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ABSTRACT

In survey researches a distinction between two major types of missing data in
surveys due to nonresponse had been made. First type is, unit nonresponse; for
some sample units no entire data is available. The second type is, item
nonresponse; sample unit or units have missing data for one or more questions or
variables (1, 2, 3). In this study, item nonresponse and its sources, reasons and
what it caused was tried to be investigated. It has seen that, on nonresponse
question structure, question content and respondent factors have important effects.
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SORU YANITLAMAMA NEDENLERI VE ETKIiLERI
OZET

Anket arastirmalarinda yanitlamamadan dolay1 olusan kayip verinin iki temel
tiir ayirimi yapilmistir. Birinei tiirli, birim yanitlamamadir; 6rnegi olusturan bazi
birimlere iliskin hicbir veri yoktur. ikinci tiirii ise, soru yamitlamamadir; rnegi
olusturan birim veya birimlere iliskin bir veya birden fazla soru veya degisken
verisi yoktur (1, 2, 3). Bu ¢alismada, soru yanitlamama kaynaklari, nedenleri,
nelere yol actig1 incelenmeye ¢alisilmistir. Soru yapisi, soru igerigi ve yanitlayict
faktorlerinin yanitlamama iizerindeki 6nemli etkileri oldugu goriilmistiir.

Anahtar Kelimeler: Soru yanitlamama, Anket formunun etkileri, Yanitlayici
etkileri

1. GIiRiS 1. INTRODUCTION

Anket arastirmalarinin amaci, arastirmanin uygulandigi
birimlerden yanit almak olduguna goére yanitlamama
istenilmeyen bir durumdur ve &rnekleme disi bir hata
olarak kabul edilir (4). Bilgi, tutum ve davramslar gibi
konularda yapilan anket ¢aligmalarinda, anket kapsamina
alman bireylerin arasgtirmaya c¢esitli nedenlerle katkida
bulunmama ya da kismen katkida bulunma durumlar s6z
konusudur.

Yanitlamama olmasi durumunda veri kiimesinde
eksiklikler var demektir. Eksik verinin varligi, standart
tam veri yontemlerinin kullanilamayacagi anlamma gelir.
Bazi arastirmalar yanitlamamanin Onemli ve kaygi
duyulacak bir problem olmadigmi savunmaktadir. Bu,
yanitlamamadan dolayr olusan kayip verinin rasgele
olmasi durumunda ancak gecerli olabilir (3).
Yanitlamama, yanlilia neden olur g¢iinkii genellikle
yanitlamayanlar yanitlayanlardan farklidir ve
yanitlamamadan kaynaklanan yanlilig1 ihmal etmek zordur
(5). Sonuglarin yanlilik gostermemesi igin, bireylerin
arastirmaya higbir etki altinda kalmadan katkilart beklenir.

Bir anket arasgtirmasinda tam yanit olmas: nadir bir

Since the purpose of survey researches are to get
response from target units, nonresponse is an undesirable
case and nonresponse is accepted as a nonsampling error
(4). In some surveys about information, attitudes and
behaviours, it’s a matter of fact that the individuals who
are in scope of survey for some reasons doesn’t contribute
to the survey or contribute partially.

Any case of nonresponse shows that there are some
deficiencies in data set. The existence of incomplete data
means standart complete data methods can’t be used.
Some research suggests that survey nonresponse is not a a
major problem and we should not be very concerned about
this. This is true only if the missing data occurs due to
the nonresponse at random (3). The case of nonresponse
leads bias because in general nonrespondents are different
from respondents and it is difficult to eliminate the bias
that results from nonresponse (5). Manage to prevent the
results from bias, it’s expected from survey individuals to
contribute to the research without being under influence of
anything.
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durumdur. Hemen hemen her ankette yanitlamama
durumuyla karsilasilmaktadir. Farkli tiirdeki anketlerde
yanitlamamanmm  boyutu  ve  etkisi  farkliliklar
gosterebilmektedir.  Anket arastirmalart  ile  ilgili
hazirlanmig bilimsel ¢aligmalarda yanitlamama sorununa
deginilmis ve yanitlamamanin ortaya g¢ikmamast igin
gerekenin yapilmasimin yerinde olacagi belirtilmistir.
Etkili olgiimler yapilarak iyi yiriitiilecek bir caligmayla
yamtlamama  kontrol  altna  almabilir.  Ornegin,
anketorlerin  egitimli olmasi, anket formunun iyi
hazirlanmasi gibi.

Arastirmacilar sorularin cevapsiz birakilmamasi igin

gerekeni  yapmalidir.  Yinede boyle bir durumla
karsilagilmas1 halinde, kayip veri diizeltmeleri igin
gelistirilen farkl istatistiksel yontemlerden

yararlanilabilir. Kayip veri diizeltmeleri i¢in gelistirilen
yontemler arasinda en kabul edilebilirleri ise hot deck
ikame ve ¢oklu ikame yontemleridir. Hot deck ikame
yontemi, veri matrisindeki kayip gozlemler benzer
gozlemlerle doldurulur. Bu yontem, degerlerin tam oldugu
durumlar1 arastirir ve kayip deger icin, en ¢ok benzer
olduguna inanilan gozlem degerini atar. Coklu ikame
yonteminde ise, oncelikle yaklagik bes ile on veri kiimesi
ikame yapisi kurulur. Her bir veri kiimesi i¢in ayri ayri
istatistiksel analizler yiritiildiikten sonra, tim sonuglar
birlestirilir ve bdylece yanitlamayanlar igin bir sonug
ciktist elde edilir. Ancak, yanitlamama sorunu ¢6ziimiinde,
ikame yontemlerinde gelisme saglamak yerine, yanitsiz
sorularin nedenlerinin arastirilmasi, ortaya ¢ikmamasi igin
arastirma kapsaminda gerekenlerin yapilmasimin daha
dogru ve daha iyi bir ¢dzlim olacagi savunulmaktadir (3).

Yanitlamama terimi sadece goriisme aninda yanit
alinamamast anlaminda olmayip, gériisme Oncesinde ve
sonrasindaki tiim asamalari da kapsayarak, analizlerde
kullanilacak olan son bilgi kiitligiine ulasabilen yanitlari
da kapsamaktadir. Bu kiitiige ulasmas1 gereken yanitlar
ile gercekte bu kiitiige ulasabilen yanitlar arasindaki farka
da yanitlamama denir. Bu ¢alismada soru yanitlamama ele
alinmistir. Yanitlamama (Bundan sonra yanitlamama soru
yanitlamama i¢in kullanilacaktir.) tiirleri, nedenleri
iizerinde durulacak, yanmitlamama sorunun ortaya
cikmasini 6nlemek amaciyla anket arastirmalarinda dikkat
edilmesi gereken hususlar verilmeye calisilacaktir.

2. SORU YANITLAMAMA TURLERIi

Yanitlayicilarin sorular karsisindaki tutumlar farklidir:
Yanitlayici soruyu anlamaz. Soruyu anlar, yanitlamak ister
fakat hatirlayamaz, yanitlayici 6zellikle gegmis olaylara
iliskin sorular1 kolaylikla hatirlayamaz. Yanitlayici soruyu
anlar, cevabini bilir fakat cevap vermekten kaginir. Kisinin
6zel yasamina ve davraniglarina iligkin sorulara, ya hig
cevap alinamaz ya da dogru olmayan cevaplar alinir.
Yanitlayici soruyu anlar ve cevap vermek ister fakat cevap
verme yetenegine sahip degildir. Ya soru yanlis kisiye
sorulmugtur ya da yanitlayict sorunun = yanitin
bilmemektedir.

Yanitlamamaya yol agan nedenler; kayip degerler, soru
atlanmas1 veya gegersiz yanitlar, redler ve kisinin soru
hakkinda bilgisinin olmamasi seklinde siniflandirilabilir:
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In a survey research, having a complete response is a
rare situation. Almost in all surveys we come across with
the case of nonresponse. The extent and effect of
nonresponse may differ in different kinds of surveys. In
scientific researches about questionnaire surveys, the
matter of nonresponse is discussed and it’s stated that
necessary precautions should be taken inorder to prevent
such situation. Nonresponse may be controlled by a well-
organized study prepared by the help of effective
measurements. For example, by the interviewers being
educated or survey forms being well prepared.

The researchers must make all necessary arrangements
to prevent questions being left unanswered. However, if
we come across with such a situation then different
statistical techniques which are developed for correcting
missing data may have to be used. Among those
techniques the most accepted are hot deck imputation and
multiple imputation. Hot deck imputation technique, the
missing observations in data matrix are completed with
their similar person’s observations. This technique
investigates the cases in which the values are complete
and discards the observation value which is believed to be
the most similar for the missing value. In multiple
imputation technique, first of all about five or ten data
group imputationstructure is constructed. After making
distinct statistical analysis for each data group, all of the
results are combined and thus an final output data is
obtained for nonrespondents. Despite the improvement in
these imputation techniques, it is claimed that
investigating the reason of nonresponse questions and
preventing the occurance of it in research scope will be
more useful (3).

