e-
the world wide web. Each mode has distinctive

the choice among them depends on the researc
resource constraints. The best choice is the
context and target participant group, while
dependent on a design appropriate
tion is: what should researchers in
guide them in the choice of mode?
Mailed questionnaires have the clear ad
be distributed to large samples over large
province) at a relatively low cost. The
advantage when sensitive topics are b
with socially disapproved attitudes o

sexual behaviour, or topics involving personal harm, such as experience of un-
employment or experience of crime, Respondents may also feel more able to take
time to consider their responses if unimpeded by the presence of an interviewer.
Clearly, too, the absence of an interviewer means responses cannot be shaped by
how an interviewer Poses a question, how they interact with the respondent, or
how they interpret cues in the conversation in culturally specific ways.
Nonetheless, mailed questionnaires are generally the most limited of the three
modes in terms of questionnaire length and complexity. The scope for complex
Open questions is particularly limited by the need for questions to be self-
Planatory and brief, and this may be a significant consideration for q
oriented research. Once the questionnaire is sent out, there is little ¢

mail and
strengths and weaknesses, and
h topic, type of questions, and
One most appropriate to the research
the success of any particular mode is
to contextand participant group. So the ques-
terested in qualitative research be aware of to

vantages of cost and coverage. T hey can
areas (for example, an entire country or
anonymity they provide may be a significant
eing researched—for example, those de

