
Questionnaire



Questionnaire
• a set of questions organized in a 

certain way to get the required 
information from respondents

• an instrument for delivery of questions 
to respondents and getting back their 
answers

• a form for precise and complete 
recording of obtained information
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1. Process of a questionnaire design

a) Specification of the information needed in researchable 
format

b) Selection of interview method

c) Determination of question composition

d) Determination of individual question content

e) Developing question order, form and layout

f) Pilot testing of the questionnaire



1. Process of a questionnaire design
a) Specification of the information needed in researchable format

• problem definition, objectives

• areas related to the required 
information

• conceptual framework of questions 
(eg. concepts – satisfaction, service 
quality, brand image, brand 
equity…)



1. Process of a questionnaire design
b) Selection of interview method

Personal x mail x telephone x internet

• personal - interaction, feedback => complex, long questions, 
visual elements

• telephone - short, little complexity, few possible answers

• internet - simple questions

• influence also on the scaling



1. Process of a questionnaire design
c) Determination of question composition

Open-ended
• primarily used in exploratory research

• +: 
– to express attitude, opinions
–  rich insight

• - :
– if recorded by writing, based on the skills of the interviewer
– creating coding and interpretation



1. Process of a questionnaire design
c) Determination of question composition

Open-ended
• types:
– free 

Why have you bought a car?

– association
What do you imagine when you hear „Philips“?

– unfinished sentences
The most important criterion when buying a car is …..



1. Process of a questionnaire design
c) Determination of question composition

Closed
• pre-defined format of answers

• +:
– amount of thinking and effort reduced, easy-to-answer
– interviewer bias eliminated
– quick coding, easier to analyze

• -:

– lack of depth and variety

– the list of answers may not cover all possible answers

– answers may not truly reflect respondents´ opinions



1. Process of a questionnaire design
c) Determination of question composition

Closed
• types:
– dichotomous - two alternatives: Do you own a car? □ Yes □ No
– trichotomous - if one alternative is added (e.g. „I don‘t know“)

– multiple choice - more alternatives to choose from

– scale questions
• verbal, graphic, numerical
•nominal, ordinal, interval, ratio
•paired comparison, rank order, constant sum scale, Likert scale, 

semantic differential 



Multiple choice questions
What brand of a car do you own?

□ Škoda  □ Fiat 
□ Volkswagen   □ Mercedes 
□ Audi       □ BMW 
□ Mazda   □ Toyota 
□ Other, please specify …………………

1. Process of a questionnaire design
c) Determination of question composition



Multiple choice questions based on selection - only one answer from the offered alternatives

Where is the shop located?

1. Main street

2. Secondary street

3. Out of the town centre

4. Out of the town centre – housing area (block of flats)

5. In town shopping centre

6. Edge of the town shopping centre

How do you perceive the price? 

1. High 2. Rather higher 3. Average 4. Rather lower 5. Low

1. Process of a questionnaire design
c) Determination of question composition



Multichoice questions based on specification - allow multiple responses

Where do you search for information on employee´s further education?

Please mark all sources of information you use.

1. Process of a questionnaire design
c) Determination of question composition



• be clear and precise
How many cups of coffee do you drink in a typical workday?  ___ (write in number)

• responses mutually exclusive and exhaustive
Which season do you prefer for your main holiday – spring, summer, autumn, winter?

• natural and familiar language

• ask one question at a time

• provide appropriate time referents (no recently, often!!!)

• balanced scales

• complete sentences

• distinguish undecided from neutral

1. Process of a questionnaire design
d) Determination of individual question content



1. Process of a questionnaire design
d) Determination of individual question content

OFTEN MISTAKES
• double-barrelled questions 

„Do you think you will purchase this product for low price and high quality?“
„Are you happy in your family and at work?“

• wrong possible answers
„What is your hair colour?“ Brown or black?

• all in one question
„Please name all jobs you have had during the last 5 years, your positions and functions, your 

         salary and reasons why you left.“
• vague quantifiers 

       „Do you go often dancing?“
• general questions

„What do you think about the Middle East?“
• jargon, professional slang

„Do you think that the high inflation rate was caused by the national bank influencing the currency 
exchange rate towards depreciation?“

• leading questions
„Do you think immigration is hurting the local economy and making locals lose their jobs?“
„Why are you happy as an employee of our company?“



1. Process of a questionnaire design
d) Determination of individual question content

OFTEN MISTAKES
• negative questions

„Don‘t you want to go to Bulgaria this year?“
• questions about the opinion of someone else

„Do you think that your parents were satisfied with the new shopping centre?“
• examining questions