The term nonresponse includes not only the situation
during interview but also the all stages before and after
interview and thus it contains the responses that reach last
information file used in these analysis. The responses that
should reach this file divide other responses that have
reached the file in fact called nonresponse. In this study
question nonresponse is discussed. Kinds and causes of
nonresponse will be mentioned and some particular points
will be conveyed inorder to prevent the occurance of case
nonresponse.

2. KINDS OF ITEM NONRESPONSE

Respondents attitudes towards the questions are
different from each other. Respondents may not
understand the question, he/she understands, wants to
respond to it but he/she can not remember; respondent
may not remember the events related to the past and can
not respond. The respondent understands the question,
knows the answer of it but avoid answering. The questions
about respondent’s personal life and behaviours, you get
either no answer or wrong answers at all. The respondent
understands the question, wants to answer it, yet he/she
has no capability of answering it. Either the question is
directed to wrong person or the respondent doesn’t know
the answer of it.

The reasons that lead the case of nonresponse may be
classified as missing values, omission responses or invalid
responses, refusals and the person’s lack of knowledge
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2.1. Kayip Degerler

Alan arastirmalarinda  ¢ogunlukla kayip deger
problemiyle karsilagilmaktadir. Bu problem, veri girisi
veya diizenlemesinde bazi verilerin kaybolmasi nedeniyle
ortaya ¢ikan hatadir.

2.2. Soru Atlanmasi Veya Gegersiz Yanitlar

Sorularin atlanmis olmasi yanitlamama olarak ortaya
cikar ve c¢ogunlukla anketdriin veya yamtlayicinin
dikkatsizliginden kaynaklanir. Bazen anketorler, anket
formunda yer alan bazi sorulart  yamitlayiciya
yoneltmeyebilmektedir ~ veya  yanitlayicilar  anket
caligmasinda bazi sorular1 veya soru gruplarint sikilmig
olmalarindan dolay1 veya zamanin kisitli olmasi nedeniyle
hi¢ okumadan gegebilmektedir (6).

Gegersiz  yanit  durumlari, sorularda iki yanit
seceneginin isaretlenmis olmasi ya da birbiriyle iligkili
sorularda tutarsiz yanitlarin gdzlenmesi sonucu ortaya
cikar. Bu nedenle bu tiir sorular kayip veri kategorisinde
simiflandirilir (3).

2.3. Redler

Belirli bir sorunun kisiye sorulmasi halinde kisinin
yanitlamak istememesi durumudur. Yanit veren Kkisinin
soruyu yanitlamamasi; arastirmanin kapsami, anket
formundaki sorularin icerigi ve sirasi ile anketdrlerin
davranis ve tutumlarina baghdir. Kisi soruya yanit vermek
istemedigini bazen dogrudan sdylerken, bazen de
“Bilmiyorum” veya “Fikrim Yok” yanit seceneklerine
bagvurarak dile getirmektedir.

Bazi yanitlayicilar, sorular1 yanitlamamanin
nezaketsizlik olacagi disiincesiyle c¢alismaya katilmay1
reddetmek yerine, “Bilmiyorum” yanitini verme
egiliminde olabilmektedir. Kayip verinin bir uzantist
seklinde tamimlanan soru yanitlamamanin detayli
incelemesinin yapildigt NLSY79 (National Longitudinal
Survey of Youth 1979, (1957-1964 yillan arasinda dogan
erkek ve bayanlarin aragtirmasi, yanitlayicilarla ilk 14-22
yaslarindaylarken gériisiilmiistiir)) arastirmasinda, “ilk
mariuanay1 ne zaman kullandiniz?” sorusu ile “Ilk kokain
kullanma yasiniz?”sorusu i¢in redlerin ve “Bilmiyorum”
yanitilarinin - ¢ok  yiiksek oldugu gozlenmistir. Ayni
arastrma kapsaminda, “Bilmiyorum” yanitlarinin ¢ok
yiiksek oldugu diger bir soru ise “Giinliik sigara iciyor
musunuz?” dur. Buradan, kisilerin sorular1 direkt olarak
reddetmek yerine nazikge “Bilmiyorum”  yanitini
kullandiklar1 anlasilmaktadir (6).

2.4. Kisinin Soru Hakkinda Bilgisinin Olmamasi

Kisi sorunun yanitini bilmiyorsa ortaya ¢ikar.
Genellikle anket formlarinda goriis istenen veya bilgi
olciilen sorularda yanit secenekleri arasinda “Bilmiyorum”
veya “Fikrim Yok” ifadesine yer verilir. Bdylece
yanitlayici, konu hakkinda herhangi bir bilgiye sahip
olmadigim1 bu secenegi isaretleyerek ifade eder (2).
Kisilerin sorulara genis ¢apli olarak “Bilmiyorum” yanitini
vermesinin nedenlerinin; arastirma konusu hakkinda bilgi
eksikliginin olmasi, diisiik egitim seviyeli olmasi,
giivensizlik, soru formunda soru igeriginin zor olmasi,

about question.
2.1 Missing Values

In field surveys often we come across with missing
values. Because of error during the process of data entry
and data management some data might be lost.

2.2. Omission Response Or Invalid Responses

Omission response situation is emerged as nonresponse
and most time it results from the carelessness of the
interviewer or respondent. Sometimes, interviewers may
not direct the questions on the questionnaire form to the
respondents or those respondents ignore some questions as
they are bored or the time is insufficient (6).

For the invalid responses it is observed that the
respondent marks more than two alternatives in a question
or there are inconsistency between the questions which are
revealed. According to that reason these questions are
classified in the category of missing data (3).

2.3. Refusals

Refusals may defined as the respondents voluntarily
decides not to respond to a certain question when she/he is
asked. A nonresponse situation depends on the scope of
the research, the content and order of the questions in
survey form and attitudes and behaviours of the
interviewers. Either the respondent states directly his
unwillingness to answer the question or he says “Don’t
know” or “Have no idea”.

Some respondents tend to say “Don’t know” inorder to
avoid impoliteness.

In NLSY79 (National Longitudinal Survey of Youth
1979, (nationally representative sample of young men and
women who were borned in 1957-1964 years, 14-22 years
old when they were first surveyed)) survey in which a
detailed investigation of nonresponse is made, it is
observed that there are lots of refusals or “Don’t know”
answers for the questions “When did you first use
marihuana?” and “How old are you when did you first use
cocaine?”. Another question which was highly responded
the same as others was “Do you smoke daily?”. So it is
understood that respondents prefer to say “Don’t know”
politely instead of directly refusing to answer (6).

2.4. The Person’s Lack Of Knowledge About The
Question

It occurs when the person doesn’t know the answer of
the question. Usually, in questionnaire forms there are
“Don’t know” or “Have no idea” answer alternatives,
which requires either idea or information. Thus the
respondent states his/her lack of knowledge about the
required question by marking these alternatives (2). If the
majority of either “Don’t know” or “Have no idea”
answers are indicate that; the respondent is lack of
knowledge, he/she has a low education level, he/she is not
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sorularda cevap segenekleri arasinda kisinin kendi
verecegi  yamiti  bulamamasi  gibi  durumlardan
kaynaklandigr savunulmustur (7). Soru yanmitlamamayi
tespit edebilmek amaciyla, sorularda alternatif cevap
secenekleri arasinda “Bilmiyorum” veya “Fikrim Yok” ile
“Yanit yok” ifadelerinin yer almasi gerektigi onerilmistir.
Bu sekilde kisilerin dikkatsizlikleri sonucu soru atladiklari
icin mi yanitlamadiginin, yoksa sorular1 bilerek ve kasith
olarak mi1 yanitlamadiginin  tespiti  yapilabilecegi
savunulmustur (8). Bilerek yanitlamama, kisi soruyu ¢ok
0zel buluyorsa veya kisi sorunun yanitim1 bilmiyorsa
ortaya ¢ikar. Bilerek yanitlamama kasith ve sistematik bir
olgu olma egiliminde olup, ¢alisma bulgularini olumsuz
yonde etkileyebilmektedir.

