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Today’s agenda - a survey discussion

Me talking about surveys about 30 minutes

Us chatting about surveys about 30 minutes
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I found this in a set of standards

Get user feedback on content:

Agencies should provide a feedback 
mechanism for users to report satisfaction 
or dissatisfaction with each web page or 
piece of web content, which enables the 
public to identify potentially inaccurate, 
outdated, confusing, or duplicative 
content. Agencies are encouraged to 
continuously monitor, measure, and 
optimize content for performance so the 
public get the answers they need.
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I worry about linking dissatisfaction to next steps

Report satisfaction 
or dissatisfaction?

Get user feedback on content:

Agencies should provide a feedback 
mechanism for users to report satisfaction 
or dissatisfaction with each web page or 
piece of web content, which enables the 
public to identify potentially inaccurate, 
outdated, confusing, or duplicative 
content. Agencies are encouraged to 
continuously monitor, measure, and 
optimize content for performance so the 
public get the answers they need.
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Let’s try a thought-experiment

Photo by Jailam Rashad on Unsplash
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Satisfaction is a slippery concept 

Image credit: Photo by Ethan Robertson on Unsplash
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Satisfaction is a complex matter

Resulting thoughtsCompared experience to what?

Indifference(nothing)

Better / worse / different Expectations

Met / not met / mixtureNeeds

Good / poor quality (or ‘good enough’)Excellence (the ideal product)

Treated equitably / inequitablyFairness

Vindication / regret Events that might have been

Adapted from Oliver, R. L. (1996) and (2010) “Satisfaction: A Behavioral Perspective on the Consumer”
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It’s not clear HOW to change the content

Report satisfaction 
or dissatisfaction?

Get user feedback on content:

Agencies should provide a feedback 
mechanism for users to report satisfaction 
or dissatisfaction with each web page or 
piece of web content, which enables the 
public to identify potentially inaccurate, 
outdated, confusing, or duplicative 
content. Agencies are encouraged to 
continuously monitor, measure, and 
optimize content for performance so the 
public get the answers they need.

Decide how to 
optimize content?
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Takeaway Good surveys are about 
using the insights to 
make good decisions
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Here is my process in stages

Establish your 
goals for the 
survey

Decide who to 
ask and how 
many

Build the 
questionnaire

Run the 
survey from 
invitation to 
follow-up

Clean and 
analyse the 
data

Present the 
results

Goals Sample Questionnaire Fieldwork Responses Reports

Test the 
questions

Questions
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You get a good survey by doing many things well

Establish your 
goals for the 
survey

Decide who to 
ask and how 
many

Build the 
questionnaire

Run the 
survey from 
invitation to 
follow-up

Clean and 
analyse the 
data

Present the 
results

Questions 
you need 
answers to

The right 
people in 
the sample

Goals Sample Questionnaire Fieldwork

Answers from 
the right people

Responses Reports

Accurate
Answers

Useful
Decisions

Test the 
questions

Questions

Questions 
people can 
answer

Questions 
people can 
interact with
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The goals set the scene for the survey

Goals

Establish your 
goals for the 
survey

Questions you 
need answers 
to
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Establish the goals for your survey
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For example, I was writing a blogpost
“Which topic is most interesting?”

“To write the most useful blog post”

“Pick one of the available topics”

“I’ll pick the topic with most votes”



Caroline Jarrett  @cjforms  (CC) BY SA-4.015

A survey is a quantitative method 

The result of a survey 
is a number
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Don’t confuse two sorts of number

The number which is 
the result of the survey

A number of responses 20 people chose a topic

75% want topic A
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Here’s an example of thinking about goals
“Is our content working?”

“We want meet our users’ needs”

“We will change pages where 
we get negative feedback”

“If any page gets more than 10 
negative reports, we will fix it”
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Is this a realistic decision for your content?

“If any page gets more than 10 
negative reports, we will fix it”
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A survey is a quantitative method
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If you don’t need a number yet, switch methods
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Jack Garfinkel has 
some ideas for you
Jack works on ‘advice content’, 
pages that explain how to do 
things.

Is your advice content working? -
Content Design London
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Ginny Redish and I 
have some more 
ideas for you
Ginny started testing content 
back in the 1980s and is the 
author of “Letting Go of the
Words: Writing Web Content that 
Works” 

I was honoured that she wrote 
this post with me. 

How to test the usability of 
documents - Effortmark
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Takeaway If you don’t yet need a number 
to help you to make your 
decision, choose a different 
method to do first
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You get a good survey by doing many things well

Establish your 
goals for the 
survey

Decide who to 
ask and how 
many

Build the 
questionnaire

Run the 
survey from 
invitation to 
follow-up

Clean and 
analyse the 
data

Present the 
results

Questions 
you need 
answers to

The right 
people in 
the sample

Goals Sample Questionnaire Fieldwork

Answers from 
the right people

Responses Reports

Accurate
Answers

Useful
Decisions

Test the 
questions

Questions

Questions 
people can 
answer

Questions 
people can 
interact with
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Let’s have a think about questions

Build the 
questionnaire

Run the 
survey from 
invitation to 
follow-up

Clean and 
analyse the 
data

Present the 
results

Questionnaire Fieldwork

Answers from 
the right people

Responses Reports

Accurate
Answers

Useful
Decisions

Test the 
questions

Questions

Questions 
people can 
answer

Questions 
people can 
interact with
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GOV.UK asks this question on every page
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I’m constantly saying “No yes/no”

