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2014.02.06. Papp Judit BGF-KVIFK 2 

Learning objectives 

To solve a problem for Salomon on ski 

touring? Let’s vote! 

The method 

This class 
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RESEARCH METHODS 

SECONDARY PRIMERY 

INTERNAL  
INFORMATION 

EXTERNAL 
INFORMATION 

SURVEY OBSERVATION EXPERIMENT 

STANDARD 
INTERVIEW 

IN-DEPTH INTERVIEW 

WRITTEN ORAL INDIVIDUAL GROUP 
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Composing 

questionnaries I. 

Preparation 

Information need 

 Row list of questions 

Selection  

Edition 

Piloting 

Finalisation 

Sequence, final form of 

questions 

Identifying problems, mistakes  



2014.02.06. Papp Judit BGF-KVIFK 5 

The standardised questionnare: 

 

Provides the comparability of data 

Makes data recording faster and more 

accurate 

Helps in data processing 
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A questionnare 

    

   a standardised, designed group of 

questions with the aim of gaining 

information from the respondents 
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The good questionnare: 

It contains such questions which are 

suitable and proper (concerning its topic) 

to be answered 

Grabs the attention and motivates the 

respondents to provide adequate answers 

Minimalise respondents’ errors 
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Types of questions according to the method 

QUESTION 

OPEN ENDED  CLOSED  

ALTERNATIVE SELECTIVE SCALE 
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Open ended questions 
(unstructured, respondents are free to tell their 

opinion) 

 

 

„What do you think about wintertime outdoor activities?” 

„What is your opinion about such a lecture?” 

 

Advantage: 

A deeper insight into individual views 

No influence 

 

                   Disadvantage: 

                   More difficult to answer 

                   More difficult data evaluation 

         Respondents are lazy 
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Closed 
(structured) 

Respondents have to choose from the optional answers 

 

„Are you planning to buy a new pair of boots for ski touring in the next 2 years?” 

 Yes 

 No  

 I do not know 

 

Advantage: 

Easier to answer  

Easier data processing  

 

                   Disadvantage: 

                  The way of putting the question might influence the answer 

„How sure you are to buy a new pair of boots for ski touring in the next 2 years?” 

 100% 

 50% 

 5% 

 I do not know 
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Alternative closed 

Two options: 

„yes – no” 

”I agree – do not agree” 

 

Often provides a neutral option, too: 

„I do not know” 

„I do not have opinion” (try to avoid…) 
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Selective 

More options are provided and the 

respondents can use more than one. 

„Why have you bought …ski boots for ski 

touring”? 

 I always buy this brand 

 My friend recommended 

 The shop assistant recommended 

 I have always wanted to buy one 

 It was a special offer 

 Other………………………………. 



2014.02.06. Papp Judit BGF-KVIFK 13 

Question types according to the aim 

1, Filter question: 

„Have you ever used a skin when ski touring?” 

 Yes 

 No 

      2,  Reminder: 

„When did you last buy an avalanche alarm 
device?” 

 This week 

 Last week 

 Last month 

 More than 3 months 

 I do not remember 
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According to the aim cont. 

 

3, Checking: 

„Do you regularly go to events organized around ski 
touring?” 

 Yes 

 No 

If yes,what was the last one you took part ? 

.............................................................................. 

4, Profile: 

     gender, age, profession, place of living, income, etc. 
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NEVER(!!!!!!) TYPES 

INFLUENCE: 

„You agree that Salomon is the most 

reliable brand for ski touring ?” 

MORE IN ONE: 

„Are you satisfied with your ski boots and 

binding?” 

UNCOUNTABLE: 

       „How many people have you seen 

recently ski touring?” 
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Avoidable! 

Ambigious wording: 
„How often do you change your equipment for ski 

touring?” 

Never 

Occassionally 

Sometimes 

Often 

Regularly 

Overlapping options: 

„Your age:  0-20 years 

                20-30 years 

                30-40 years 

                40-50 years…….” 
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Delicate information 

How much is your monthly income ? 

............... 

Instead! 

Your net monthly income per capita in your 

household: 

 500 – 750 EUR 

 751 – 1500 EUR 

1501 – 2500 EUR 

2501 - 
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HEADING 

Proper address and thank you at the end 

Aim of the research 

Contact persons availability 

Answering is volunteer 

Anonimity 

Data will not be used for other purposes 
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Composing questionnaries II. 

General rules 

 
Neutrality 

Aspects of evaluation 

Simple, logical structure, focused and language 

Consistency 

One question – one topic 

Consider the limits of memory and expressibility 

Avoid professional phrases and foreign expressions 

Doublecheck if there are questions focusing on the 
problems to be solved 
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Composing questionnaries III. 