Goriisme yapilan kisiler soru yoneltilen konuda belirli
bir goriisleri varsa goriislerini agik olarak ifade ederler.
Goriisii  olmayanlar ise diigiincelerinin hangi yonde
oldugunu belirtmezler. Ancak, karar veremeyen, belli bir
goriisii olmayan kimseler, belli bir diisiince ve goriisii
olanlar kadar 6nemlidir. Arastirma hakkinda fikri olanlar
dikkate alimir ve digerleri ihmal edilirse hangi konuda
olursa olsun arastirma hakkinda yanlis bir sonuca
ulasilmis olur. Arastirmalarda hedeflenen amaglardan biri
de halkin ne kadarmin bilgisiz, tarafsiz ya da kararsiz
oldugunu meydana ¢ikarmaktir. Arastirmaci veya anketor
“Bilmiyorum” cevabinin, agik¢a ifade edilmis diger
cevaplar kadar énemli ve degerli oldugunu hi¢ bir zaman
unutmamalidir.

3. SORU YANITLAMAMA NEDENLERI

Literatiir incelemesi yapildiginda dort potansiyel soru
yanitlamama kaynagi oldugu goriilmiistiir. Bunlar; anket
yontemi tiirli, anket formu ve soru yapisi, yanitlayici
karakteristigi ve son olarak da anketor karakteristigidir.
Tim bu verilen yanitlamama kaynaklari birbiriyle iligkili
olup birbirini etkilemektedir (3).

3.1. Anket Yontemi Tiiriiniin Etkileri

Anket yontemleri arasindaki temel farklilik arastirmact
ve cevaplayict arasinda kurulacak iletisim diizeyine
bagldir. Yanitlayicilarla en yakin ve en yiiksek iletisim
karsilikli goriisme ile saglanabilir. En dolayl iletisim
posta anketi ile kurulurken, telefon anketi bu ikisi arasinda
yer alir. Cogu kez kisilerin kendilerinin doldurdugu anket
caligmalari, anketoriin doldurdugu anket c¢alismalarina
kiyasla daha yiksek soru yamitlamama oranlari
gostermektedir (9). Yliz-ylize ve telefon anketlerinde,
yanitlayici  soruyu anlamakta zorlaniyorsa soruyu
yanitlamama durumu, anketdriin soruyu agiklamasiyla
engellenebilir.

Anket yontemi segiminde, goriisme yapilacak kisilerin
yasam Kkosullari, arastirma konusu ve kapsami dikkate
alinarak karar verilmelidir (10). Ayrica, yontem secimi,
ihtiya¢ duyulan bilginin 6zelliklerinin yan1 sira proje igin
ayrilan kaynaklara ve zaman sinirlamalarina baglidir. Veri
toplama islemi genellikle anket arastirmasinin en pahali ve
zaman alict basamagini olusturdugundan ise maliyetleri
géz Oniinde bulundurarak baglamak gerekir. Her bir
yontem icin gerekli zaman ve kaynak ihtiyaglari, fiziki
sartlar, verileri toplayacak kisilerin &zellikleri farkli
olacaktir.
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confident, the content of the questions is difficult or he/she
can not find the suitable answer for himself/herself (7).
Inorder to determine nonresponse it is suggested that
“Don’t know” or “Have no idea” or ‘“No comment”
statement should be included in the alternatives. It is
claimed that in this way we can understood whether the
respondents don’t answer the questions on purpose or they
are so careless that they omit the question (8). The
conscious nonresponse has come out if the person he/she
find the question so private or don’t know the answer. The
conscious nonresponse tends to be an intentional and
systematic case and it affects the research findings
negatively.

Those who are interviewed state their opinions clearly
if they have any idea about the question asked. Others who
have no idea don’t give any answer. Yet people who are
undetermined or who have no ideas are as important as
others who have ideas. If you take into consideration the
ones who have idea and ignore the other; you can not find
a certain result of the research. Another purpose of the
research is to reveal how much the public is, uninformed,
fair or undecided. The researcher should always keep in
his(her) mind that the answer “Don’t know” is as
important as other answers.

3. THE CAUSES OF NONRESPONSE

When making a literature research, we see that there
are four potential sources of nonresponse. These are
survey method, questionnaire form and question structure,
characteristic of respondent and characteristic of
interviewer. All these nonresponse sources are related to
each other and affect each other (3).

3.1. Survey Method Type Effects

The basic difference between survey methods depends
upon the communication level between researcher and
respondent. The most candid and productive
communication can be achieved via face to face
interviewing. The most indirect way of communication is
known as mail survey, while the telephone interviewing
survey lies between these two kinds of survey method. It’s
seen that most time the nonresponse rate in questionnaire
form which are filled by the individuals themselves is
higher than those filled by interviewers (9). In face to face
or telephone interviewing surveys, if the respondent
understand question hardly the nonresponse case should
be prevented by interviewers explanation of the question’s
meaning.

In survey method selection the decision should be
made by taking into consideration the life conditions,
survey subject and content (10). Moreover, the method
selection depends on the sources for project and time
limitations besides the information property needed. The
data collection process is the most expensive and time
consuming stage, so we should start research by taking
into consideration it’s costs. The required time and source
requirements, physical conditions, the properties of the
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Sorular hazirlanirken Oncelikle g6z 6niinde tutulmast
gereken en Onemli kural her bir anket tiirli igin
hazirlanacak sorularin birbirlerinden farkli 6zelliklerde
olmas1 gerektigidir. Bir telefon anketine katilan
cevaplayicilar sorular1 yalniz duyduklar igin anket
formunun goriintiisiinden etkilenmezler. Bunun aksine
posta anketlerinde cevaplayicilar  sorularn  igerigi
hakkinda bilgi edinmeden 6nce anket formunu goriirler.
Anket formunun sekli, yazi tipi, resimler, kapak, biiyiikliik
insanlart anketi doldurmaya tesvik edecegi gibi bunun tam
tersi de s6z konusu olabilir.

Cinsel tercihler veya 6zel yagant1 gibi konular1 igeren
cok hassas sorular, ozellikle yiiz-ylize ve telefon
anketlerinde ¢ogunlukla yanitlanmak istenmemektedir. Bu
sorunlardan kag¢inabilmek igin arastirmacilar, hassas ve
6zel olmayan sorularin anketorler tarafindan sorulmasi,
hassas ve Ozel sorulara gelindiginde ise yanitlayicinin
kendisinin bizzat tek bagmna yanit vermesi yontemini
uygulamaya bilir. Ancak telefon anketlerinde boyle bir
uygulamamanin imkani1 yoktur. Posta anketlerinde ise
aragtirmaya katilma oranlart ¢ok diisik olmakta ve
anlasilmayan sorularin agiklanma imkani olamamaktadir.

3.2.Anket Formunun Etkileri

Soru yanitlamamay: etkileyen diger bir faktor ise
sorularin uzunlugu, sorularin siralanigi, soru sayisi, soru
yapisi, kullanilan 6lgek tiirli ve sorularda verilen yanit
alternatifi sayilaridir.

Sorularin uzunlugu: Sorularin kisa ve uzun olmasinin
yanitlamama durumunu etkiledigi, uzun sorularin
yanitlamama oranlarinin kisa sorulara kiyasla yiiksek
oldugu tespit edilmistir (11). Sorular kisa ve basit
olmalidir, alternatifleri agik¢a gosterilmelidir. Murata ve
Gwartney (11)’in analiz sonuglarindan, kisa tutulmus
sorularin uzun sorulara nazaran diisik yanitlamama
durumlari oldugu goriilmistiir.

Sorularin ____siwralanmasi: Yanitlayicilari  anketi
doldurmaya  tesvik  etmede, ayrica  caligmanin
baslangicinda onlarin cevap vermelerini kolaylagtirmada
sorularin siralanmast 6nemlidir. Anket formuna ilgi ¢ekici
sorularla baglamak ve basitten karmasiga ya da 6zelden
genele gitmek, kisiye isi basarabilecegi giivenini verecegi
icin o6nemlidir (12). Sorularin siralamiginda, genel
sorulardan 6zel ve ayrimntili sorulara dogru gitmek 6nerilen
bir yoldur. Arastirmanin giris boliimiinde, arastirma
konusu ile dogrudan ilgili, kolay cevaplanabilir tiirde
sorulara yer verilmelidir. Kisilerden daha ¢ok yorum
gerektirmeyen somut fikirler istenmeli, insanlarin hassas
olabilecegi diigiiniilen konulara girilmemelidir (13).
Baglangi¢ sorular1 yanitlayiciya ilging gelmelidir ki onu
anketi yanitlamaya tesvik etsin. Bununla birlikte, ankette
sorularin dizilisinde konu olarak ilgili sorularin bir arada
toplanmas1 yoluna gidilmelidir. Konudan konuya atlama
yanitlayicida kizginliga, karisikliga yol agabilir.

Ayrmtili sorulardan olugsan uzun anketlerde, anketin
son bolimiinde cevaplamast kolay sorulara yer
verilmelidir. Bu tiir anketlerde cevaplayicilar zihinsel
olarak yorulabileceklerinden son sorular1 dikkatsizce

interviewers will be different for each method.

