
Marketing Research

Creating a Survey

Introductory Question/Situation

Do you need to create a survey for contest or for an educational classroom project? 

Objectives

Identify uses of surveys

Identify commonly surveyed groups

Learn the process of survey development

Create a survey for your needs

Effective surveys are powerful tools that capture direct input from an intended audience – the respondents. However, many surveys are not designed to capture the needed information, fail to reach users in a way that promotes responses, and allow for misinterpretation of the responses that are received. 

The survey requires the process of survey production, administration, analysis of the data, and reporting.  A business may need an employee survey, 360-degree feedback (coworker feedback survey), or customer satisfaction surveys. Whatever the need is, respondents appreciate an efficient, professional-looking survey design and ease of use. Due to the time involved in the development of the survey instrument and the cost of an ineffective survey analysis, some companies hire survey companies who specialize in this process. 

Assignment

Create a need for a survey, either as a class assignment or a competitive event.  Almost all competitive written events include a section on “evaluating results.”  One way to evaluate results is through the use of a pre and post survey … before and after something occurs. Surveying for attitudes, awareness, or satisfaction may be appropriate for the intended goals and objective of a project. 

Following this page, you will find samples of excerpts from surveys and detailed information about the creation of a survey.  Think “outside the box.” Most surveys are thought to only measure a customers’ attitude.  There are more uses …

Survey Examples

Employee assessments may include:

· Employee satisfaction surveys

· Employee attitude surveys

· Employee performance surveys

· Organizational culture or effectiveness surveys

· Group feedback or teambuilding surveys

· 360° coworker ratings (asking more than one for feedback)

Through employee surveys, strong and weak areas within an organization can be discovered. This data can help head off potential disasters before they arise, and it may give employees a forum where they can express their thoughts and feelings and know that they are responded to, improving morale within the organization. 

360 Degree Survey – Goals could be to measure employee performance or provide employees with a advancement opportunity within the organization. Coworker feedback surveys are an effective way to gather data. In many cases, respondents are often more willing to respond and more candid in their responses when the individual or organization offers a survey that is anonymous and confidential – this is especially true of employee surveys.

This is a sample opening letter & a few questions from a 360 Degree Survey:

Thank you for taking the time to complete this feedback survey. I am trying to improve my performance in a number of areas, and your feedback will help me understand the things I need to focus on.
 
Please provide comments whenever possible. Specific examples of behavior will help me understand potential problem areas.

· Read each item carefully and select the response that best reflects your opinion. Please try to answer all of the items. 

· Remember, your ratings are anonymous and will simply be averaged with other ratings received. None of your responses will be attributed to you as an individual. 

	How familiar are you with my performance at work?

	[image: image1.wmf]
	Extremely familiar

	[image: image2.wmf]
	Very familiar

	[image: image3.wmf]
	Moderately familiar

	[image: image4.wmf]
	Not very familiar


	What is your work relationship to me?

	[image: image5.wmf]
	Superior

	[image: image6.wmf]
	Peer

	[image: image7.wmf]
	Direct report

	[image: image8.wmf]
	Subordinate

	[image: image9.wmf]
	Other


Next, a sample of another survey is included, beginning with demographic questions & an explanation of the usefulness of the requested information. There are additional qualifying questions related to the respondent and the product in question, ABC gadgets.  

Not every survey requires demographic segmentation. Each survey must have a specific intended purpose with outcomes clearly identified before development.  The respondent will not want to answer useless questions.



The following demographic questions are necessary to maximize the usefulness of your survey responses. Because there may be varying opinions from different respondent groups, breaking down the results for these groups will enable us to understand and address these differences. To protect your anonymity, under no circumstances will these questions be used to produce survey results for groups with less than 8 respondents.

1. What is your level of education?


 High School Diploma


 Associate's Degree


 Bachelor's Degree


 Master's Degree


 Doctorate Degree

2. What is your age?


 Under 20


 20-29


 30-39


 40-49


 50-59


 60 or over

3. What is your gender?


 male


 female

4. Which best describes your place of residence?


 Inner city urban


 Suburb of a large city


 Small city


 Country town


 Rural

5. What is your marital status?


 Single


 Married


 Divorced

6. Do you have children in your house?


 No


 Yes, youngest is 0-12 years old


 Yes, youngest is 12-18 years old


 Yes, youngest is over 18 years old
7. If you already own an ABC gadget, what do you primarily use it for?