aling
r behaviours

» such as racism or transgressive

ex-
ualitatively
ontrol over
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who completes it or, indeed, over how it is completed; responder\ﬁs ma‘y Ch(,)f)::i
to restrict themselves to brief, unreflective, or patte'med respm'{se:; A Te.;ptn?slcd ’
the question ‘what do you value about living in this cnmmum.ty. mig;t‘ g-l.l:nd;
response of several paragraphs from one respondent alnd the L(?Tl?lnell e O.r
and neighbours’ from another. There is no opportunity to clarity ques 1(q A
probe answers. Nor is there control over the pattern anq rate of responsel. :(-)‘mli
parts of the target participant group may respox-ld ata h].g‘her rz?t.e t..hz?n 0; 1;-5.},
is common, for instance, for mailed questionnaires tg achieve mgmﬁga(l;ay ‘1g d
er response rates in wealthy neighbuﬂrhood‘s than in less .so-uallylrra \jiuiicse
neighbourhoods. Finally, mailed questionnaires can b'e sub)ect‘ to (.’:"V__li:?.)f30
rates unless respondents are highly motivated to participate. Respo?s.c i Lfb ltl 20
to 40 per cent are considered good (Cloke etal. 2(}(}4b),.akhough effective follc
up steps can increase a rate somewhat (MaY.Z(}Ul; Rebmsf)n‘ 1998). .
Distributing questionnaires electronically is a r.ecelnt v.anat%o\n on mal ; strib
tion. There are three main means of electronic distribution: (1) 5f31l)c1mg the ecimre
questionnaire to respondents as an e-mail attachment, (2) ejma;lz.ng respor; Znt‘:
an introductory letter with a hyperlink to a web-based qu.estlonnm.re, and (3 )) u];
tributing a general request for respondents ( for-examp]e-, viaan (.m-lnll‘e Sélvziirl:ti(in
to complete a web-based questionnaire. A major benefit of elec_t.r‘oma. : m rhi e
is that it ‘compresses’ physical distance and enorfm)Ufsl_y expands th’ejmd.c.hof ’;
questionnaire. Participant groups that are ot}}erwme difficult to L()l’llc‘Kft Ia:u ,ig?kre"
questionnaires can be reached. This could include, for e)‘(ample, peop tlv\ iy
stricted mobility who might find it easier to res.p%md on-line t'han to n;(?i 2 u).
pleted questionnaire. Furthermore, people practising C()VE}'{ or 1_llegal;eln?vu:}1]rst "y
for example, graffitists or drug users—may be more r?asﬁy re(,rune. t .1;0\,‘1‘& L
Internet. The Internet is also a powerful way of gaining access to selt-(‘)rg,anuc
groups—for example, those with common intl.zrests, llfestyles,. L.)r ex.perlenceslf)nre
ganized into chat-rooms, newsgroups, and on-h]I]e forflms. l‘\flafh.ng lists o on-t j .
newsgroups can be used for circulating the questionnaire or 11w1t171'g' pdrtlf]:p;air[i t.‘m_
complete an on-line questionnaire. However, some groups are sen:jlflﬂ\_/e 'to. the e
sion of researchers via mailing lists and newsgroups to re_ques.t paitluapatltﬁn (Chen,
Hall, and Johns 2004). Many discussion groups state their prw_acy‘pfnh.c? wl':fe‘n y;():
join, so researchers should check the welcome message 'of public discussion lists
guidelines before using them to recruit potential ‘part.mp.antsj {Madge 20}(1}"{’). »
Regardless of the specific means of electronic distribution used: .tb-t fe%rthat
ment of participants will be affected by the age, class, an-d .genc:u% 1argzreﬁﬂ
shape computer use, e-mail and on-line patronage (see Gibson 20 )). ' <h o
consideration needs to be given to whether the coverage of who can be reache
tic for the research in hand. %
Prgb:;::;)eneﬁts of electronic distribution include the cost-savings fmd efﬁ;?f‘rtl-
cies of e-mail and on-line questionnaires. One distinct advantage 1s the ability
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to incorporate colour images and graphics without associated printing costs,
although you should avoid overloading on-line questionnaires with cluttered
design features or complex graphics that require excessive download time. Elec-
tronic distribution opens up new opportunities for flexibility in question design,
for more complex questions to be posed, for incorporating adaptive questions
with encoded skip patterns, thus removing the need for complex instructions
and filter questions, and for increasing the potential to generate rich qualita-
tive data. Researchers who have taken advantage of electronic distribution report
response rates comparable with those of conventionally distributed question-
naires, especially if pre-notification e-mails are used, with respondents charac-
teristically submitting lengthy commentaries on open questions (Hoggart, Lees,
and Davies 2002; Sheehan and McMillan 1999; Van Selm and Jankowski 2006),
a plus for qualitative research. Apart from saving on print and postage costs,
the electronic collection of data offers the major advantage over paper question-
naires of eliminating the need for a separate labour-intensive phase for data entry
and coding of closed questions (Van Selm and Jankowski 2006)
Mailed and on-line questionnaires do, however, present a particular set of chal-
lenges surrounding their hidden costs, privacy issues, and technical capacities and
failures. The cost and labour savings of avoiding coding and data entry through
electronic data capture can be offset by the costs of design and programming (Hew-
son etal. 2003). To run a web-based questionnaire, you need to be proficient in pro-
ducing HTML documents, (o use survey construction software packages, which can
be costly, or to use the commercial services of a web survey host (see Sue and Ritter
2007, Appendix A). Costs can vary significantly. When it comes to privacy and con-
fidentiality, the identity of web-based questionnaire respondents can be protected
if they withhold their names, although technically adept researchers can collect
data about web-based participants using, for example, user log files or Java Applets
(Lumsden 2005). Anonymity cannot be provided to e-mail questionnaire respond-
ents when the returned questionnaire attaches the e-mail address. Responses stored
on computer files, and on-line, can be accessible to hackers, and this may be a par-
ticularly important concern if the study being conducted involves sensitive and per-
sonal subjects. Using encryption to increase the security of data on a server and
backing up and storing data in a secure off-line location are advisable.
Qualitative research is often very effective if an interviewer administers face-
to-face questionnaires, although this is a costly option. The major benefits of this
mode flow from the fact that an interviewer’s presence allows complex que

stions
to be asked (see Chapter 6). As well, an interviewer can take note of the context of