The most important rule that should be taken into
consideration first while preparing the questions is that,
for each survey type the questions should have different
properties. Those respondents who participate in a
telephone survey aren’t influenced from questionnaire
form image since they only hear the questions. On the
other hand, in mail surveys the respondents see the
questionnaire form before they take information about the
contents of the questions. The shape, letter type, pictures,
cover, size of questionnaire form may encourage the
individuals to answer the questions or vice versa may be
the matter.

Very sensitive questions such as those about sexual
preferences or private life are more likely to unanswered,
especially if they are asked in face to face and telephone
interviewing surveys. Inorder to avoid such a matter
researchers may fallow a method in which the general
questions are asked by interviewers and in the case of
those sensitive, private questions a self-administered
module is handed to the respondents. Yet, in telephone
interviewing surveys this is impossible. In mail surveys
the response rate is also low and there is no possibility to
explain the questions which are not understood.

3.2. Questionnaire Effects

Another factor that affects item nonresponse is the
questions length, questions sequence, number of
questions, question structure, scale format, number of
scale points.

Length of questions: It’s designated that question’s
being long or short affect the nonresponse case,
nonresponse rate of long questions is higher than short
questions. The questions should be short and simple and
their alternatives should be indicated clearly (11). From
Murata ve Gwartney (11)’s analysis results, it’s
understood that nonresponse rate of longer questions is
higher than short questions.

The order of questions: The order of questions is
significant in terms of encouraging respondents to fill in
the questionnaire form and faciliate their answering to the
questions. In questionnaire form, to start with interesting
questions, to ask questions which proceed from simple to
complex ones are important since it enables respondent to
gain self-confidence (12). In the order of the questions,
begining with general questions and then asking specific
and detailed questions is a suggested method. In the
introduction part of the research, questions which are
directly related to the research subject and easy to answer
should be asked. Principially, the ideas that are concrete
and doesn’t require a comment should be asked, questions
about which people are likely to be sensitive should be
avoided (13). The initial questions should be interesting
for the respondent, that make him/her to induce to respond
questionnaire. Moreover related questions should be
brought together in terms of order. Otherwise, to jump
from one subject to another may arouse respondent’s
anger, complication of the questions.

In longer surveys which consist of detailed questions,
easy questions should be asked in the last part of the
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doldurabilir ya da hi¢ cevaplamayabilir. Fazla diisinmeyi
gerektirmeyecek sorularin (yas, kilo, cinsiyet, gelir diizeyi
gibi demografik sorularin) sonda olmasi, bu tiir hata
kaynaklarin1 biiyiik 6l¢iide ortadan kaldiracaktir. Ayrica
anketi cevaplayan kigi anketin sonuna dogru anketin amaci
ile ilgili ayrintili bilgi sahibi olacagindan demografik
sorular1 daha rahat ve ¢ekinmeden cevaplayabilecektir.

Dikkat edilmesi gereken bir diger nokta ise
cevaplayicnin  iyi  bilebilecegi  konularm  dnce
sorulmasidir. Ornegin saglhk hizmetleri ile ilgili yapilan
bir ankette cevaplayiciya oncelikle kendi saglik ihtiyaglari
sorulduktan sonra toplumun saglik ihtiyaglar1 hakkindaki
diisiinceleri istenmelidir.

Hassas sorularin da anketin son kisminda veya
ilerleyen boliimlerinde yer almasi daha dogru olacaktir.
Uyusturucu kullanimi, dini inanglar, kiirtaj, silahlanma
gibi tartigmali  konularda goriis isteyen sorular,
cevaplayicinin anket amacini tam olarak anlayarak cevap
verme konusunda tereddiit etmeyecegi kadar ileri
kisimlarda sorulmalidir. Fakat bu sorular cevaplayicinin
bikkinliktan dolay1 cevap vermek istemeyecegi kadar da
ileriye atilmamalidir.

Soru sayisi: Soru sayisi arastirmanin amaglarini en iyi
gerceklestirebilecek  sayida, yani optimum sayida
olmalidir. Arastirtlan konu ile ilgisi olmayan, i¢ biitlinliige
uymayan sorulara yer verilmemesine dikkat edilmelidir.

Soru _yapisi: Anket arasgtirmalarin ¢ogunda anket
formunda yer alan sorularin biiyiik bir boliimiinii kapali
uclu sorular olusturur. Arastirmaci, kapali uglu sorularda
cevap segeneklerini her seyi diisiinerek hazirlamali ya da
“Diger” segenegini ekleyerek kisilerin  goriislerini
belirtmelidir. Kapali ug¢lu sorularda verilen yanit
secenekleri, sorunun yanitlayici icin daha anlasilir hale
gelmesine yardimer olur. Bu sorular, yanitlayicinin
diistinemeyecegi ya da unutmus olabilecegi alternatifleri
hatirlamalarina yardimei olabilir.

Yanit segeneklerinden birini se¢mek, yeni bir yanit
olusturmaktan daha kolay olacagindan, kapali uglu
sorularin yanit oranini arttiracagl savunulmaktadir. Ag¢ik
uglu sorular kapali uclu sorulara kiyasla daha ¢ok yanitsiz
birakilmaktadir. Kapali uglu sorularda kisilerin tek
yapmast gereken yanit secenekleri arasindan birini
segmektir  (3). Yamit1 belirlenmis sorularda bazen
yanitlarin alfabetik siraya gore siralanarak verilmis olmasi
tarafsiz davranilmasmm saglar (14). Ornegin Ipana dis
macunu firmasinin yapmis oldugu bir arastirmada, “Hangi
dis macunu markasimi kullaniyorsunuz?”  sorusuna
verilecek yanit seceneklerinin ( )Colgate ( )ipana ( )Sanino
( )Signal seklinde alfabetik siraya gore verilmesi
yanitlayiciy: etkilememis olacaktir.

Sorularda _verilen yanit _alternatifi sayilari ve dlcek
tiirti:  Sorulara verilen yanit alternatifi (6lgek noktast)
sayisinin ve kullanilan 6lgek tiiriiniin kisilerin sorulara
yanit vermesinde etkili oldugunu tespit edilmistir (2).
Kullanilacak 6lgek tiirii (siniflama, siralama, aralik, oran)
analizler sonucu ne elde edilmek istenildigine ve
kisilerden bilginin nasil alinabilecegine baglidir. Sirali
Olgeklerle hazirlanmis sorulardan bilgi almak genellikle
aralikli Olgeklere kiyasla daha zordur. Toplumsal
bilimlerde, sorularin biiyilk bir ¢ogunlugunun aralikli
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questionnaire. In such surveys the respondents may either
answer the questions carelessly or avoid answering them
largely since they get tired of mentally. To ask easy
questions such as age, weight, gender, income
demographic questions in the last part will prevent such
sources of mistakes. Further more, since the respondent
will have an information about the purpose of the survey
towards the end of the questions, she/he will answer those
demographic questions without hesitation.

Another thing to be careful about is that to ask
respondent’s well known questions primarily. For instance
in a survey about health services, the respondent’s ideas
about society health requirement should be asked after
asking her/him about her/his own health requirement.

To ask sensitive questions in the last or further parts of
the questionnaire is better. Some controversial subjects
such as using drugs, religious belief, curettage, armament
etc. should be asked in the further sections of the
questionnaire so as not to evoke hesitation in the
respondent. But, these questions shouldn’t be asked in so
further parts as the respondent may be fed up with
responding.

Number of questions: The number of questions should
be optimum that is, it should realize the purpose of the
research best. We should be carefull about not asking
questions that are unrelated to the subject investigated and
inconvenient to the content.

Question_structure: In most researches closed-ended
questions constitutes the major part of the questionnaire
form. The researcher should prepare alternatives by taking
into consideration everything in closed-ended questions or
state the opinion of people by adding “Other” alternative
option to the questions. The response alternatives given in
closed-ended questions make the questions to be more
understandable for the respondent. These questions may
help the respondent’s remembering the alternative
responses that he/she is likely to forget. It’s claimed that
closed-ended questions will increase the response rate
since the choosing a response alternative is easier than
forming a new answer. Open-ended questions are more
likely to be left unanswered than closed-ended questions.
The only thing that the respondent do in closed-ended
questions is to choose among the alternatives presented
(3). Giving the questions alternatives in alphabetical order
is sometimes provides objectivity (14). For example, in a
research made by Ipana toothpaste company, one of the
question is “Which toothpaste brand do you use?” If the
response alternatives are in alphabetical order such as
()Colgate ()ipana ()Sanino ()Signal, the respondent won’t
be influenced.