 I don't own an ABC gadget


 Self-defense


 Decoration


 Recreation


 Personal hygiene


 Work-related activities

8. How do you feel about ABC gadgets?


 I don't like them


 I think they are very cool


 I don't know what an ABC gadget is

 Other


	

	Please indicate your opinion if you were to purchase an ABC Gadget.
	Strongly Disagree
	Moderately Disagree
	Neutral
	Moderately Agree
	Strongly Agree
	Unable

to Rate

	9 . "Brand name" is important.
	
	
	
	
	
	

	10. Safety is important.
	
	
	
	
	
	

	11. Physical appearance is important.
	
	
	
	
	
	

	12. Weight is important.
	
	
	
	
	
	

	13. Price is important.
	
	
	
	
	
	


Below is a survey continuation about ABC gadgets, showing different ‘survey instruments.’

14.  How much (maximum) would you be willing to pay for an ABC gadget for the protection of yourself and your family? (select only one)


 $200-$300


 $300-$400


 $400-$500


 over $500


 I would never buy an ABC gadget

15.  How much EXTRA would you be willing to pay (maximum) for an ABC gadget that had Smart Technology which prevented unauthorized users (e.g. children) from using it?  (select only one)

 $0


 Under $50


 $50-$100


 $100-$200


 $200-$300


 Over $300

16.  Would you consider purchasing an ABC gadget with this Smart Technology? (select only one)


 Definitely


 Perhaps


 If I could trade in my existing gadget


 No



Open-ended questions give the respondent the opportunity to express ‘what they’ve been thinking all along.’ All answers to these questions need to be summarized in a list under the question heading as a part of a final report.  Another way is to fit answers into categories, then perform an analysis.

Please answer the following questions.

17. Please comment on your feelings regarding the creation of an ABC gadget with Smart Technology?

 18. What are the most important factors that would lead you to purchase, or not to purchase, a ABC gadget?

19. Would you support a company who created a gadget with intent of protecting people from unauthorized use?
The next survey is a brief questionnaire that could be provided to patrons of a restaurant on a continuing basis.  The respondents’ answers would provide on-going feedback of the customer derived from the service and food of the restaurant.

	Restaurant Visitor Survey –

Please rate each of the following about our restaurant
	Poor
	Fair
	Good
	Very Good
	Excellent
	Unable to Rate

	Quality of Hostess Service
	
	
	
	
	
	

	Quality of Waiter/Waitress Service
	
	
	
	
	
	

	Quality of Food
	
	
	
	
	
	

	Selection of Food
	
	
	
	
	
	

	Cleanliness of Dinning Area
	
	
	
	
	
	

	Cleanliness of other Service Areas
	
	
	
	
	
	

	Overall Impression of Restaurant
	
	
	
	
	
	




Planning the Survey

Proper preparation is a major key to the success of an effective survey instrument -  "Well begun is well done.” Many surveys are conducted without necessary planning, but the results are painful, unpleasant, and ineffective.

Brainstorming questions is not the best place to start, but instead establishing your goals clearly and concisely. The whole point of asking questions of people is to get answers that will help you make important decisions, so knowing what you want to learn and why is important. Your goals will affect the questions you ask, the people you ask, and the way in which you ask them. Start with a short explanation for the reason of the survey. From there you can expand into all the details that are important.

Good survey statement: "We want to know how much customers are willing to pay for ABC Gadgets to see if we can make more money."

Once you have a statement of intent it's time to expand on the concept. Write a list of information that will be important to the survey. The list will help judge whether the questionnaire satisfies the goals and answers the questions. For example:

Do customers consider costs of installation, or just the gadget itself?

How does price sensitivity differ by consumer demographics?

Is there a difference in attitudes in different parts of the country?

What do customers think gadgets cost?

When do they buy gadgets? When they break? When remodeling?

Do different circumstances change attitudes toward price?

Once goals are identified, think about three things:

· Uses: How you expect to use the answers you get has as much impact on a survey as your goals. Are you ultimately writing a report rich with tables and graphs? Do you plan to show results live on a web page as people give their answers? 

· Deadlines: A project without a deadline is doomed to go incomplete since it never comes due. Pick a final deadline that is realistic so you can get the work done.

· Budgets: Any project requires a budget - not just money, but also people power to prepare the questionnaire and analyze the results. That budget needs to be large enough to address all the issues in the survey 

Choosing the Right People to Respond

Is it all current customers? Particular types of customers? Prospects? Vendors? Employees? Investors? Some sources of lists of people are subscription lists of magazines, trade association memberships, or lists of registered product buyers. Companies must start the looking process weeks before they want results, as there is often turnaround time involved in getting lists of the right people and contact information.