the interview and of respondents’ non-verbal gestures, all of which add depth to
the qualitative data collected (Cloke et al. 2004b; May 2001). As an interviewer,
You can motivate respondents to participate and to provide considered, qualita-
tively informative responses. Moreover, people are generally more likely to offer
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long responses orally than in writing. However, & Beckett and (élegtg %Piiﬁ;)zz
work on lesbian identity suggests, this outcome is .contlet-depen ent. }t
more crucially, face-to-face questionnaires give an interviewer the nppfortunli ty—
to clarify questions and probe vague responsﬁ& (s(ee Ci?apters 6 an;i ?7> 0; r‘isﬂ
ed discussions). For example, adding probes like ‘why xs'th_at exact y? ,dl 1 ]; ,
ways?’, or ‘anything else?’ can elicit reflection on an opinion or atnltu le. s e?,
quéstionnaires can also be sustained because direct contact with an mtc',rwe;\;ld
can enhance respondent engagement. The ability to-pose complex (111'ef‘t%’()t.1se re_
elicit more in-depth and engaged responses is a major benefit for qx'lahuit?v b
search. Moreover, this high level of engagement can also secure hig L;c.x‘pnfnil
rates—Babbie (2001) estimates 80 to 85 per cent—with a rrfl.mmal. 1\11;1\}1 Tekx.l(l)and
responses and ‘don’t know” answers. However, the level of 111€erv:it.\ffc-rt s 1{\{66
reﬂéxivity required to secure optimal outcomes should not be‘un (ele.s 1r‘m ' \W.e r
As Kevin Dunn discusses more fully in Chapter‘ 6, the presence of. ax; 1r—1tt.rl\.r11; .
can be a powerful means of collecting high-quality data, but lf-ll}tiﬂ. uces 1ffect<q’
tions as well. Interviewer/respondent interactior.] can produce mterv.lewer ; : )Cj;]
that shape the responses offered. People ﬁlte.r their answers th m(u(g)gh 21?611:;;; Mcen_
expectation, especially when interviewed fa‘ce-tcm_‘ace‘(li,ee 20 ). _). 11f:} ?’aw)id
sor their answers according to perceived social delsn'abﬂlty. That 19, t ey may ,a]i'ﬂ
revealing socially disapproved behaviours or beliefs (such‘aa raluszin) (Jc;; Trev{nmog
negative experiences (for example, unemployment). E.%gukett) Lu; . gt)iviewer
chose postal questionnaires specifically to ensure the abfcftclc 0 fll; mr e ir;
Their argument was that participants should be allowed to MIC(,O.L,]nll ‘t 51 s : “;hh
their own terms, without any identification with the 1‘esear‘ghers ﬂhwa‘f{;ﬁmi i
particular geographical spaces or social anq cultural atmbutes; zmc? w‘zt f(:;:, ali; y
of judgment by the researcher. When interviewers a:‘enused,‘ o.n‘c rfl,e{dm.:;m it
with respondents’ self-censoring is to incorporate a selbadmlmstexcc_sec M. wher
questionnaire or to reassure respondents of a nglal’ant_ee of anonymlt?f. I ;l)r thni;
the interviewer’s presence (as an embodied subject w;tb c.lasf, gt.andez, fm . edﬁe]d
characteristics) can also affect the nature of responses piRe: ‘}'or mstz.mj.t‘a., : erﬁ -
and Procter (1996) suggest that the gender of the im‘er.v iewer 1['Jtl.’()d§l(.€b.5‘]g'l'll; :d;
variations. So while distinct benefits arise from using face-‘to—fa-ce d:l;tl’l utic o,f
there are drawbacks. Perhaps the most limiting is the pl:achcal consi 'era.tlon.n
cost. Interviewer-administered questionnaires are expensive and tlm?-(.()i.lsqu(I eg
and tend to be restrictive both spatially and with respect L_‘o p.czpulauon cgve:’(aia
However, as we suggested before, this factor may not be a significant drawbac

particular, localized participant group is t‘argeted. il
While the opportunities for personal interchange are morg res ‘1 1u1:l o
phone than in face-to-face questionnaires, the telephone mode .stx- 0 ex‘(\Wide
possibility of dialogue between researcher and r‘espondent'and .(,an pf .]Emit
some of the associated benefits along with a certain anonymity that may
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problematic interviewer effects. Conducting questionnaires over the phone may
encourage respondent participation because it may be seen as less threatening
than opening the door to a stranger wanting to administer a questionnaire.
However, telephone delivery constrains the scope for lengthy questionnaires,
with about 30 minutes being the maximum time respondents are willing to par-
ticipate (de Vaus 2002). Furthermore, because the mode relies on a respondent’s
memory, the question format must be kept simple and the number of response
categories in closed questions needs to be limited. However, the advent of com-

puter-assisted telephone interviewing (CATI) and voice capture technology is

significantly enhancing telephone questionnaires (see Babbie 2001, 265) and ex-

tending their potential in this regard. Moreover, they can be administered with
great convenience and at relatively low cost.