Response _alternative _numbers and scale types: It’s
designated that the response alternative (scale point)
numbers and scale types are effective in the unit’s
answering the questions (2). The format of the scale
(nominal, ordinal, interval, ratio) to be used depends on
what is required to be obtained as a result of analysis and
how to gather information from units. It’s more difficult to
gather information in questions which are prepared with
ordinal scale than the questions prepared with interval
scale. It’s suggested that in social sciences the major part
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6lgekle hazirlanmasi 6nerilmistir (14).

Sorular1 yanitlama ve yanitlamama farkliliklarinin
Ol¢ek yapisinin karmagik olup olmamasina bagli oldugu,
¢ok karmagik olgek formatlari kullanmanin
yanitlamamaya neden olacag belirtilmistir. Cok karmasik
6lgek formatli sorularin biiyiik dlgiide yanitlanmayacagi ve
“Bilmiyorum” yanitina neden olacagi savunulmustur (2).
Leigh ve Martin (2)’in bir bankaya iliskin yiriitmiis
oldugu calismalarinda, ilgili banka hakkinda kisilere 6
goriis sorusu sorulmustur. Yanitlayicilardan oldukca
yaygin kullanilan ii¢ 6l¢ek formatindan biriyle hazirlanmig
sorulart yanitlamalar1 istenmigtir. Bu 0lg¢ek tiirleri
sunlardir: Likert Olgegi': “kesinlikle katiimiyorum” dan
“kesinlikle katilyyoruma” 5-nokta (1 den 5’e); Olasilik
Olcegi’:  “kesinlikle katimiyorum” dan  “kesinlikle
katihyoruma” 11-nokta (0 dan 10°a); Stapel Olcegi’
“kesinlikle katilmiyorum” dan “kesinlikle katilyyoruma”
11-nokta (-5 den +5’¢) dir. Arastirma sonucunda
yanitlamama durumu i¢in 5-nokta Olgek tiiriiniin énemli
bir kestirici oldugu, 11-nokta dlgek tiirliniin ise dnemli bir
kestirici olmadig1 tespit edilmistir. Haley ve Case (1979)
Olgek tiirlerinin yanmit verme {izerinde etkisine iliskin
incelemeleri neticesinde; yalmizca pozitif sayilari igeren
likert ve olasilik dlgegi tiirlerinin, negatif sayilar1 iceren
stapel Olgek tiiriine kiyasla daha az carpiklik gdsteren
yanit dagilimi oldugunu belirlemislerdir (2).

Cok sayida Olcek noktasiyla diisiinlilen kesinligin
bliyilk c¢apta yanitlamama yanliligima ve yanitlayici
yorgunluguna yol agabildigi goriilmistiir. Buna karsilik,
az sayida Olcek noktast kisinin karakteristik &zelligini
yansitmayabilir. Olgek literatiir taramas1 sonucunda Cox
(1980), olgeklerde 5 ile 9 arasinda Olgek noktasi
kullanmay1 6nermistir (2).

Thrustone (1927) ve Likert (1932) tarafindan yapilan
ilk caligmalar, ¢ift sayida dlgek noktasi kullanmak yerine,
tek sayida dlgek noktasi kullanimini savunmustur. Teorik
incelemelerde, Aralikli 6l¢eklerde en az 5 en fazla 7 dlgek
noktasi kullanmanin, bu 6lgekte ortada yer alacak cevap
seceneginin “Ne katiliyorum ne katilmiyorum” veya
“Karasizim” ifadesinin olmasinin en iyi olacagi goriilmiis,
ayr1 bir secenek olarak da “Bilmiyorum/ Fikrim yok”
ifadesine yer verilebilecegi belirtilmistir (6rnegin asagida
gosterildigi gibi) (15).

! Likert Scale: In many decree measure it has used to identify how much does the subject matters are important. Most common case is 5-point scale
(Strongly disagree, Disagree, Undecided, Agree, Strongly agree. 7 and 10 point case are also available. Exp: X Bank is a strong bank. 1

3 4 5

Likert Olgek: Likert 6lgek, bir ¢ok yargisal dlgiimde, konularm ne diizeyde énemli oldugunun belirlenmesinde kullamlir. En yaygin olarak
kullanilan1 5—nokta dl¢ek (Kesinlikle katiliyyorum, Katilyyorum, Karasizim, Katilmiyorum, Kesinlikle katilmiyorum) durumudur. 7 ve 10 nokta dlgek

durumlar1 da vardir.Orn: X Bankas: giiglii bir bankadir.

? Probability scale: It makes numbers be randomized. It has used to take respondent’s estimations about certain events. Probability quantities are
defined as; if an events arise is zero Impossible=0, arise case is equal to not arising case Equal=1, arise case=3/4, not arising case=1/4 or arise is

certain =1 ( for 5-point scale type) (16 ).

of questions should be prepared with interval scale (14).

It’s stated that the differences between answering or
not answering questions depends on the complexity of
scale structure and using rather complex scale formats
leads nonresponse of questions. It’s claimed that questions
with complex format won’t be replied largely and leads
the answer “Don’t know” (2). In Leigh and Martin (2)’s
study about a bank, six opinion questions were asked. The
respondents were asked to reply the questions which were
prepared according to three commonly used scale format.
These scale formats are as follows: Likert scale: From
“Strongly disagree” to “Strongly agree” 5-point (1 to 5),;
Probability scale “Strongly disagree” to “Strongly
agree” 11 point (0 to 10); Stapel scale “Strongly
disagree” to “Strongly agree” 11 point (-5 to +5). At the
end of the research, it is designated that 5-point scale
format is an significance prediction for nonresponse while
11-point (Oto 10) scale format is not significant. As a
result of research about the affect of Haley ve Case (1979)
scale types on response; it’s understood that Likert' and
Probability’ scales which includes only positive numbers
are less skewness response distribution in comparison with
Stapel’ scale which includes negative numbers (2).

It has seen that the certainty thought with more scale
points may cause nonresponse bias and respondent’s
exhaustion at a considerable level. However questions
involve few scale points may not reflect the unit’s
characteristic features. As a result of scale literature scan;
Cox has suggested to use the scale point between 5 and 9

@).

The early research of Thrustone (1927) and Likert
(1932) supports the use of an odd number of rating scale
points rather than an even number of points. Theoretical
considerations seem to converge on the idea that 5 or 7
point scale is optimal, that a neutral “Neither agree nor
disagree” or “Undecided” anchor should be included and
that a “Don’t know/No opinion” option should be included
but maintained separately from the answer options. (for
example as shown below) (15).

2 3 4 5
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2

Olasilik 6l¢egi: Olasilik dlgegi, sayilart sansa baglar. Yanitlayicilarin belli olaylar hakkinda tahminlerde bulunmalarin istemekte kullanilir. Bir

olayin ortaya ¢ikmasi olastlig1 sifir ise imkansiz=0, ortaya ¢ikmasi durumu gtkmamasi durumuna esit ise olasilik Esit=1/2, ortaya gikmas1 olasi=3/4,

ortaya ¢ikmasi olasi degil=1/4 veya ortaya ¢ikacagi kesin=1 seklinde tanimlanabilir (5-nokta dlgek tiirii igin) (16 ).

3 Stapel (Base) Scale: This scale type helps to measure respondents reactions to the questions and to determine how much does the respondent close
to the question. (16 ). Exp. For the following feature how did you evaluate your chief’s abilities? -/ -2 -3 Brings modernity +3 +2 +/

Stapel (Temel) Olgek: Bu 6l¢ek tiirii, sorulan soruya yanitlayicinin tepkisini lgerek, kisinin konuya ne kadar yakin veya uzak oldugunun tespitini
yapmada yardimet olur (16 ).Orn: Amirinizin yeteneklerini asagida belirtilen 6zellik i¢in nasil degerlendirirsiniz? -1 -2 -3 Yenilikler getirir +3

+2 +1
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1 2 3 4 5 6 7 0
Strongly Disagree Slightly Undecided/ Slightly Agree Strongly Don’t know
disagree /Katilmiyorum Disagree Kararsizim Agree /Katiliyyorum Agree /No opinion

/Kesinlikle /Kismen /Kismen /Kesinlikle /Fikrim yok/
katilmiyorum katilmiyorum katiliyorum katiliyorum Bilmiyorum
3.3. Soru iceriginin Etkileri 3.3. Question Content Effects
Bir ¢ok kez sorularin  anlagilmamast  soru Dozen times, not understanding a question leads

yanitlamamaya yol agar. Sorular ¢ok kotii kelimelerle
ifade edilmigse ve yanitlayicinin soruyu anlayip
yorumlamasinda ¢esitli  zorluklara neden oluyorsa,
yanitlayicilar bu tiirden sorular1 ¢ogunlukla yanitlamama
egiliminde olmaktadir (17). Soru ciimlelerinin veya dil
yapisinin  karmagik olmasi, gegmise iligkin bilgilerin
hatirlanmasinin istenilmesi veya sorularin anlagilmasinda
zorluk ¢ekilmesi, yanitlayict yorgunluguna neden
olabilmekte ve sorularm  yamitlanmamasina  yol
acabilmektedir.

