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STELLINGEN

Behorende bij het proefschrift

Mode Matters
Effects of survey modes on participation and answering behavior

van

Marieke Haan

1. To successfully target sample members, it is key to have knowledge about 
best practices of contacting them and effective ways of persuading them to 
participate (Chapters 2 and 6).

2. Instead of collecting as many respondents as possible, the data collection 
process should be designed to give the final response set a desirable com-
position (Chapter 2; Groves & Heeringa, 2006).

3. It makes sense to use mode preferences to target hard-to-survey groups as it 
can increase their willingness to participate in the survey (Chapters 2 and 3).

4. The living environment of sample members is associated with their willing-
ness to participate in a survey (Chapter 3; Groves & Couper, 1998).

5. Humanized web surveys should closely mimic human interviewer behavior 
(Chapter 4; Malakhoff & Jans, 2011).

6. Faking experiments should be used to pre-test survey items (Chapter 5).

7. Especially faking bad behavior may be cognitively challenging for respon-
dents (Chapter 5).

8. It is a myth that big data will kill survey research.

9. “We keep moving forward, opening new doors, and doing new things, be-
cause we’re curious and curiosity keeps leading us down new paths” (Walt 
Disney, 1901-1966).

10. The [survey questionnaire designer] must ask the mother at home, children 
in the street, the common man in the marketplace, and look them in the 
mouth, and listen to how they speak, then [design the questionnaire] ac-
cordingly (In works of Martin Luther, 1530 – On translating: An open letter; 
the original quote combines translator and translate).