Telephone questionnaires may rely on a telephone directory as a sampling
frame, and this can introduce class and gender biases among respondents as well
as ruling out people whose numbers are not listed. Moreover, as cellular phone
use increases, landline directories are becoming less useful as a sampling frame. If
telephone numbers are available for a purposefully selected group of people, this
may not pose a problem. Historically, telephone surveys have had good response
rates (Feitelson 1991), and follow-ups can be conducted much more conveniently
than for face-to-face or mailed questionnaires by means of a simple call-back.
However, growing public annoyance with unsolicited marketing calls means ap-
proaches by telephone face rejection or screening out by answering machines.

MAXIMIZING QUESTIONNAIRE RESPONSE RATES

Questionnaire response rates are shaped by the research topic, the nature of the
sample, and the quality and appropriateness of questionnaire design as much as
by the mode of distribution. In any case, questionnaire response rates tend to be
higher when using a purposive sample—as is common in qualitative research—

wherein interest in the research topic may be strong. There is strong evidence that

response rates for on-line questionnaires are stronger if the questionnaire is rela-

tively brief, taking no longer than 20 minutes to com plete, is not overly complex to
complete, is relatively simple in design, and does not require participants to iden-
tify themselves (Lumsden 2005), Regardless of the mode of distribution, response
rates can be improved by undertaking a series of strategies be

fore questionnaire
distribution and as follow-up (Dill

man 2007) in order to both maximize partici-
pation and minimize non-responses. Box 10.5 summarizes the key strategies and
indicates for which modes of distribution they are appropriate.

——.
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Strategies for Maximizing Response Rates

Box 10.5

Strategy

Face-
to-Face

Telephone

Mail

On-line

Ensure mode of distribution
is appropriate to the targetec‘i
population and research topic.

v

Send notification letter

{or e-mail pre-notification)
introducing the research and
alerting to the questionnaire’s
arrival (or posting on-line).

Place newspaper or on-

line advertisement in local
community newspaper/
magazines or on-line chat-
rooms/newsgroups introducing
the research and alerting to the
conduct of the questionnaire.

Ensure questionnaire is concise.

Ensure appropriate location of
approach.

Ensure appropriate time of
approach.

Vary time if no contact is made
initially.

Pre-arrange time/location for
conduct of questionnaire, if
appropriate.

Ensure reply-paid envelope is
included in mail-out.

Print questionnaire on coloured
paper to distinguish it from
introductory material or other
mail.

Send follow-up postcard/e-
mail thanking early
respondents and reminding
others (about one week after
initial receipt).
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Send follow-up letter/e-
mail and additional copy of
questionnaire (two to three
weeks after initial receipt).

Avoid abrasive manner, v v
Dress appropriately to the v
target population.

ANALYZING QUESTIONNAIRE DATA

Analyzing questionnaires used in mixed-method research that blends qualita-
tive and quantitative data requires an approach that distinguishes between closed
questions in which responses are provided in an easily quantified format and open

questions that seek qualitative responses. Quantitative data arises primarily from

closed questions that provide counts of categorical data (for example,

age and in-
come bands,

frequency of behaviour) or measures of attitudinal or opinion data
(see Box 10.1 for examples). Questions such as these are relatively easy to code
numerically and analyze for patterns of response and relationships between the
variables that the questions have interrogated (May 2001). Indeed, as noted above,
response categories can be pre-coded on the questionnaire, simplifying matters
even further (see de Vaus 2002 or Robinson 1998 for more detail), while data can
be collected readily and easily collated within the electronic environment. The
analysis of qualitative responses is more complex. The power of qualitative data
lies in its revelation of a respondent’s understandings and interpretations of the
social world, and these data, in turn, are interpreted by the researcher to reveal the
understandings of structures and processes that shape respondents’ thought and
action (for elaboration, see Crang 2005b; Robinson 1998, 426-7). Chapters 11, 14,
and 17 discuss the techniques and challenges of coding and analyzing qualitative
data in detail. Nonetheless, it is worth raising some important points specific to
analyzing qualitative data arising from questionnaires.
In qualitative responses, the important data often lie in the detailed explana-