Kullanilan lisan sade olmalidir. Kelimelerin dizilisi,
climlelerin kurulusu ¢ok ag¢ik olmalidir. Uzun cilimleler
sorunun anlagilmasini zorlastirir. Ankette, arastirmanin
uygulanacagi birimlerin egitim bakimindan en alt
diizeyine seslenebilecek  kelime  ve climleler
kullanilmalidir (18). Murata ve Gwartney (11), sorularin
acik ve net ifade edilmis olmasinin yanitlamama oranlari
iizerinde Onemli  etkileri oldugunu  saptamustir.
Beklenildigi iizere agik ve net sorular anlagilmasi giic
sorulara oranla daha az soru yanitlanmama durumlarina
neden olacaktir. Murata ve Gwartney, zor kavramlari
iceren sorularin yanitlanmama oranlarmin géz ardi
edilemeyecek kadar yiiksek oldugu belirlemistir. Zor
sorularin zor olmayan sorulara kiyasla yaklagik ii¢ kati
yanitlanmama diizeyleri oldugu tespit edilmistir (bu oran
zor sorular i¢in %32.1, zor olmayan sorular i¢in %12.0
dir).

Arastirmalarda, yanitlayicilarin - kisisel veya ozel
degerlendirilebilecegi 6zel ve hassas konularin ankette yer
almasi gerekebilir. Bir ¢ok yanitlayict bu tiir sorulari dzel
yasantisina bir miidahale seklinde degerlendirdiginden
yanit vermekten kaginmaktadir. Yanitlayicilarin bu tiir
endigelerini giderilmesi, kapali uglu sorularda alternatif
yanit segeneklerinde bilgilerin belirli sinirlar dahilinde
istenilmesiyle ya da sorunun &zel veya hassas olma
niteliginin  azaltilmasiyla saglanabilir. Ornegin gelir
diizeyi, kilo, yas gibi sorular 6zel kabul edilmekte ve
cevaplayicilar bu sorular1 tereddiitlii cevaplamaktadirlar
ya da hi¢ cevap vermemektedirler. Kadinlar, yaslar1 ve
kilolart konusunda hassas olabilmektedirler. Geliri diigiik
olanlar ise gelirlerini agtklamak istemeyeceklerdir. Ancak
gelir diizeyi ile anketin amaci arasindaki iliskinin 6nemli
oldugu  cevaplayicilara  hissettirilebildiginde ise
cevaplayicilarin sorulart cevaplama istekliliginde belirgin
artiglar oldugu gdzlenmistir (17). Insanlarn  politik
gortisleri ya da saglik durumlar ile ilgili bir ankette gelir
diizeyi ile ilgili sorular cevaplayicilara basta anlamsiz
gelebilir. Gelir diizeyinin insanlarin sahip olduklar
kaynaklarin, kargilagtiklar1  problemlerin  ve bunun
sonucunda politik tercihlerinin bir gdstergesi oldugunun
aciklanmasi, gelir  diizeyinin  sorulma  nedeninin
aciklanmasma yardimc: olabilecektir. Bu nedenle,

nonresponse. If the questions are expressed by rather bad
words and cause respondent to have difficulty in
understanding and interpreting them, then the respondents
tend to unanswered such questions. Complexity of
question sentences or language structure, requirement of
the information related to past or difficulty in
understanding questions may cause respondent tiredness
and nonresponse of questions.

The language used should be simple and intelligible.
Order of the words and structure of the sentences should
be clear. Long sentences makes the comprehensibility of
the questions difficult. In the survey, while choosing the
words and sentences to use, we should take into
consideration the lowest level in terms of education, on
the units which we perform the research (18). Murata and
Gwartney (11) determine that questions being open and
clear have considerable effects on the nonresponse rate.
As expected, clear sentences have lower nonresponse rates
in comparison to questions which are difficult to
understand. Murata and Gwartney designate that
nonresponse rate which includes difficult concepts is
unignorably high. Nonresponse rate of difficult questions
is three times higher than easy ones (This rate is %32,1 for
difficult questions and %12,0 for easy ones ).

In researches, some personal questions are directed
which the respondent may regard as private or sensitive.

Most of the respondents avoid answering these questions
as they regard it as an inference to their private life
Removing the anxiety of respondent may be possible by
requiring such informations in closed-ended questions’
alternatives within certain limits or reducing question
privateness or sensitivity.

For example, questions about income level, age and
weight are accepted as private questions and respondents
hesitate to answer them or don’t answer them all. Women
may be sensitive about their ages and weights. People with
lower income on the other hand will be unwilling to give
information on about their incomes. Yet, when the
respondents are made to feel that the relationship between
income level and purpose of the survey is significant, it’s
observed that there has been a considerable increase in
respondent’s eagerness to answer (17). In a survey made
on people’s political view or health respondents may find
questions about income levels meaningless at first.
Expressing that the income level of people is an indicator
of the sources they have, problems they face to face and
thus the indicator of their political views will help to
express the cause of asking their income level. For this
reason, expressing the purpose of questions; especially
those which may be regarded as private; will decrease the
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Ozellikle hassas olarak nitelendirilebilecek sorularin
amaglarmin agiklanmast sorularin cevaplanmamalarini
azaltacaktir. 1989 NLSY79 arastirmasinda “gelir ve mal
varligimiz nedir?”, “ilk mariuanay1 ne zaman kullandimz?”
ile “Ilk kokain kullanma yasmiz kag?”  sorularinda
“Bilmiyorum” yamitlarinin ve redlerin bir hayli yiiksek
oldugu go6zlenmistir (6). Sorulara verilen cevaplarin
dogrulugu iizerine yapilan arastirmalar, cevaplayicilarin
onlar1 kotii gosterecek cevaplardan kagindiklarini ya da

cevaplarim  onlar1 daha iyi gosterecek  sekilde
degistirdiklerini ortaya koymaktadir.
Kisilerin dini inanglar1, etnik Ozellikleri, cinsel

tercihleri, gelir diizeyleri gibi hassas ve kisiye 6zel sorular1
yanitlamalart istenebilir. Bir soru toplumsal deger ve
kurallara uygun diismeyen tutum veya davraniglari
arastirdigi, 6zel ve kisisel konularla ilgilendigi ve diisiik

prestijli yanitlar gerektirdiginde tedirginlik
yaratabilmektedir. Ozellikle davranis sapmalari, yasa ve
geleneklere aykirt  tutum ve davraniglarla  ilgili

aragtirmalarda, ickili ara¢ kullanma, riigvet, uyusturucu
kullanimi  vb. konularda yapilan anketlerde yanit
oranlarinin ¢ok diisiik oldugu ortaya konmustur. Bu diisiik
yanit oranlari, insanlarin toplum tarafindan kabul
gormeyen konularda kendileri ile ilgili bilgi vermek
istemediklerini  gostermektedir. Bu nedenle, hassas,
tedirgin edici ve Ozel sorularin anketin ilerleyen
boliimlerinde yer almasi gerektigi savunulmaktadir.
Tedirgin edici sorularda istenen bilgiye ulasabilmenin ve
yanit oranlarini arttrmanin en uygun yolu, sorularla
birlikte en aykiri tutum ve davraniglara bile yer veren ve
geregince dile getirilmis yanit kategorileri sunmaktir.
Boylelikle en aykiri davranistan en uygun olana kadar her
tirlii yanitin beklendigi diisiincesi, soru sorulan kisilerin
konuya daha kolay yaklagmalarin1 ve daha az tedirginlik
duymalarin1 saglar (19). Anket goriismesi sirasinda
yanitlayici ve anketor arasinda iyi bir iletisimin kurulmas,
yanitlayicinin anket sonunda yer alan hassas sorulari
yanitlama olasiligini arttiracaktir. Benzer durum posta
anketleri iginde gegerlidir. Anketin biiyiikk bir bolimiini
dolduran ve anketin amacini anlayan bir yanitlayici,
sonraki bir ka¢ soruyu endise duymadan yanitlayacaktir.

Cevaplayict kendisini giivende hissetmedigi siirece
ozellikle hassas ve tedirgin edici konulara yanit
vermeyecek ya da verecegi yanitlart degistirecektir. Bu
nedenle, insanlara uyusturucu kullanimi, kanun ihlali, vb.
konularda sorular sorarken bu hususlar gbéz Oniine
alinmali ve yanitlayicilarin sorulari yanitlarken yalniz
olduklarindan emin olunmalidir.