Using the Right Instrument

The goals will help determine the type of survey that will work best. There are different types of information wanted from people. Here are some of the most common:

· attitude - how people think and feel about something 

· perception - the way people receive messages and interpret them 

· needs - not only what people need, but what they believe they need; also desires 

· decisions - both the choices people make, and how they make them 

· behavior - how people react to situations and opportunities, and also how they think they'd react 

· lifestyle - describing people in the context of how they live 

· demographics - the categories someone fits into, like age, marital status, business title, industry, and so on 

You may have to take different approaches to get the different types of information, more than one approach may appear on the same survey.

Success with a survey depends on having the right mechanisms to help people respond. That means structuring questions in such a way that the responses you receive are most useful. A basic difference in how you ask questions is that between open-ended and close-ended questions. In open-ended, respondents say anything they want in answering a question. People can say exactly what is on their minds, which is an advantage. Open-ended questions force the information gatherer to listen to the audience. A drawback that doesn't appear until analyzing the results is the impossibility of directly comparing one person's words to another's. Answers must be fit into categories, and then an analysis performed. This results in extra work as well as potential problems from imposing structure on the respondents’ answers after the fact.

Close-ended questions are more common in surveys. By restricting people to answering yes or no, picking a value out of a scale to represent their responses, or picking from multiple choices, it becomes easier to analyze the results. There are three major structures for close-ended questions:

· binary 

· multiple 

· choice 

1. The binary question allows someone to choose only one of two permissible answers. There are many cases where a binary answer is applicable, like in asking people on a decision survey question whether they would or would not buy a product at a particular price. There is danger of misusing binary questions if the two choices do not cover the actual range of answers people might give. Subjects end up giving answers they are uncomfortable with, lowering the accuracy of the survey and possibly making the results useless.

2. Multiple-choice questions are a variation on the binary question, but with more allowable answers. Similar to the binary question, accuracy of the multiple-choice depends on making the whole range of possible answers available to respondents. Multiple choice answers work best when each choice offered is distinct from every other.

Poor use of multiple-choice: How often do you purchase the ABC gadget?

a) seldom b) occasionally c) frequently

Good use of multiple-choice: Where do you prefer to purchase the ABC gadget? 

a) online b) retailer c) service-based business who installs the gadget


3.  A scaled question offers an answer from a scale or range that are all degrees of a response. For example, employees might be asked how they would rate their satisfaction of company benefits from 1 to 5, where 1 would be poor and 5, outstanding. Consistency is vital in the presentation of scales: a number representing the low end of the scale in one question should not become the high end in another question in the same survey. Otherwise you run the risk of confusing people, who might continue using the references from a previous question. Note that it doesn't matter whether the scale runs low to high or high to low, like 1 being the top or the bottom, just be consistent.

Answers to scaled questions are often phrased as numeric scales, like asking employees how many hours a day they spend on-line or asking consumers how many years they have been a customer. Such questions are good because their meaning is unambiguous and interpreted the same way by different people. These scales are called qualitative.

Sometimes a numeric scale is not enough. If you ask people to rank on a scale of one to five how good a taco tastes with no other explanation, subjects are likely to interpret the numbers differently. That is why many surveys use quantitative scales, in which levels are defined. An example is asking whether someone strongly disagrees, disagrees, is neutral, agrees, or strongly agrees with a given statement. These two approaches are also combined, like when someone ranks their satisfaction with a service and the high and low points in the scale have verbal definitions.

With scaled questions, there are times to use broad scales and other times to use narrow, like 1 to 10 versus 1 to 3. When should you use which? It depends on your goals and how detailed you need to be. You might be satisfied with knowing that consumers planned to buy your product, would consider a purchase, or would not use it. On the other hand, understanding how strongly someone holds an opinion needs more subtle degrees of interpretation.

The more detailed the list of responses, the more time it takes to take the survey, which can discourage people from doing so. A greater number of responses also complicate analysis. A rule of thumb is that 10 different responses on the scale is about the practical maximum. If in doubt, it usually makes sense to err on the side of more choices, rather than less. You can always combine answers during analysis to create fewer categories, but there is no way to disentangle answers forced into the same category at the outset.

Poor use of scale: How would you rate our menu selection?

Outstanding, Excellent, Good, Fair.

The scale is incomplete as it misses a choice of Poor.


