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With budgets in jeopardy and
the ROI of research under
scrutiny, the author argues
that it's more important than
ever to craft surveys that are
clear, concise and aligned with
internal objectives.

Ask and you
shall receive

The dos and don’ts of writing quality
survey questions

hile some companies are forgoing survey research during dif-

ficult economic times, others are enjoying the competitive

advantage of understanding their changing marketplace
through efficient survey research. Those organizations must strive
to maximize their research investment by obtaining the highest
quantity and quality of information available from their surveys. To
accomplish this, it’s important to have clear objectives guiding survey
construction and give adequate thought to each survey question.
Otherwise, organizations run the risk of having the tfime respondents
take o complete the survey plus the effort to collect, analyze and
interpret the data ourweigh the informarion gained from the survey.

Many people take survey question-writing for granted. But writing

quality questions is an acquired skill that gets better with experience
and guidance. Many problems with survey questions can be avoided
with adequate survey pretesting, but unfortunately fime and budget
pressures can limit pretesting. In this article we've summarized some of
the most important dos and don’ts of writing survey questions.

Do: Keep your objectives in mind

It is easy to get caught up in the wording and structure of survey
questions, so0 much so that sometimes the ultimare objective of the
question is forgotten. Always consider how you will use the informa-
tion obtained from the survey responses.

Let’s suppose your objective is to find out the percentage of your
customers that are receiving reports on time. While many survey
researchers advocate using a 1-10 or 0-10 scale (e.g., “Please rate
the timeliness of reports on a 1-10 scale™), how are you going to
interpret the responses of 6, 7 and 87 A better way to reach your
objective might be ro simplify the question o, “Were you satisfied
with the timeliness of the reports you received®” (yes or no). The
data will provide you with a clear
answer to your objective.

After drafting questions, ask
yourself if the data for this question
will give yvou the information
yvou're seeking. When multiple
stakeholders contribute to survey
development, survey questions
sometimes end up being too long
or too complex. In this case,
it is helpful to go through the
exercise of figuring out which
questions are must-have and
which ones are nice-to-have.
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