CH 11  QUESTIONNAIRE DESIGN- MOSTLY CONSUMER  INTERACTION (Experiments and Observations utilize a different method of recording data) 
Focus is on the objectives of the study.  

1. Objectives – What are we trying to decide?

2. Methodology – 
Define survey universe

What is the incidence rate

How will we collect the data?

Length of field opportunity (2 Day convention)

Environment where collecting

Field staff capability and capacity

3. Question format – closed and open-ended, multiple choice (handling), .  rating scales (intensity)  ranking (importance), etc.
4. Questionnaire wording  considers characteristics of respondents (age, education, handicaps, language, etc)
5. Screening and sequencing  - ease in, work in the middle, sensitive, ease out

6.Test questionnaire internally
7.Get buy-off from internal users, skeptics, mavens

8.Test among members of target population.  Considerations:

· Terminology (jargon)

· Length of administration

· Skip patterns

9.Make necessary revisions and print
10.Implement (Field & Interviewer instructions, briefing, practice)
OTHER KEY CONSIDERATIONS

Keep questionnaire as short as possible – do not gather nice-to-know information

POST COLLECTION DATA – ORIENTED ACTIVITIES
EDITING – Ensuring data integrity.  Complete, SKIP PATTERNS followed?

CODING – Assigning values to open-ended responses.  

                   Collapsing closed ended responses (RECODING e.g. state codes)

                  Value label, response values and labels   Gender 1=Female, 2= Male