3.4. Yanitlayic Etkileri

Soru yanitlamama tizerinde yanitlayict
karakteristiklerinin etkileri yas ve egitimdir. Yasl ve
diisiik egitimli yanitlayicilarin daha ¢ok kayip veri
gosterdigi tespit edilmigtir. Kisiler yaslandikga, zihinsel
kapasiteleri kotiiye gider. Bu da anket yanitlayicisi
olabilmelerini azaltirken, soru yanitlamama oranlarini da
artirir (3). Bazi arastirmalar ise yashi ve geng Kkisiler
arasinda  yanitlamama oranlart  arasinda  farklilik
olmadigini iddia etmektedir (20).

Turner ve Micheal (1996) literatiir incelemelerinden,
“Bilmiyorum” ifadesine, alt diizey calisanlarda {ist diizey

nonresponse rate of questions.

In 1989 NLSY79 research, it’s observed that refusals
and answers of “Don’t know” to questions like “What is
your income and assets? 7, “When did you first use
mariuana?” and “How were you when you first use
cocain?” were rather high (6). The researchers that made
on the precision of answers given reveals that they have
bad qualities or they change their answers as if they have
good qualities.

Respondents may be required to answer some sensitive
or private questions such as their religious beliefs, ethnic
features, sexual preferences, income levels. A question
may cause hesitation and anxiety on the respondent when
it investigates manners and attitudes which are against
societal values and laws or when it deals with personal
and private subjects and when it requires lower prestige
answers. Especially in researches about behavioral
deviations manners and attitudes against law and customs
and in subjects about bribe, driving drunken and use of
narchotic drugs, the response rate is rather low. These low
response rates show that people are unwilling to give
information about some subjects which are against societal
rules. Because of this reason it is argued that sensitive
private or apprehensive questions should be asked in the
further parts of the survey. The most suitable way of
getting the required information and increasing the rate of
response in apprehensive questions is to present response
categories which is well expressed and which includes
even most divergent to manners and attitudes. Thus, the
thought of expecting all kinds of responses from the most
divergent one to most suitable one facilitates the
respondent’s approach to the questions and lessens their
anxiety (19). A successful communication between the
interviewer and respondent during the survey will increase
the probability of respondent’s answering the sensitive or
private questions. A similar situation is valid for mail
surveys. A respondent who fills the greater part of the
survey and understands the aim of it will answer the latter
questions without being anxious.

The respondent will not answer the questions or change
his/her responses as long as he/she doesn’t feel safe. So,
while asking people questions about using narchotic
drugs, ignoring law etc., these matters should taken into
consideration and respondents should be sure that they are
alone while answering these questions.

3.4. Respondent Effects

Age and education are respondent’s characteristics on
nonresponse effects. Older and less educated respondents
are more likely to show missing data in surveys. As
individuals become old, their mental capacities
deteriorate. This decreases their ability to perform as
survey respondents, thereby increases the item
nonresponse rate (3). Some researches maintain that there
are no differences between older and younger individuals’
nonresponse rates (20).

In Turner ve Micheal (1996)’s the review of literature,
it has seen that blue-collar people give more “Don’t
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calisanlara kiyasla daha c¢ok rastlanildigi goriilmiistiir.
Bazi arastirmalarda ise, yiiksek seviyede egitimli kisilerin
anket caligmalarma daha ¢ok katilmama egiliminde oldugu
gorillmistiir (3).

Soru yanitlamamada en belirgin faktorlerden biri de
konunun yanitlayict i¢in neyi ifade ettigi ve Onemidir.
Couper (1997) anketin giris tanittimina ilgi gdsteren
yanitlayicilarin, ilgi gostermeyen kisilere kiyasla daha
diisik soru yanitlamama durumlari oldugunu tespit
etmistir (3). Faulkenbery ve Mason (21), elektrik
jeneratorlerinde yel degirmeni kullanilmasi hakkinda
kisilerin goriiglerinin ne oldugunun soruldugu bir soruda,
“Fikrim Var”, “Hic¢bir Fikrim Yok” ve “Bilmiyorum”
yanit iligkilerini aragtirmistir. Calismada, “Higbir Fikrim
Yok”, “Bilmiyorum” yanitlarin1 veren kisilerin, “Fikrim
Var” yamitini veren Kkisilere kiyasla konu hakkinda
oldukga az bilgiye sahip oldugu tespit edilmistir.

Arastirma konusu hakkinda deneyim ve bilgi sahibi
olan yanitlayicilarin soru yanitlamama seviyelerinin, ¢ok
az deneyim ve bilgi sahibi olanlara kiyasla daha diisiik
oldugu tespit edilmistir (2). Leigh ve Martin (2)’in bir
bankada uygulanan anket ¢alismasi analiz sonuglarindan,
banka miisterisi olanlarin, banka miisterisi olmayanlardan
2,88 kat, yaklagik {i¢ kati daha fazla tam yanit verme
egiliminde oldugu anlasilmistir.

Goriisme yapilan kisi soru yoneltilen konuda belirli bir
fikre sahip ise fikrini acik olarak ifade eder. Soruya iliskin
bir fikri bulunmayan ise diigiincelerinin hangi yonde
oldugunu belirtmez. Karar veremeyen, belli bir goriisii
veya fikri olmayan kimseler, belli bir fikir ve goriisii
olanlar kadar 6nemlidir. Arastirma hakkinda fikri olanlar
dikkate aliir ve digerleri ihmal edilirse hangi konuda
olursa olsun arastirma hakkinda yanlis bir sonuca
ulagilmis olur. Arastirmalarda hedeflenen amaglardan biri
de halkin ne kadarmin bilgisiz, tarafsiz ya da kararsiz
oldugunu meydana ¢ikarmaktir. Arastirmaci ve anketor
“Bilmiyorum” cevabinin agik¢a ifade edilmis diger
cevaplar kadar 6nemli ve degerli oldugunu hig¢bir zaman
unutmamalidir.

3.5. Anketor Etkileri

Bu yalnizca yiiz-yiize ve telefon anketleri i¢in gegerli
bir soru yanitlamama kaynagidir. Arastirmalar, anket
caligmasma iligkin iyi egitim almis anketdrlerin soru
yanitlamama oranini azalttifin1  gostermistir.  Sosyal
becerilere yeteri kadar hakim olmus anketdrlerin, sosyal
davranis ve iliskileri ¢ok daha iyi anlayabilme egiliminde
olup, sorularin yanitlanmasina ikna etmede daha basarili
olduklart ve ankete katilimi olumlu yonde etkiledikleri
gozlenmistir.

Yanitlamamadan dolayt olusan kayip  verinin
olusmasinda en 6nemli etkenlerden biri de, anketoriin bazi
sorular1 veya soru gruplarin1 gereksiz veya Onemsiz
gormesi, zaman kisitlamasi gibi nedenlerle yoneltmemesi
veya dikkatsizligi sonucu atlamasi sebebiyle, kisiye
sorularin sorulmamis olmasi durumudur. 1979 NLSY79
arastirmasinda, anketdrlerin yanitlayicilara yoneltmedigi
sorularin anket formunun en sonunda yer alan sorular
oldugu tespit edilmistir (6).
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know” answers than white-collar people. However some
researches reveals that respondents with higher level of
education are more likely to admit ignorance in answering
questions (3).

In item nonresponse, one of the most evident factor is
the importance level of topic for the respondent. Couper
(1997) found that respondents showing less interest to
survey introductory interaction produced higher
nonresponse than people who showed initial interest (3).
Faulkenbery and Mason (21), investigated correlates of
“Have Opinion”, “No Opinion” and “Don’t know”
answers to an attitude question about the use of windmills
for electricity generation. The “No Opinion” and “Don’t
know” groups had much less knowledge of the subject
than did the “Have Opinion” group.

It is determined that the well-informed and experienced
respondents’ item nonresponse level is less than the less-
informed and less experienced respondents’ nonresponse
level (2). From the Leigh and Martin (2)’s survey research
analyze results which was conducted at a bank, it has
deduced that the bank’s purchasers have 2,88 times more
complete responses ( about three times) than those who
aren’t bank purchasers.

If the interviewed individuals have a particular opinion
about the question, he/she will answer the question
clearly. The respondent who has no opinion, don’t express
the direction of his thoughts about the question. The ones
who are undecided, who have no point of view or no
opinion are as important as the ones who have thoughts or
opinions. For any survey subject if the only involvement
respondents are taken into consideration and others are
disregarded, we will access to the inaccurate survey result.
In survey research, one of the goal is to bring out to what
extent uninformed, neutral or undecided are the people.
The researcher or the respondent must never forget that
the “Don’t know” answer is as important and worthy as
the clearly stated answers.