„Do you know what is an engagement and reach when talking about social networks?“
• asking respondents to make unnecessary calculations

        „What is the average milk consumption per person in your family per month?“
• unequal comparisons

       „Do you prefer a holiday in Liberec, Prag, Italy or Cuba?
• unequal scales

„How satisfied are you with your job?“ very satisfied – rather satisfied – satisfied – very dissatisfied
• questions for that respondent doesn‘t have a ready-made answer

„What did you eat Wednesday two weeks ago?“
• socially sensitive or personally embarrassing questions

        „Are you able to run 3,000 m?“
      „Do you read regularly books?“



1. Process of a questionnaire design
e) Developing question order, form and layout

• three main parts:
– forward and opening questions
– specific information questions
– generic information questions

• classification questions => classification data
• identification questions => identification data

• clear order, symmetry

  data about a subject of a research (hard and soft data)



1. Process of a questionnaire design
e) Developing question order, form and layout

What variables should be included in the classification data if the respondent is 
   a) an individual
   b) a company

?



1. Process of a questionnaire design
f) Pilot testing of the questionnaire

• coding

• pilot testing

• amount of thinking and effort reduced

• interviewer bias eliminated
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2. Variables
• nominal
• ordinal
• interval
• ratio
=> provide different information



2. Variables

Nominal
• labelling scheme, categories
• examples:

zip code of residence
employment status
marital status
gender
race
religion



2. Variables

Ordinal

• hierarchical order, no distance

• examples: level of education, level of customer satisfaction 
(satisfied – neutral – dissatisfied), most preferred to less 
preferred 



2. Variables

Interval
• order and distance

• example:
What is your age group?

– younger than 20 years

– 21 – 30 years

– 31 – 40 years

– 41 – 50 years

– 51 – 60 years

– more than 61 years



2. Variables

Ratio
• order, distance and difference
• examples:
– Market share
– Sales (units and dollars)
– Income
– Number of salespersons per territory
– Number of full-time employed members of the household
– Number of children in the household
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3. Scales
Different ways to ask the same question can yield different responses.



3. Scales - rating scales - types

• verbal
almost always - sometimes - every once in a while - rarely -  never
very interested- somewhat interested- neutral - not very interested - not at all interested
very much - somewhat - neutral - not really - not at all
very much like me - somewhat like me - neutral - not really like me - not at all like me
very happy - somewhat happy - neutral - not very happy - not at all happy

• graphic ☺   😐   ☹
• numerical

Evaluate this package using a scale from 1 to 10 - 1=the best, 10=the worst.



3. Scales
    Scaling techniques I.

• paired comparison
– e.g. product testing Coca-Cola

• rank order 
– various objects to rank, the most preferred, the 2nd most preferred...

• constant sum  
– to assign a constant sum to a set of objects

• rating scales
– single concept



Example: constant sum



Example: Rating scale



3. Scales
    Scaling techniques II.

• Likert scale
– series of statements about the object’s degree of (dis)agreement

– measures attitudes
– strongly agree - agree - uncertain - disagree - strongly disagree

– strongly agree - agree - agree somewhat - undecided - disagree somewhat - disagree - strongly disagree

Please cross the number that represents how you perceive 
advertising.

Strongly                                                                 Strongly 
agree                                                                     disagree

Advertising is an important source of information for consumers.
1 2 3 4 5

Advertising makes an important contribution to modern living standard.
1 2 3 4 5

Advertising is socially undesirable and a wasteful use of resources.
1 2 3 4 5

Advertising increases the prices we have to pay for products.
1 2 3 4 5



Likert scale



Likert scale



3. Scales
    Scaling techniques III.

• Semantic differential
– bi-polar scale with bi-polar adjectives/phrases (active-passive, 

false-true, slow-fast)

– to quantify the intensity and content of attitudes

– many applications: people, products, events

How do you view the college?

Necessary for career  1   2   3   4   5   6   7 Not necessary for career

Difficult  1   2   3   4   5   6   7 Easy

Very important  1   2   3   4   5   6   7 Not important

Exciting  1   2   3   4   5   6   7 Boring

Not at all time consuming  1   2   3   4   5   6   7 Very time consuming



Example: Semantic differential - output



Semantic
differential



Example: Semantic differential



Semantic differential



Selected scales



3. Scales - appropriateness

• length

• even or odd

• labelled or unlabelled
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4. General „get up“

• appearance of questionnaire

• length of questionnaire

• introduction to respondents

• instruction for completion

• cover letter



Bad layout



Better layout



Cover letter appeals



Cover letter