Securing the Respondents Completion of the Survey Instrument

No matter what the format of a survey, the quality or quantity of questions, or the accuracy of sampling, a survey will provide nothing if people will not fill it out. The most important part of a survey mechanism is a plan for keeping the subject with you, giving their answers. To achieve this, follow two rules:

1. Respect your respondents’ intelligence. Don’t be condescending or use jargon an audience has no reason to know.

2. Respect respondents’ time. People are doing you a favor to answer your questions, so don't abuse the help. Your questions should stem from clear and concise goals, making each question count. It is possible for a survey to last half an hour or more but the aim should be for surveys to take only 10 to 15 minutes at the most.

It is also important to decide up front whether the user will see the results of the survey and, if so, in what form. Providing the results of surveys can at times be an inducement for participation, such as a salary survey for a recruiting firm. Some people will see the benefits of receiving the results worth their time to answer the questions. The curiosity of people answering a public opinion poll online might also be enough to have them take part.

Asking the Right Questions

For every question, be clear in what you ask and how you expect someone to answer. Everyone should be able to understand the question and answers in the same way. 

Any question must also use the right language. Technical terminology would only be necessary if your respondents understand it and it increases the value of the survey instrument. Get into the minds of the respondents to know how they think and talk.

Not every question will apply to each member of the sample. Let people opt-out of a question when it doesn't apply.

Good survey questions share a number of characteristics:

· they have a clear point 

Blunt Question: What has your experience been with our auto repair service?

Pointed Question: Did our auto repair service properly diagnose your car's problem in your last visit?
· as short as practically possible 

· single-minded 

· well-ordered 

Good Ordering

A survey should be thought of as an outline of a conversation. There should be a natural flow, with transitions between one thought and the next. The answer someone gives to a question may be influenced by previous questions and answers. It may be easier for someone to take a survey if certain types of questions or topics are grouped together. After developing your questions, try grouping them in different ways. Find an approach that makes it easy to go through the survey.

The single largest reason for inaccurate results is poor questions. It is easy to create a survey that will almost inevitably show a particular set of responses. People sometimes do this intentionally to draw a predetermined conclusion but even more often, it is done by accident. Additionally, it is important to phrase all questions in as neutral a way as possible. To limit bias, structure questions so no answer is the obvious "positive" answer.

Leading Question: Don't you believe the ABC gadget’s price means quality?

Better Version: What does ABC gadget’s price say to you about the product?

Implementing the Survey

You've identified the issues, selected the potential participants, crafted the questions, then created and tested the questionnaire. Now it's time to actually administer the survey. The traditional methods of doing so are through the mail, by telephone, or in person. Each has its strengths and weaknesses. Mail is probably the most economical of the three, but it is harder to get a good amount of participation, with high percentages of people opting out of the entire process. It is also a relatively slow process. Telephone is faster, but more expensive, both in phone charges and in salaries (when done for a company) since someone has to talk to the participants. If you want to fulfill a large number of surveys in a short time, you have to dedicate multiple people, appropriate space, and telephones. In-person surveys give the takers the opportunity to observe non-verbal reactions in addition to what someone says. It is also the best form for probing in open-ended questioning - and the most expensive, including travel expenses for companies.

Some Companies Use the Internet for Surveys

One problem with surveys is the cost in administering them. Either staff is needed to telephone or meet with people to ask the questions, or a direct mail campaign is necessary with the expenses of printing, mailing, paying for the return of responses, and finally entering the information into a computer for analysis.

Electronic commerce and the impact of the Internet on communications have opened new worlds for surveys. Hundreds of millions of people worldwide have access to email and the Web. When surveys are answered on-line, answers come back in an electronic format, so putting them into a computer is easier. Since the Internet provides almost instant communications, they are also much faster than any traditional method, with immediate delivery to any number of people simultaneously. 

This isn't to say all companies can use the Internet, only those with respondents who can be reached via either email or the Web. If a company does have a web page, and if the audience regularly uses email, then the company may have the opportunity to perform surveys at a low cost. 

Reminder: No survey - or any other marketing research technique for that matter - is foolproof. People may not tell the whole truth and survey techniques are fallible - just look at the times when political polls don't predict the outcome of elections. It is always important to temper decisions with common sense and experience. Survey data should aid you in decision making, not make decisions for you.

Information Sources:

www.perseus.com           www.custominsight.com

Teacher & Student


Information





For the person who has a knack at survey construction, a career may be born! For an entrepreneur with limited funds, the experience and basic knowledge of surveying can be very beneficial.  Therefore, this project for the marketing class has its merits.
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