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You choose:

• Beginners session

• By the end of this session 

you will be able to:
– Understand why questionnaires are 

used and when to use them

– Understand the process of 

constructing a questionnaire

– Acknowledge the key features of 

good question design

• Advanced session

• By the end of this session 

you will familiar with:
– how to analyse the questionnaire 

data using common psychometric 

and linguistic techniques. 

– Concepts introduced in this session 

are computing of constructs, factor 

analysis, missing values, reliability, 

and validity, 

– Reporting on these questionnaire 

results and advanced techniques 

(e.g., ANOVA, correlations, 

regressions, SEM) 

– Triangulation of quantitative data 

with qualitative data. 

Note that both slide decks will be made available to you irrespective of which option you choose 



Workshop objectives

• By the end of this session you will be able to:

– Understand why questionnaires are used and when to 

use them

– Understand the process of constructing a 

questionnaire

– Acknowledge the key features of good question 

design



What is a questionnaire

• A research tool for data collection

• Usually a set of structured questions for which answers 

can be coded and analysed quantitatively 

• Can also include open questions

• Can be self-administered or through interview

• On-line, postal, telephone, face-to-face

• Can also be used for qualitative analysis using semi-

structured questions (face-to-face or by telephone)



Questionnaire design in the 

survey process

• Research aim and research questions

• Identify the population and sample

• Decide how to collect replies

• Design your questionnaire

• Run a pilot survey

• Carry out main survey

• Analyse the data

• Report findings and dissemination





Questionnaire design in the 

context of the survey process

Research aim & 

questions

Research 

population & 

sample

Survey type & 

method for 

collecting replies

Think about 

analysis

Questionnaire 

design
Pilot (always !) Run survey

Analyse data 

Report findings



Why use a 

questionnaire?

Strengths and 

limitations?



Strengths

• Can be quick and relatively simple way to collect data

• Insightful when large number of participants involved

• Reach respondents in widely dispersed locations

• Can be relatively low cost

• Standardised and structured questions

• Analysis can be straight-forward 

and responses 

pre-coded



Strengths

• Can cover activities and behaviour, knowledge, 

attitudes, preferences

• Use to describe, compare or explain

• Effective for collecting quantitative data – information 

that can be counted or measured

• Low pressure for respondents

• Lack of interviewer bias 

(possibility of ‘ghost interviewer’ effect)



Limitations

• Biases

– non response, self selection, questionnaire fatigue, 

acquiescence, extreme response styles

• Quality of data? Confidence in results? Reliability?

• Unsuitable for some people

– e.g. poor literacy, visually impaired, young children, 

not online

• Question wording can have major effect on answers

• Misunderstandings cannot be corrected

• Can be difficult to account for cultural and language 

differences



Limitations

• No opportunities to probe and develop answers –

breadth vs depth

• No control over the context and order questions are 

answered in postal surveys

• No check on incomplete responses

• Design issues with moving through online surveys

• Seeks information only by asking, can we trust what 

people say? e.g. issues with over-reporting



Questionnaire/Survey 

design: follow the pros

There is already a lot known about 
your research question
– Better to “steal” and replicate (in order 

to compare) than to create yourself. 
Find the instrument at:

• http://inn.theorizeit.org/

• www.scholar.google.com

• www.eric.ed.org

– A good validated questionnaire 
enhances generalisation

• Possibility to compare and contrast your findings 
to others.

• Identify different/similar trends, thereby 
increasing relevance of your research

• Easier to publish (if you want to) in good, ISI-
ranked journals

• Possibilities to get more citations, as others can 
use and refer to your research

http://inn.theorizeit.org/
http://www.scholar.google.com/
http://www.eric.ed.org/


Search for your instrument: 

http://inn.theorizeit.org/

http://inn.theorizeit.org/


Comparative/Psychometric

Explorative



Pilot test your questionnaire

1. Give/discuss questionnaire to group of 
experts in your field

2. Discuss questionnaire design with 
questionnaire design expert

3. Sample questionnaire with 5 students using 
think-aloud protocols to unpack whether 
students understand the items, and whether 
the framing of the questionnaire is 
appropriate (re-test if necessary)

4. With large-scale implementation, pilot/check 
with 20-40 participants to determine whether 
construct validity is in line with expectations

5. After 200 respondents, conduct (explorative) 
factor analysis to determine whether 
questionnaire is indeed reliable

6. After 400 respondents, conduct 
(confirmatory) factor analysis to determine 
whether questionnaire is indeed reliable



How not to get results !

