Questionnaires

Writing a questionnaire and conducting a survey is beneficial to all businesses small or large. Questionnaires can tell you more about your customer’s characteristics, spending habits, time evaluation preferred brands etc. 

The more you know about your customer the easier it is to sell your product or service. A survey will also benefit your advertising budget, as you will be able to identify specific media channels that your customer has access to. The more you know about your customer, when you advertise, the more they realise you are talking to them.

Checklist for writing a questionnaire
Write a short questionnaire

· Above all, your questionnaire should be as short as possible. When drafting your questionnaire, make a mental distinction between what is essential to know, what would be useful to know and what is unnecessary. Retain the former, keep the useful to a minimum and discard the rest. If the question is not important enough to include in your questionnaire, it should be eliminated.  

Use simple words

· Questionnaire recipients may have a variety of backgrounds so use simple language. For example, "What is the frequency of travel to your local supermarket in the last 30 days?" is better understood as, "Roughly how many times have you visited your local supermarket in the last month?"  

Relax your grammar

· Relax your grammatical standards if the questions sound too formal. For example, the word "who" is appropriate in many instances when "whom" is technical correct. 

A common understanding 

· Write questions that everyone will understand. Don't assume that everyone has the same understanding of the facts or a common basis of knowledge. Identify even commonly used abbreviations and be certain that everyone understands.  For example, SMS could be misunderstood, instead refer to SMS as a text messages.
Start with interesting questions

· Start the questionnaire with questions that are likely to sound interesting and attract the respondent’s attention. Save the questions that might be difficult for later. 

Don't write leading questions

· Leading questions demand a specific response. For example: ‘Would you say that X is a good brand of Y?" this can be misleading. Instead is should read ‘What brand name comes to mind when you think of Y?’
Avoid double negatives

· Respondents can easily be confused deciphering the meaning of a question that uses two negative words.  ‘If you don’t take the bus to work why don’t you take the train?’
Balance rating scales

· When the question requires respondents to rate a product or service, make sure that there is room for both extremes.   
1. Fair

2. Good

3. Very good

4. Excellent
Don't make the list of choices too long 

· If the list of answer categories is long and unfamiliar, it is difficult for respondents to evaluate all of them. Keep the list of choices short.    

Avoid difficult recall questions 

· People's memories are increasingly unreliable as you ask them to recall events farther and farther back in time. You will get far more accurate information from people if you ask, "How many times in the last month did you go to the cinema?" rather than, "How many times last year did you go to the cinema?"    

Use Closed-ended questions rather than Open-ended ones

· Most questionnaires rely on questions with a fixed number of response categories from which respondents select their answers. These are useful because the respondents know clearly the purpose of the question and are limited to a set of choices where one answer is right for them. 
  

· An open-ended question is a written response. For example: "Why don’t you like public transport?" the response to this could go on for pages instead offer the respondent a few short questions that would give you the same information with more accurate answers. For example, ‘Do you travel to work by car? How far to you travel? How long does it take you? When is the last time you used public transport? Was it for business or pleasure? The respondent’s answers will be clear-cut and easy to understand and analyse.
Put your questions in a logic order

· The issues raised in one question can influence how people think about subsequent questions. It is good to ask a general question and then ask more specific questions. For example: Male or Female? What age group? Do you have Internet access at home? Do you use online banking? 
Pre-test your questionnaire
· It is better to identify a problem during the pretest than after you have published the questionnaire. Before sending the questionnaire to a target audience, test it on a small group of family and friends. After they have completed the questionnaire, brainstorm with them to see if they had problems answering any questions. It would help if they explained what the questions meant to them and whether it was valid to the questionnaire or not.  
Identifying your customer
It is necessary to find the right balance when defining a target market in a way that causes your audience to recognise that you are talking specifically to them. This requires streamlining a target market. This is done by research and questionnaires. The information gathered by these methods will help you identify a target audience’s needs and wants.
A target market must be clearly defined. It's not uncommon to refocus and revisit targeting, especially if it was not clearly identified in the beginning. 

What to do

Consider the various categories of audiences you wish to target and then prioritise them. The more specific you can be the more useful will be the result. The following list is a useful starting point:

· Existing clients/customers 

· New clients/customers 

· General public 

· Managers/executives 

· Staff 

· "Friends"/ members 

When the priorities have been considered then think where each of them is located. What age – group are you targeting and is there any common characteristic?  

Viewing the checklist above is there any other identifiable characteristics you can add to this profile? How is the gender ratio split? Are they Internet users? 

Sample Questionnaire
These are often used to firstly evaluate your services and environment and secondly to identify personal characteristics. These questionnaires should mainly be closed answer questions (yes and no)

Example of a Questionnaire for Company A, a provider of part-time evening courses
Gender

Male

 Female



Age Bracket 
18 -24

25 – 34

35 – 44

45 – 54

55 + 
Where is your main county of residence?

_____________________________________________________________________________________
Where did you hear about our company?

Laois/Offaly Express
       Weekender Newspaper 
     Web site

   Parish Newsletter 


Local Fás Centre
       Radio


    Newsletter

    Other (please specify)

_____________________________________________________________________________________

What time of year did you decide to undertake a part-time course?

January – April


May – August 


September – December 

Would you recommend us as a part-time course provider?      Yes
     
No

Are you happy with the standard of the courses on offer? 
      Yes

No

Are you happy with the facilities available?

      Yes

No

Are there any other courses you would like to see available? If yes please elaborate. __________________________________________________________________________________________________________________________________________________________________________
Do you have any other comments?

__________________________________________________________________________________________________________________________________________________________________________ 
With the information gathered it is easier to define an audience, a student profile grows and you can now identify which method of advertising works best. We would find out the following

· Whether it is male or females or both that need to be targeted for example if it is mainly males that are partaking in part-time courses how can we tap into a female audience

· The average age of students this will effect media channel decision (Parish newsletters, Newspapers, web site etc)

· Location - which counties have the higher attendance rate? Can it be improved? Can you spread the advertising message further afield?

· Which media channel works best in promoting the part-time course provider - this will make advertising spend more effective
· What time of year is identified as decision time for students this will also influence the advertising budget

· Would Company A, be recommended to others as a provider of part-time courses? “Word-of-mouth” (Word of mouth, is a reference to the passing of information by verbal means, especially recommendations, but also general information, in an informal, person-to-person manner – Wikipedia) is the best form of free advertising, and can either enhance or damage a brand.

· Do Company A, need to improve their facilities in order to drive free word-of-mouth and number of attendees?

· General feedback is invaluable for the progression of Company A.

Once all these factors have been addressed it is easier to identify which method of advertising is best suited to Company A, and who is their target audience.