Formal structure 
 

Structured, half structured questionnaries, list of 

questions 

The lenght of the questionnary 

Dissolve monotony 

Logical structure 

 Intensifying (goes towards the more important and 

complicated questions) 

Researchers’ guidelines  
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Composing the questionnary 

The rules of composing questionnaries 
 

1. Start with an easy question 

2. Put concerned and exact questions, indicating clear answers 

3. Use simple linguistical structures 

4. Questions should be „colourful” 

5. Do not use negative questions 

6. Questions should be easily answered 

7. Ensure similar understanding 

8. Any possible answers could be given (free place for individual opinions) 

9. Do not influence the client with the answer 

10. Remind clients that answering the questions is voluntary  

11. Answers should be easily assessed 

12. The structure of the questionnary should be logical 

13. The questionnary should raise interest 

14. Use full sentences 

15. Avoid abbreviations, sleng, professional phrases and implicite assumptions 
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Composing questionnaries 

List for choices between closed and open types of questions 

 If yes, use open types If yes, use closed types 

Aim The own words of the clients are very 
important 

We need classified, numerical 
data 

Features of the 
client 

Clients are able and willing to answer 
the questions with their own words 

We would like the clinets to use 
predetermined answer 
possibilities 

Asking the 
question 

Possible answers are unknown We have the previous idea how 
to arrange questions 

Assesment of 
the results 

We have the ability to analise the 
comments of the clients even if the 
answers are very different from each 
other, ; if we can handle and 
understand very rarely occuring 
answers 

We prefer counting the answers 
to analising them 

The meaning of 
the results 

We are going to offer individual or 
group text-like answers 

We make the report about 
statistical data 
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Types of questions – primary 

scales 

Nominal scale 

Ordinal scale 

Interval scale 

Ratio scale 
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Nominal Scale 

A figurative labeling scheme in which the 

numbers serve only as labels or tags for 

identifying and classifying objects. 

Used for identifying clients, brands, 

attributes, etc. 

Example: Social Security numbers, 

numbering of sportsmen in a competition. 
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Ordinal Scale 

Numbers indicate the relative positions of 
the objects but not the magnitude of 
differences between them. 

Preference rankings, market position, 
social class, etc. 

Examples: quality rankings, rankings of 
teams in a tournament (First, second, 
third…) 



2014.02.06. Papp Judit BGF-KVIFK 26 

Interval Scales 

Differences between objects can be 

compared. 

Contains all the information of an ordinal 

scale, but it also allows us to compare the 

differences between objects. 

Examples: temperature scale, attitudes, 

opinions, index numbers, etc. 
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Ratio Scale 

Zero point is fixed 

All statistical techniques can be applied to 
ratio data. 

Possesses all the properties of the 
nominal, ordinal, and interval scales, and 
in addition an absolute zero point. 

Examples: lenght, weight, age, income, 
costs, sales, market shares, etc. 
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Scaling  techniques – comparative 

scales 

Paired comparison 

Rank order 

Constant sum 

Q-Sort technique 
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Paired comparison 

The client is presented with two objects 

and asked to select one according to 

some criterion. 

The obtained data are ordinal in nature. 

Usually used if the object has some 

physical features. 

The most commonly used comparative 

scaling technique. 
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Rank order 

Clients are presented with several objects 

simultaneously and asked to order or rank 

them according to some criterion. 

Also comparative in nature, and used for 

measuring preferences for brands as well 

as attributes. 

The major disadvantage is that it produces 

ordinal data only. 
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Constant Sum Scaling 

 Clients allocate a constant sum of units, such as 
points, dollars, or chips, among a set od stimulus 
objects with respect to some criterion. 

 The sum of all points is 100. 

 The attributes are scaled by counting the points 
assigned to each one by all the respondents and 
dividing by the number of respondents. 

 Disadvantage: the client may allocate more or 
fewer units than those specified. The researcher 
must modify this data or exclude the client. 
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Q-Sort Scaling 

The aim is to discriminate among a 

relatively large number of objects quickly. 

Uses a rank order procedure in which 

objects are sorted into piles based on 

similarity with respect to some criterion. 
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Scaling techniques – non 

comparative scales 

 Continous Rating scales 

 Itemized Rating scales 

Semantic Differential scale 

Likert scale 

Stapel scale 
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Common features 

Noncomparative scaling 

techniques do not compare the 

object being rated either to 

another object or to some specify 

standard. 

Evaluate only one object at a 

time. 
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Continuous Rating Scale 

Graphic rating scale 

Clients rate the objects by placing a mark 
at the appropiate position on a line that 
runs from one extreme of the criterion 
variable to the other. 

Easy to construct, but scoring can be 
cumbersome and unreliable unless 
computerized and provide little new 
information. 
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Itemized Rating Scales 

 Clients are provided with a scale that has a 
number or brief description associated with each 
category. 

 Categories are ordered in terms of scale 
position. 

 Clients are required to select the specified 
category that best describes the objects being 
rated. 
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Likert Scale 

 Named after Rensis Likert. 

 Indicates the degree of agreement and 
disagreement with each of a series of 
statements about the stimulus objects. 

 Each item has 5 response categories from 
„strongly disagree” to „strongly agree”. 

 Easy to construct and administer. 

 Takes longer, because clients have to read each 
statement. 
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Semantic Differential Scale 

A seven-point rating scale with endpoints 
associated with bipolar labels that have 
semantic meaning. 

Clients rate objects on a number of 
itemized, seven-point rating scale with 
bipolar endpoints like „cold” and „warm”. 

Well used in comparing brands, products, 
company images, etc. 
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Stapel Scale 

 Named after Jan Stapel. 

 Unipolar rating scale with 10 categories 
numbered from -5 to +5 without a neutral (zero) 
point. 

 For measuring attitudes that consists of a single 
adjective. 

 Clients are asked to describe how accurately or 
inaccurately each term describes the object by 
selecting an appropriate numerical response 
category. 
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THANK YOU 

Have a really „once in a lifetime” 

type of two weeks!!!!!!! 


