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Abstract

Questionnaire is one of the most powerful tools for data collection.
However, many researchers have always been faced the low response rate. In
the past, most studies were used experiment design to solve this problem, but
the limitations were only a few variables could be discussed in each single
study. This study conduct the Survey on Surveys and random block design to
survey the determinant of response rate and exam the effect on response rate
of monetary incentive and industry. Survey on survey’s results show
return-stamps, research results, anonymity/ confidentiality, good research
topics and easy answer questions are significance influences on willingness
of response. On the other hand, hand writing instruction letter, private
sponsorship, personal signatures and deadline indication have miner
influences on willingness of response. The results also show that the
responses rate of large-sized manufacturing and the service industry are
higher than SME. The effect of monetary incentive is no significance in this

study.

Keywords: Survey on Surveys, Random Block Design, Response Rate
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