tions and precise wording of res

pondents’ answers, For qualitative research,
then,

it is best to avoid classifying qualitative responses into simple descriptive
categories so as to report on them quantitatively, stating, for example, that 49
per cent of respondents had positive opinions about their neighbourhood’. There
are two problems here. First, such reporting gives the misleading impression that
findings are quantitative and could be used t

0 make generalizations. It may well
be statistically misleading,

too, to report in this form the results of what might
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. s
be a relatively small purposive sample. Second, _this approach 1an)l?res ‘tcrlz:i:g
open questions so that much of the richness of how respondc.entz? lu)].)sl ek ’,
in this example, their positive understandings and_ exper;em:,es.of t‘um‘r (.)‘ : ,3_,
is lost. Certainly, classifying qualitative responses 1nto descriptive La;[ln?%(,;i'.tez‘ y
lows us to simplify, summarize, compare, and aggreg:{:tt? data, bu;{t is ti}:) ;n
approach forfeits the nuance and cnmplemty of the original text.d' epfardi:y "
observations in this way is unlikely to contribute much to our 1-m erstan 1 ,‘g,.n—
the meanings and operations of social structures ar.1d _processres a‘zd pt;,;)}e} :shsrim
terpretations and behaviour in relation t_o them. It is mor.ci‘ratu?r.]c bto et an\d
of qualitative research to analyze data gamcc'l froma questlo-nr‘ugre’ (;’Jbl wniepis
sorting to identify key themes and dimensions as welll as-the- roa g;; neer!
that might underlie them (see the discussion ()fanalyt.lcal Lodu?g 1;1“j apb.wk On.
Reporting findings in these terms i:‘imuch more meaningful than falling be

rard attempts to quantify the data. '
aw}ljlrrill;;ril in azfaiyzil?g quali)t[ative responses, we need to be aware that c}lua.h.ta-
tive research makes no assumption that respondents s]?are a common c}lle 1:11t10;
of the phenomenon under investigation (be that c_luallty of nel-ghbourRo?he,re )
perience of crime, understanding of health and 1llness‘, a:}d :,0_ on).‘ a 3 2
assumes that variable and multiple understandings coexist in a given socia LOI;—
text. We need to incorporate this awareness into how we méke sens.e ‘of rers?o‘r‘x. ;
ents’ qualitative answers. Indeed, one of the strer_lgths o.f using ‘questl;)m‘l:lr:;i:l]
qualitative research can be their ability to i.dennfy varmbllltylnjl un.che’rs ‘Tnu ]f
and interpretation across a selected participant group, providing 1‘ thg? ‘1 "
work for further investigation through additional complementary methods suc
as in- views. .
" ;?njﬁit };(;::)eli‘n mind that qualitative data ana'lysis is som_etimes reterredt t)(;
as more of an art than a science (Babbie 2001). It '15 not reduubie toa nizt) set‘h;r
techniques. Although useful procedures can be followed (see (Jhaptfer | .h, leq‘-
may need to be customized to the unique concerns and struc.tuz:e 0 eacl qu h
tim‘maire and the particular balance of quantitative and quahtatlve.data it ’g,z:itt-
ers. For this reason, and others, at all stages of the proocess ofanalysnis we.nt,eh ‘:
be mindful of engaging in critical reflexivity, especially when conSJ.derm.g‘h 0
our own frames of reference and personal positions shape the ways in which we
proceed with analysis (see Chapters 2 and 17).

CONCLUSION

. . . e . il
In seeking qualitative data, questionnaires aim not just at detelmlmng qu?ld‘f
) . . . Meee! . . if-
tive attitudes and opinions but at identifying and classifying the logic o ]
e i : )
ferent sets of responses, at seeking patterns or com monality and divergenc
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responses, and at exploring how they relate to concepts, structures, and processes
that shape social life. This is no easy undertaking, and questionnaires struggle
with the tensions of seeking explanation while being generally limited in their
form and format to obtaining concise accounts.

