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THE CHALLENGES OF CREATING AN EFFECTIVE
QUESTIONNAIRE FOR ONLINE MARKET RESEARCH

Previously, we talked about “How to Use Online Panels Effectively”, which the
online market research is a powerful tool to gather insights into consumer
preferences, trends, and behaviors. At the heart of this research lies the
guestionnaire, which must be well-designed to yield reliable and actionable
results. Below you will find a step-by-step guide to creating an effective

guestionnaire for online market research.

n Define
I the Research Objectives

Before crafting the questionnaire, establish
clear objectives. Determine what you want
to learn, such as:
o Customer demographics
» Buying behaviors
« Brand perception
» Market demand
o Clear objectives ensure the
guestionnaire remains focused and
relevant.

-

J L
T

g Identify
l Your Target Audience

Tailor your questionnaire to the specific
audience you aim to reach. Understanding
their preferences, literacy levels, and
cultural nuances can guide the tone,
language, and complexity of the questions.

This step should focus on. As an online
panel provider, we see many surveys
every day and it is step 2 which could be
the most improved. Creating the
guestionnaire for multi-country survey with
considering all the local cultural nuances
can be challenging.

Targeting the questionnaire to the target
audience still needs much more
consideration. In the meantime, online
panel providers work very hard to bridge
these communication challenges by
employing culturally relevant introduction
messages prior to the survey or via the
panel website.




Keep
l Questions Clear and Concise

» Avoid jargon, technical terms, or
ambiguous language.

» Use straightforward, neutral phrasing
to avoid bias.

o Break down complex concepts into
simpler parts to ensure
comprehension.

Example:

Instead of asking: "How satisfied are you
with the reliability, efficiency, and speed of
our customer service?"

Try: "How satisfied are you with the
reliability of our customer service?" (And
then ask separately about efficiency and
speed.)

Choose

| B the Right Question Types

The types of questions you include impact
the quality and usability of the responses.
Use a mix of:

» Closed-ended questions: Good for
guantifying opinions, like yes/no or
multiple-choice questions. These are
ideal for quick answers and for making
results easy to analyze.

« Open-ended questions: These allow
respondents to express thoughts in
their own words, which can reveal new
insights but are harder to analyze in
bulk.

» Rating scale questions: Commonly
used for gauging satisfaction or
agreement, these questions ask
respondents to rate items on a scale
(e.g., 1to 5 or 1 to 10).

» Likert scale questions: Useful for
assessing attitudes by asking
respondents to agree or disagree with
statements on a spectrum.

A mix of question types provides a
balance between gathering quantitative
data for easy analysis and qualitative data
for deeper insights.




| B Avoid Leading and Biased Questions

Leading questions can influence responses and skew results, which undermines
the reliability of your data. To e trality, avoid language that implies a
“correct” answer. Keep questi e and refrain from using emotionally
charged words.

Example: .
Instead of asking: “How satisfie are you with aur
team?” -

Ask: “How satisfied are ybu with our customer service?” .

| B Ensure Logical Flow

stomer service

Group questions by topic and arrange them in' giéal order. Typically arrange

the flow as below.
« Start with general questions (e.g., dem/graphlcs)
-Move to more specific topics.
« End with open-ended or optiorn

A well-structured flow keeps respon igaged and minimizes confusion.

l Limit Questionnaire Length

Lengthy questionnaires can lead to respondent fatigue, resulting in incomplete or
inaccurate answers. Should aim for:

o 10-20-minutes to complete

o 20-40 questions maximum, depending on complexity (including demographics)




ﬂ Test and Refine
l Your Questionnaire

Pre-test your questionnaire on a small
group before going live. This test run will

highlight any confusing or poorly worded
guestions and give you a sense of how
long the survey will take to complete.
Based on feedback, make necessary
adjustments to ensure clarity and user-
friendliness.

E Provide Clear Instructions
I and Ensure Anonymity

Clear instructions on how to answer
guestions can prevent confusion,
especially when using various question
types. Make sure respondents know
whether they can skip questions and how
their data will be used. If anonymity is a
priority, emphasize it at the start to
increase participation and honesty.

In conclusion, creating an effective questionnaire for online market
research requires a well-thought-out approach that combines clear goals, a
targeted audience, appropriate question types, and a logical structure. By
following these best practices, you'll be better equipped to gather
meaningful insights that can drive effective decision-making for your
business. The data you collect will be more reliable, actionable, and
aligned with your goals, giving you a competitive edge in your market

research efforts.

If you have any questions or concerns, we would be happy to provide
additional guidance to help you create the effective questionnaire for your

online market research.




