
QUICK TIPS 

(--THIS SECTION DOES NOT PRINT--) 
 

This PowerPoint template requires basic PowerPoint 

(version 2007 or newer) skills. Below is a list of 

commonly asked questions specific to this template.  

If you are using an older version of PowerPoint some 

template features may not work properly. 

 

Using the template 
 

Verifying the quality of your graphics 

Go to the VIEW menu and click on ZOOM to set your 

preferred magnification. This template is at 100% 

the size of the final poster. All text and graphics will 

be printed at 100% their size. To see what your 

poster will look like when printed, set the zoom to 

100% and evaluate the quality of all your graphics 

before you submit your poster for printing. 

 

Using the placeholders 

To add text to this template click inside a 

placeholder and type in or paste your text. To move 

a placeholder, click on it once (to select it), place 

your cursor on its frame and your cursor will change 

to this symbol:         Then, click once and drag it to 

its new location where you can resize it as needed. 

Additional placeholders can be found on the left 

side of this template. 

 

Modifying the layout 

This template has four 

different column layouts.  

Right-click your mouse 

on the background and  

click on “Layout” to see  

the layout options. 

The columns in the provided layouts are fixed and 

cannot be moved but advanced users can modify any 

layout by going to VIEW and then SLIDE MASTER. 

 

Importing text and graphics from external sources 

TEXT: Paste or type your text into a pre-existing 

placeholder or drag in a new placeholder from the 

left side of the template. Move it anywhere as 

needed. 

PHOTOS: Drag in a picture placeholder, size it first, 

click in it and insert a photo from the menu. 

TABLES: You can copy and paste a table from an 

external document onto this poster template. To 

adjust  the way the text fits within the cells of a 

table that has been pasted, right-click on the table, 

click FORMAT SHAPE  then click on TEXT BOX and 

change the INTERNAL MARGIN values to 0.25 

 

Modifying the color scheme 

To change the color scheme of this template go to 

the “Design” menu and click on “Colors”. You can 

choose from the provide color combinations or you 

can create your own. 

 

 
 

 

 

 

 

QUICK DESIGN GUIDE 
(--THIS SECTION DOES NOT PRINT--) 

 

This PowerPoint 2007 template produces a 36”x48” 

professional  poster. It will save you valuable time 

placing titles, subtitles, text, and graphics.  

 

Use it to create your presentation. Then send it to 

PosterPresentations.com for premium quality, same 

day affordable printing. 

 

We provide a series of online tutorials that will 

guide you through the poster design process and 

answer your poster production questions.  

 

View our online tutorials at: 

 http://bit.ly/Poster_creation_help  

(copy and paste the link into your web browser). 

 

For assistance and to order your printed poster call 

PosterPresentations.com at 1.866.649.3004 

 

 

Object Placeholders 

 
Use the placeholders provided below to add new 

elements to your poster: Drag a placeholder onto 

the poster area, size it, and click it to edit. 

 

Section Header placeholder 

Move this preformatted section header placeholder 

to the poster area to add another section header. 

Use section headers to separate topics or concepts 

within your presentation.  

 

 

 

Text placeholder 

Move this preformatted text placeholder to the 

poster to add a new body of text. 

 

 

 

 

Picture placeholder 

Move this graphic placeholder onto your poster, size 

it first, and then click it to add a picture to the 

poster. 
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WHAT THE STUDY ATTEMPTED TO MEASURE: 

RESPONDENT DEMOGRAPHICS: 

Administrators, Faculty, & Staff (AFS): Institutional Research Offices (IR): RESEARCH MODEL & OUTCOMES: 

(Refer to Executive Summary Handout for DETAILS) 

Construct Descriptors 
Current practices in 
responding to surveys 

Specific actions taken by individuals to participate or consciously refrain 
from participation; measurable outcomes such as “as soon as I see a 
survey, I delete the email” or I am very selective in which surveys I 
participate… 

Perceive the importance of 
responding to surveys 

How does the respondent logically and systematically determine if the 
survey is important to him/her; can this perception of importance be 
modified by external means; how does importance (or value) correlate to 
quality and quantity in survey return rates… 

Survey response rates 
perceived and influenced 
by institutional research 

How do IR Departments perceive response rates, the quality of the 
responses, and what are they doing to motivate and inspire employees 
(and students) to participate in surveys and do so with quality as a primary 
tenet of their responses; what innovative methods are being considered 
and implemented to increase quantity/quality in survey responses… 

Quantity and quality of 
datasets perceived as 
impacting informed 
institutional decision-
making 

