
CONTENTS 

Introduction 1 

01 Objectives in writing a questionnaire  

Introduction 6 
The questionnaire in the survey process 6 
Stakeholders in the questionnaire 7 
The objectives of the study 8 
Recruitment questionnaires 10 
Collecting unbiased and accurate data  

02 The data collection media 17 

Introduction 17 
Interviewer-administered interviews 17 

 surveys 23 

03 Planning the questionnaire 28 

Introduction 28 
 the information required 28 

Sequencing the sections 29 
The  questionnaire 32 

04 Types of question  

Introduction 36 
Question types 36 

05 Data types  

Nominal data 48 
Ordinal data 49 
Interval scales 51 
Ratio scales 53 

Brace, Ian
Questionnaire design
2013

digitalisiert durch:
IDS Basel Bern



06 Rating scales 55 

 measurement 55 
Itemized rating scales 55 
Attitudinal rating scales 62 

 scaling techniques 73 

07 Behavioural questions 78 

Introduction 78 
Question types 78 
Asking recalled behaviour 82 
Recording values 85 

08  and image measurement 89 

Customer satisfaction research 89 
Measuring brand image 93 
The dimensions 102 

09 Writing the questionnaire 106 

Introduction 106 
Use of language 106 
Avoiding ambiguity in the question 110 
Determining the pre-codes  
Using prompts 113 
Order bias and prompts 116 
Question order 122 
Standardizing questions 126 
Tracking studies 126 
Omnibus studies 127 

10 Laying out the questionnaire 129 

Introduction 129 
Interviewer-administered paper questionnaires 129 

 paper questionnaire 137 
 and  145 

11 Online questionnaires 147 

Introduction 147 
Replicating existing approaches 147 
Enhancing the experience 160 



12 Engaging the respondent online 177 

Introduction 177 
Maintaining respondent engagement 177 

13 Piloting the questionnaire 191 

Introduction 191 
Why pilot questionnaires? 191 
Types of pilot surveys 194 

14 Ethical issues 200 

Introduction 200 
Responsibilities to respondents 201 
Responsibilities to clients 209 

15 Social desirability bias 210 

Response bias 210 
Social desirability bias 210 
Dealing  SDB 213 
Determining whether SDB exists 219 

16 International surveys 222 

Introduction 222 
Client presence 222 
Common or tailored approaches 223 
Translating the questionnaire 228 

 data 231 
Cultural response differences 231 
Laying out the questionnaire 232 

Appendix   questionnaire 234 
Appendix 2. Market research  and codes of 

conduct 275 

References 276 
Index 282 


	006176415 [TOC]
	Inhalt
	Seite 1
	Seite 2
	Seite 3