3.5. Interviewer effects

This case is only valid in face to face and telephone
interviewing surveys. The researches show that the well
educated interviewers about the survey research reduce
respondent’s nonresponse rate. It is observed that the
interviewers who are well engross to the social skills, tend
to understand social attitudes and relations better, effect
survey participation positively and they are more
successful in persuading respondents to answer questions.

One of the main factor which causes missing data due
to nonresponse is the interviewer’s not asking some
questions or question groups as he/she finds them
pointless or inconsiderable, his/her omitting the
question(s) because of his/her carelessness or time
limitation reasons. In 1979 NLSY79 research, it’s
designated that questions which aren’t asked to the
respondents are the last questions of the questionnaire
form (6).
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4. SONUC VE ONERILER

Anketlerde yanit orami veri Kkalitesinin kritik bir
belirleyicisidir. Yanitlamama istatistiksel analizlerde
ortaya ¢ikan 6nemli problemlerden birisidir. Diisiik yanit
orant bulgularin gegerliligine ve genellestirilmesine zarar
vereceginden bir sorun olarak kabul edilen yanitlamama
sorunun  giderilmesi  i¢in  ¢alismalar  yapilmalidir.
Yanitlamamaya  sayim  ve anketlerde siklikla
rastlanilmaktadir. Bu nedenle anket ¢aligmasinin ¢ok iyi
diizenlenmesi ve uygulanmasi gerekir.

Anket formunda yer alacak sorularin basit, agik ve
miimkiin oldugunca kisa olmasina gayret edilmelidir.
Sorular uzadikca anlagilmalar1 ve yanitlanmalar
giiclesecektir. Dolayisiyla, iyi hazirlanmis bir sorunun
yanitlayicinin  yiikiinii azalttig1 sOylenebilir. Sorularin
uzunlugu konusunda gegerli bir sinirlama olmasa da, daha
az kelimeyle ifade edilen sorular daha iyi sonuglar
verecek, sorunun anlagilabilirligini kolaylastiracak ve
yanitlanmama  durumunu  azaltacaktir.  Bir  soru
yanitlayiciya karmagsik goriindiigiinde, yanitlayict bu
soruyu anlamaya caligmak yerine soruyu yanitlamama
veya en kolay yanit verebilecegi sekilde yorumlama
yoluna gidecektir. Karmasik sorularin yanitlayicinin anketi
yarim birakmasina dahi neden olabilecegi goz Oniinde
bulundurulmali ve sorulmak istenen konu daha agik ifade
edilmelidir.

Ozel, hassas ve tedirgin edici sorularm da yer aldig
arastirmalarda insanlarin yanitlarini degistirme ve yanit
vermeme oranlarini azaltmada, arastirmacilarin yanitlarin
gizliliginin temin etmesi ve bu gizliligin varligim
yanitlayicilara etkin bir sekilde iletmesi gerekir. Gizliligin
saglanmasinda isim ve diger belirleyicilerin kullanimimin
en aza indirgenmesi 6nemli bir husustur.

Verilecek cevaplarin dogrulugunun 6nemini miimkiin
oldugunca etkin bir sekilde agiklamak gerekir. Anketorler,
daha anketin baslangicinda sorulara dogru cevap vermenin
en 6nemli husus oldugunu vurgulamali, yanlis verilecek
bir ka¢ cevabin tiim anket ¢abalarini bosa ¢ikarabilecegini
anlatmalidirlar. Ancak anketorler cevaplayicilarla olan
kisisel iligkilerini en alt diizeyde tutmalidirlar. Anketorler
kisisel gorislerini agiklamamali, aragtirma konusu disina
¢ikmamali, uygun ve resmi bir iletisim kurarak yanlis bir
cevabin olmadigini tespit etmeli, anketin amacinin genel
goriisii belirlemek oldugunu agiklamalidir. Veri toplama
siirecinde anketoriin roliiniin en aza indirgenmesi gerekir.

Yanitlayicilarin aragtirma konusu hakkinda bilgi sahibi
olmamalar1 durumunda, tam olarak bilmedikleri konularla
ilgili sorulara yanit veremedikleri veya tutarsiz yanitlar
verdikleri tespit edilmistir. Bunun 6nemli bir hata kaynagi
olusturdugu sdylenebilir. Bu sorundan miimkiin oldugunca
kagmabilmek i¢in sorular dogru kisilere sorulmali, yi18in
cercevesi ise bu durumlar gbz Oniine almarak
olusturulmalidir.

Anketin hazirlanmasindan raporlanmasina kadar gecen
siirecte olusabilecek hatalar g6z Oniine alinmalidir.
Arastirmalar yanitlayicilarin sorular1 yanitlamama veya
yanlis yanit verme olasiligini minimuma indirgeyecek
sekilde yiiriitiilmelidir. Bunun igin, anketin gergek
uygulamasi Oncesi giivenilir sonuglara ulagmada 6nemli

4. CONCLUSION AND SUGGESTION

Response rate is a critical determination of data quality.
Nonresponse is a significant problem which occurs in
statistical analysis. Low response rate is accepted as a
problem because of its damages on findings validity and
generalization, so to prevent nonresponse problem,
researchers should carry out some studies. In census and
survey researches, nonresponse is often came across.
Therefore survey researches should be organized and
applied excellently.

The questions at questionnaire form should be simple,
clear and as possible as short. The longer the questions
are, the more difficult their intelligibility and respondings
will be. On account of this, we may say that a well
arranged question will reduce respondent’s burden.

Even though there isn’t a certain limitation about
question length, the questions expressed with less words
will give better results, make question’s intelligibility
easier and reduce nonresponse case. When a question
seems complicated for the respondent, instead of
understanding the question, the respondent will either not
answer at all or prefer to answer it in an easy way. It
should be taken into consideration that complex questions
will even lead respondents’ incompleting the
questionnaire, so the question we ask should be expressed
clearly.

In surveys which also include personal, sensitive and
threatening questions, to prevent individuals from
changing their responses and reducing their nonresponse
rate, researchers must guarantee response security and
provide respondents to perceive this security effectively.
When ensuring the security, using name and other
identifiers at minimum level is an important factor.

The importance of response accuracy should be
expressed as effective as possible. First of all, the
interviewers should emphasize that giving right answers to
the questions is the most important point and they should
tell that even wrong answered one or two questions will
frustrate all survey study effort. Nonetheless,
interviewers restrain_their relationships with respondents
at a minimum level. Interviewers must not reveal their
personal opinion, they should avoid digression, they
should determine whether there is any wrong answer or
not by constructing adequate and formal communications
with the respondent and he/she should state that the goal
of survey is to determine general opinion. At data
collection process the interviewer’s role should be reduced
to the minimum level.

In the case of respondent’s having no information
about survey topic, it has been determined that the
respondents either couldn’t give answers to the questions
if they have no information about the topic or they give
inconsistent answers. This may be regarded as an
important error source. To overcome this problem, the
interviewers must ask questions to the right units, also the
population frame must be constituted by taking into
consideration these cases.

The errors which may be occurred at the time duration
from questionnaire’s preparing step to reporting step
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bir adim olan Ontest calismasinin yapilmasi gerekir.
Ontest, arastirmanin en son seklinde yer alacak sorularin
nasil daha iyi diizenlenebilecegi sorusuna cevap aramak
icin yapilan bir c¢aligmadir. Gergek arastirmanin
uygulandigi birimler arasindan ¢ok az sayida segilen
birimlere Ontest uygulanarak, alandan elde edilecek geri
bildirimlere dayali olarak anket formunun yeniden
diizenlenmesi  saglamr. Ontestin soru yanitlamama
sorununu gidermeye yonelik katkilar1 séyledir: Kullanilan
veri toplama yonteminin uygunlugu hakkinda bilgi verir;
anket formunun yeterliligini ve anket formundaki sorularin
anlagilabilirligini smnama olanagin1 saglar; anketor
egitiminin ve denetiminin yeterliligi konusunda bilgi verir;
karsilasilabilecek olasi yanitlayict karakterleri hakkinda
bilgi verir.

Pek ¢ok durumda tiim cabalarin bosa gitmesine neden
olabilecek yanitlamama sorununun yegane ¢ozlimi;
insanlart anket formunu eksiksiz ve gercek bilgilerini
yansitacak sekilde doldurarak elde edecekleri kazancin
harcayacaklar1 ¢abaya degecegine ikna etmektir. Ancak
burada kazan¢ maddi kazang olarak disiiniilmemeli,
kisilerin topluma saglayacagi katki, profesyonel bir
calismada s6z sahibi olma, fikirlerini agiklayabilme,
seslerini duyurabilme firsatt bulma v.b. gibi duygular da
yanitlayicilara hissettirilmeli ve aragtirmaya katilim
maksimum diizeyde saglanmalidir.
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