Do return rates and/or the quality of those returns impact and inform the 
reviewers and users of the dataset to be fully aware of the influence these 
datasets have on informed decision-making; how do respondents and IR 
Departments view this construct, from a positive, negative, and neutral 
reporting outcome; do lower response rates and lower quality responses, 
in fact, influence informed decision-making…  

Construct Descriptors 

Current practices 

in responding to 

surveys 

Specific actions taken by individuals to participate 

or consciously refrain from participation; 

measurable outcomes such as “as soon as I see 

a survey, I delete the email” or I am very selective 

in which surveys I participate… 

Perceive the 

importance of 

responding to 

surveys 

How does the respondent logically and 

systematically determine if the survey is important 

to him/her; can this perception of importance be 

modified by external means; how does 

importance (or value) correlate to quality and 

quantity in survey return rates… 

Survey response 

rates perceived 

and influenced by 

institutional 

research 

How do IR Departments perceive response rates, 

the quality of the responses, and what are they 

doing to motivate and inspire employees (and 

students) to participate in surveys and do so with 

quality as a primary tenet of their responses; what 

innovative methods are being considered and 

implemented to increase quantity/quality in survey 

responses… 

Quantity and 

quality of 

datasets 

perceived as 

impacting 

informed 

institutional 

decision-making 

Do return rates and/or the quality of those returns 

impact and inform the reviewers and users of the 

dataset to be fully aware of the influence these 

datasets have on informed decision-making; how 

do respondents and IR Departments view this 

construct, from a positive, negative, and neutral 

reporting outcome; do lower response rates and 

lower quality responses, in fact, influence 

informed decision-making…  

  Not 
Important 

Somewhat 
Important 

Importan
t 

Very 
Important 

Lack of motivation to complete ‘another survey’ 0% 12% 41% 47% 

Busy schedules limiting time for survey completion 3% 21% 56% 21% 

Survey participant identification 27% 18% 39% 18% 

Responses being used ‘against’ participants 36% 15% 33% 15% 

Skepticism surveys actually result in change 0% 15% 29% 59% 

A lack of trust between employees and administration 12% 27% 38% 24% 

The lack of incentives to promote participation 27% 30% 24% 18% 
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Important 

Very 

Important 
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Busy schedules limiting 

time for survey completion 3% 21% 56% 21% 

Survey participant 

identification 27% 18% 39% 18% 

Responses being used 

‘against’ participants 36% 15% 33% 15% 

Skepticism surveys actually 

result in change 0% 15% 29% 59% 

A lack of trust between 

employees and 

administration 
12% 27% 38% 24% 

The lack of incentives to 

promote participation 27% 30% 24% 18% 

2012 Association for Institutional Research Annual Forum, New Orleans, LA; 2-6 June 2012 

“Community College Survey Data: The Impact of Quality and Quantity on Informed Decision–Making” 
Ken Scott, EdD, Trenholm State Technical College; Novadean Watson-Stone, DBA, American Public University 

Mimi Johnson, EdD, Trenholm State Technical College 

89.6% 

8.9% 

1.6% 

1-15 Minutes

15-30 Minutes

More than 30 Minutes

How much time are you willing to devote to a survey? 

31.2
% 

68.8
% 

Gender: 

Male

Female

55.0% 

36.4% 

8.7% 

Baby Boomer (Born
1946 - 1964)

Generation X (Born
1965 - 1979)

Millennial (Born 1980 -
2000)

0.0% 20.0% 40.0% 60.0%

Generational Information: 

Baby Boomer (Born 1946 -
1964)

Generation X (Born 1965 -
1979)

Millennial (Born 1980 -
2000)

Series1
0.0%

20.0%

40.0%

60.0%

80.0% 60.1% 

29.3% 

10.7% 

Current Position Held: 

Faculty (Instructional: Professor,
Instructor, Dept. Head, Chair
w/instructional duties, etc.)

Staff (Non-Instructional: Student
services, administrative assistants,
etc.)

Administrator (Non-Instructional:
President, VP, Dean, etc.)

0.0%

20.0%

40.0%

60.0%

80.0%

100.0%

I gave this survey my full attention and completed all 
questions truthfully and conscientiously.  

Yes, I did

Unfortunately, No, I did
not

My apologies, but I prefer
not to say...