Hoggart, Lees, and Davies (2002) argue that the necessarily limited complex-
ity and length of questionnaires prevent them from being used to explain action
(since this requires us to understand people’s intentions), the significance of action,
and the connections between acts. Compared with the depth of information
developed through more intensive research methods such as in-depth interviews,
focus groups, or participant observation, questionnaires may provide only super-
ficial coverage. Nonetheless, they can help us begin the explanation in that they
are useful for identifying regularities and differences and highlighting incidents
and trends (see de Vaus 1995 for an extended critique). Indeed, as Beckett and

Clegg’s (2007) work shows, in some contexts they can enable the collection of full
and frank, thoughtful and detailed accounts in ways that more intensive methods
involving interviews and interviewers’ presence may inhibit.

There are ways of constructing and del ivering effective questionnaires that are
largely qualitative in their aspirations, being mindful of the possibility of acquir-
ing deep analytical understandings of social behaviours through careful collec-
tion of textual materials. Certainly, the interview, through its record of close dia-
logue between researcher and respondent, provides a particularly powerful way
of uncovering narratives that reveal the motivations and meanings surrounding
human interactions, and questionnaires can only ever move incompletely in this
direction. However, by not requiring close and prolonged engagement with the
research subject, the questionnaire offers opportunities to reach a wide range
and great number of respondents, in particular through on-line applications,

and to collect data on their lived experiences. This extensiveness and diversity
makes questionnaires an important, contemporary research tool.

KEY TERMS
closed questions population
co-constitution of knowledge pre-testing

combination questions

computer-assisted telephone
interviewing (CATI)

cultural safety
mixed-method research
open questions

probability sampling
purposive sampling
sample

sampling frame
satisficing behaviour
voice capture
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REVIEW QUESTIONS

1. Why are open questions more suited to qualitative research than closed
questions?

2. Why is the choice of the mode of questionnaire distribution specific to the
nature of the sample and the nature of the research topic?

3. Why should we avoid ‘closing’ open question responses for the purpose of
reporting findings?

4. ‘What are the limitations of the use of questionnaires for qualitative research?

5. What are the particular benefits of administering questionnaires on-line?
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Dping Foucauldian
Discourse Analysis —
Revealing Social Realities

Gordon Waitt

CHAPTER OVERVIEW

Discourse analysis is now a well-established interpretive approach i
geography to identify the sets of ideas, or discourses, used to rggke .
of the'world within particular social and temporal ’contexts Discf)inse
analysns. is quite different from other qualitative researcit meth f:e
through its use of the challenging ideas of the French philosopher Mi ‘;1 T
Foucault, following Foucault, discourse is a mediating lens that br'icnges
;I:etworld into focus by enabling people to differentiate the validity of
atements about the world(s). The goals of this chapter are twofold
The first goal is to outline why Foucauldian discourse anal Sis is ‘
fundamental component of geographers’ methodological repertfaire Tha
second‘goal is to provide a methodological template. The chapterb gi .
by outllr.ﬁng meanings of discourse. Foucault’s interest in discours;gms
to e.xplam how those statements accepted as ‘true’ are always historicwﬁs
variable, being the outcome of uneven social relationships, technol o
and power. According to Foucault, to believe at face value wh’at one heogv,
reau.:ls. qr sees as truth would lead to the serious error of overlookin i:'
s‘ocaal circumstances within which particular sets of ideas are prod : de
f:lrculated, and maintained. Hence, discourse analysis offers insiimﬁt’
:ntcf ho_w particular knowledge becomes common sense and domi i
while simultaneously silencing different interpretations of the worl:in??tt'
chapte.r then outlines a methodological template to conduct disco-u .
analysis. Examples are considered to illustrate why discourse analysis I':SE
many benefits for geographical research, particularly projects cor:mitt:j

to addressing social and environm inusti
ental injustice and i
power relationships. } nd challenging unequal