• Be aware of bias and leading questions

• Yes Prime Minister clip

• http://www.youtube.com/watch?v=G0ZZJXw4MTA

http://www.youtube.com/watch?v=G0ZZJXw4MTA


Maximising the response rate

You are about to carry out a survey 

using a questionnaire, what will you do to 

maximise the response rate?



Techniques for maximising the 

response rate

• Good design

– Thoughtful layout, easy to follow, simple questions, 

appearance, length, degree of interest and 

importance, ethical issues, thank for taking part

• Pre-notification

• Explanation of selection

• Sponsorship, e.g. letter of introduction / recommendation

• Cover letter



Techniques for maximising the 

response rate

• Incentives

– Understanding why their input is important

– Small future incentives, e.g. prize draw

• Reminders

• Confidentiality

• Anonymity

• Pre-paid return envelopes



Political questionnaire exercise

Spot the errors!







Question wording – avoid

• Abbreviations

• Alternative meanings (tea, cool, dinner)

• Ambiguity and vague wording (fairly, generally, you – the 

respondent, household, family?)

• Doubled barrelled – ‘do you speak English or French?’

• Double negatives

• Inappropriate categories

• Leading questions

• Memory issues

• Social desirability

• Question complexity



Other things to think about

• Missing categories – include ‘other’, ‘don’t know’ and 

‘not applicable’

• Sensitive questions

• Question ordering

• Open or closed questions?

– Closed question – choice of alternative replies

– Open question – written text (or spoken answers)



Thank you! 

Questions?



Open and closed questions 
(from Oppenheim, 1992)

Strength Limitation

OPEN Freedom & spontaneity of 

answer

Time-consuming

Opportunity to probe Coding more problematic

Useful for testing hypothesis 

about ideas or awareness

More effort from respondents

CLOSED Requires little time Loss of spontaneous responses

No extended writing Bias in answer categories

Low costs Sometimes too crude

Easy to process May irritate respondents

Make group comparisons 

easy

Useful for testing specific 

hypothesis



Basic “bible” of 
how to design 
and evaluate 
effective student 
surveys

Snappy 
guidelines by 
Prof John 
Richardson 
(SRPP)

http://intranet6.open.ac.uk/mgt-info/iet-stats/sites/intranet6.open.ac.uk.mgt-info.iet-stats/files/files/ecms/web-content/Survey Practices - JR - FINAL.pdf


Readings

• Oppenheim, A.N. (1992) Questionnaire Design, Interviewing and Attitude 

Measurement.  Pinter Publishers, London

• Moser, C. and Kalton, G. (2001) Survey Methods in Social Investigation.  

Ashgate, Aldershot

• Sapsford, R. (2001) Survey Research.  Sage Publications

• Foddy, W. (1994) Constructing Questions for Interviews and Questionnaires.  

Cambridge University Press, Cambridge 

• De Vaus, D.A. (1990) Surveys in Social Research.  Allen and Unwin, London 

• Hoinville, G and Jowell, R. (1982) Survey Research Practice.  Heinemann, 

London

• Fink, A. (Ed.)(1995) The Survey Kit.  Sage, London

• Fowler, Floyd J. (2002) Survey Research Methods. Sage, London

• Evans, J.R. and Mathur, A (2005) The value of online surveys. Internet 

Research, vol.15, no.2, pp195-219

• Sue, V.M. and Ritter, L.A. (2012) Conducting online surveys. Sage, London 



Other resources

• ESRC offer courses in questionnaire design (and 

statistical analysis) through the National Centre for 

Research Methods. See:

http://www.ncrm.ac.uk/

• OU’s LabSpace market research methods

http://labspace.open.ac.uk/course/view.php?id=4197&to

pic=all

• OU Professional development – questionnaire design 

http://pd.open.ac.uk/content/questionnaire-design

• SPSS and training available from OU IT

http://www.ncrm.ac.uk/
http://labspace.open.ac.uk/course/view.php?id=4197&topic=all
http://pd.open.ac.uk/content/questionnaire-design
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