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

70.0% 63.9% 

30.6% 

5.6% 

Declined

About Same

Increased

As a matter of IR practice, what 

is your opinion of survey 

response rates (quantity) in the 

past three-to-five years?  (e.g., 

# of surveys submitted) 

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0% 41.7% 
38.9% 

19.4% 

Declined

About Same

Improved

As a matter of IR practice, what 

is your opinion of survey 

response quality in the past 

three-to-five years?  (e.g., 

quality refers to all items 

answered, open and honest 

feedback, answers appear to 

be thoughtful and insightful, 

etc.) 
Administrators,  

Faculty, & Staff 

(AFS):  647 

 

IR Offices (IR):  

36 

35.3% 

23.5% 

41.2% 

Institutional Research Experience: 

I have between 0 - 5
years in IR

I have between 6 - 10
years in IR

I have more than 10
years in IR

NOTES: (N = 647) 

1.  90% of the respondents indicated that they would devote no 

more 15 minutes to respond to and complete a survey; 

2.  Factors/references influencing participation-completion: (a) Time 

– 390; (b) Length – 89; (c) Change – 53; (d) Relevance – 33; (e) 

Decisions – 14; (f) Anonymity – 11. 

NOTE: 93% participants reported significant effort on the survey

  

NOTES: (N = 647) 

1.  As reported in this response set, 72% indicated that they would 

be somewhat to very likely to respond to “all questions” on a 

survey with “carefully thought-out responses”; 

2. 63% reported that their completion-participation depended on 

the topic of the survey, as well as the length of the survey; 

3. “The thing that would motivate me would be my belief that 

the responses would actually have an impact and effect 

change where needed. Another thing would be my belief 

that the responses were truly anonymous.”  (AFS121) 

 

(36/647) 

(216/647) 
(248/647) 

(245/647) (162/647) 

NOTE: 65% of IR 

Offices reported 

more than 5 

years 

experience;  

States 

participating: 

Alabama, 

Georgia, North 

Carolina, 

Michigan, 

Missouri, Ohio, 

Texas, 

Wisconsin

  

NOTES: (N = 36) 

1. 64% of the respondents indicated that survey response rates 

have declined, with 31% indicating rates have remained level; 

only 6% perceived that return rates have increased; 

2. “Showing evidence that survey results were in fact used in 

planning and helping to make decisions would encourage 

people to complete surveys and be honest in their 

answers.” (IR21) 

NOTES: (N = 36) 

1. 42% of the respondents indicated that the quality of survey 

responses has declined, with 39% indicating little change; about 

20% perceived that survey quality has actually improved; 

2. “Survey incentives are quite often helpful, but not always 

necessary. Communication between administration, faculty, 

and students is the key to a successful surveying process. 

All parties must understand the importance of the survey 

and comprehend how survey results relate to the ongoing 

process of improvement in order to collect meaningful data. 

Otherwise, it is a fruitless effort.” (IR17) 

SAMPLE PARTICIPANT COMMENTS & SUGGESTIONS: 

(AFS: 1800 Comments; IR 62 Comments) 

 
IR8:  “Use online surveys, assure anonymity, make questions very precise and use 

examples, if needed . . . also, use surveys for only important issues rather than 

relatively unimportant things. To the extent possible, demonstrate that survey results are 

used in making future changes.” 

 

IR17:  “My experience is that faculty and administration fail to use data because they 

don't understand the ins and outs of it. They also don't have a bunch of time to interact 

with the data so they tend to make decisions from their own experience and look for 

data to back up their experience. My staff are much more interested in looking at data 

and then making decisions. Faculty/staff are comfortable with taking surveys generated 

by the IR office because they trust us to keep them anonymous. They are not so trusting 

of surveys generated by other offices.” 

 

IR29:  “Lack of trust can be a real issue. Also, lack of using the results to make 

improvements creates an attitude that their opinion doesn't matter. Need to look at the 

hard numbers and ask questions?? Then use it!!” 

 

AFS292:  “If the survey takes longer than indicated in the initial solicitations, I will 

likely not complete it.” 

 

AFS478:   “I have some measure of hope that my perspective is helping to improve 

things in some small way by giving my superiors my honest appraisal of things.” 

 

AFS507:  “If the survey was about a meaningful, serious, important subject and not 

about a bunch of useless garbage I would consider answering the survey questions with 

best quality response I was able to manage.” 

 

AFS642:  “A topic that is not only of interest to me but also may yield data that is 

important in my job. A survey that is short enough and simple enough so that I can 

complete in less than 15 minutes. Finally, if I was directed by my supervisor to 

carefully complete the survey.” 
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How important are these factors in negatively impacting the 

quality and quantity of survey participation? 

QUANTITY 

QUALITY 

Quantity

Quality

QQPC Survey Model

Data-

Driven 

Informed 

Decision-

Making

Institutional 

Significance: 

QQPC 

Motivator

(Quality-Quantity Participation-Completion)

Participants Informed  

of Alignment of Data 

to Decision

http://www.facebook.com/pages/PosterPresentationscom/217914411419?v=app_4949752878&ref=ts