• The real world is analogue

• There are nearly always other answers

• Try spelling out what “yes” and “no” mean

No yes/no questions - Effortmark
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I clicked ‘Yes’ and got a reply
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I tried again with ‘No’ and got an invitation
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Then I got an email with a looooong link in it
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It’s quite an easy 
6-question survey 
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It seems that we can’t get away from satisfaction
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Let’s think about rating scales
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A Likert scale has 
several Likert items

Likert scale

Statement Response 
points

Likert 
item
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Likert had three formats in his scales

Likert, R. (1932). "A Technique for the Measurement of Attitudes." Archives of Psychology 140: 55.
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You can find an academic paper to 
support almost any number of response points
Krosnick and Presser refer to about 87 papers on response 
points

Krosnick, J. A. and S. Presser (2009). Question and Questionnaire Design. Handbook of Survey Research 
(2nd Edition) J. D. Wright and P. V. Marsden, Elsevier. Emerald_HSR-V017_9 263..313 (stanford.edu)
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I have a flowchart to help you to decide

*the key stakeholder could be you

Adapted from Caroline Jarrett (2021), “Surveys that work: A practical guide for designing and running surveys”
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The right number 
of response points 
does not help 
much

Thanks to Bill Selman for this 
example

Bill Selman 
(@wselman.bsky.social) —
Bluesky
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Likert told us to avoid double-barrelled statements

Likert, R. (1932). "A Technique for the Measurement of Attitudes." Archives of Psychology 140: 55.
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I’ve seen some many-barrelled questions
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Takeaway Good questions keep to 
one topic at a time
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Likert also wants clear, concise, and straight-forward

Likert, R. (1932). "A Technique for the Measurement of Attitudes." Archives of Psychology 140: 55.
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Takeaway To find out whether a question 
is a clear, concise, and 
straight-forward, test it with 
people who will answer it
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You get a good survey by doing many things well

Establish your 
goals for the 
survey

Decide who to 
ask and how 
many

Build the 
questionnaire

Run the 
survey from 
invitation to 
follow-up

Clean and 
analyse the 
data

Present the 
results

Questions 
you need 
answers to

The right 
people in 
the sample

Goals Sample Questionnaire Fieldwork

Answers from 
the right people

Responses Reports

Accurate
Answers

Useful
Decisions

Test the 
questions

Questions

Questions 
people can 
answer

Questions 
people can 
interact with
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Let’s think about who we ask and who answers

Decide who to 
ask and how 
many

Run the 
survey from 
invitation to 
follow-up

The right 
people in 
the sample

Sample Fieldwork

Answers from 
the right people
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http://www.bbc.com/news/10506482

On the web, 
anyone can answer
Is the person who answers part 
of your actual target audience?
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A representative response beats a big response

ExampleDefinitionConcept

5,000Number of answersResponse

10%Response divided by
the number of invitations

Response rate

Whether respondents 
you get are typical of 
the users you want

Representativeness

Image credit: North Korean flag, http://commons.wikimedia.org/wiki/File:Flag_of_North_Korea.svg
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This is a 
representativeness 
question



Caroline Jarrett  @cjforms  (CC) BY SA-4.049

Takeaway Aim to include a question 
about representativeness 
in every survey
(but not too many questions)
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Interviewers used 
to visit every 
respondent
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The 1950s mindset was “Ask Everything”

Survey = 
Big Honkin’ Survey
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The internet means we can do Light Touch surveys

• You’re allowed two questions
1. A question that will help you to make a decision
2. A question that tells you about representativeness

• Get the survey to a very small sample of people (10?)

• See if you can make the decision

• Improve, iterate, increase
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This one-box 
questionnaire 
asks an open 
question
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You can iterate 
towards a light 
touch survey

Time for new question
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Consider ‘patchworking’

Traditional survey method
• Decide on one questionnaire
• Include all the questions
• Stick with it

Benefits: 
• Lots of data
• Easy to compare

Problems:
• High burden

• Inflexible

Patchworking method
• Do constant tiny questionnaires

• Ask minimal representativeness questions

• Change everything else all the time

Benefits: 
• Lots of data

• Low burden

• Flexible

Problems:
• More difficult to compare

Get more insight from smaller surveys by patchworking - Effortmark
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Tiny surveys mean less time on privacy

If you only have one representativeness question, then doing 
your due diligence on privacy is going to be a lot quicker

Full demographics that can pinpoint an exact person -> lots of privacy concerns
One very general question -> no privacy worries



Caroline Jarrett  @cjforms  (CC) BY SA-4.057

Privacy is important
Read 
“Understanding Privacy” 
by Heather Burns

Do what she says

https://www.smashingmagazine.com/printed-books/understanding-privacy/
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You get a good survey by doing many things well

Establish your 
goals for the 
survey

Decide who to 
ask and how 
many

Build the 
questionnaire

Run the 
survey from 
invitation to 
follow-up

Clean and 
analyse the 
data

Present the 
results

Questions 
you need 
answers to

The right 
people in 
the sample

Goals Sample Questionnaire Fieldwork

Answers from 
the right people

Responses Reports

Accurate
Answers

Useful
Decisions

Test the 
questions

Questions

Questions 
people can 
answer

Questions 
people can 
interact with
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Ask me questions: Caroline Jarrett

Social media @cjforms

caroline.jarrett@effortmark.co.uk

www.effortmark.co.uk


