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About MRS

With members in more than 70 countries, MRS is the world’s largest
association serving all those with professional equity in provision or
use of market, social and opinion research, and in business intelli-
gence, market analysis, customer insight and consultancy.

MRS has a diverse membership of individuals at all levels of experience
and seniority within agencies, consultancies, support services, client-
side organizations, the public sector and the academic community.

It also serves MRS Company Partners agencies, suppliers of support
services, buyers and end-users — of all types and scale who are commit-
ted throughout their organizations to supporting the core MRS values of
professionalism, research excellence and business effectiveness.

In consultation with its individual members and Company Partners,
MRS supports best practice by setting and enforcing industry stan-
dards. The commitment to uphold the MRS Code of Conduct is
supported by the Codeline service and a wide range of specialist
guidelines.

MRS contributes significantly to the enhancement of skills and knowl-
edge by offering various qualifications and membership grades, as
well as training and professional development resources.

MRS enables its members and Company Partners to be very well-
informed through the provision of a wide range of publications, infor-
mation services and conferences.

MRS offers many opportunities for meeting, communicating and
networking across sectors and disciplines, as well as within
specialisms.

As “the voice of market research’, MRS defends and promotes research
in its advocacy and representational efforts.

Through its media relations and public affairs activities, MRS aims to
create the widest possible understanding of the process and value of
market, social and opinion research, and to achieve the most favourable
climate of opinion and legislative environment for research.
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The editorial board
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client side, having commissioned many projects for NPD and M&A
purposes. A graduate of Glasgow and Sheffield Universities, David Barr
is a Member of the Chartered Management Institute and a Fellow of The
Royal Society of Arts.

Robin J Birn has been a marketing and market research practitioner for
over 25 years. In 1985 Robin set up Strategy, Research and Action Ltd,
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map, atlas and travel guide sector, and the book industry. He is a Fellow
of the Market Research Society and is also the editor of The International
Handbook of Market Research Techniques. He is currently Client Services
Director at Research International Ltd.

ADVISORY MEMBERS

Martin Callingham was formerly Group Market Research Director at
Whitbread, where he ran the Market Research department for 20 years
and was a non-executive director of the company’s German restaurant
chain for more than 10 years. Martin has also played his part in the
market research world. Apart from being on many committees of the
MRS, of which he is a Fellow, he was Chairman of the Association of
Users of Research Agencies (AURA), has been a council member of
ESOMAR, and has presented widely, winning the David Winton Award
in 2001 at the MRS Conference.
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students and regular contributor to the media on the creative industries.

Professor Merlin Stone is Business Research Leader with IBM’s Business
Consulting Services, where he works on business research, consulting
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agencies, consultancies and business partners, focusing on changing
marketing. He is a director of QCi Ltd, an Ogilvy One company. Merlin is
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Preface

When I was asked if I would be interested in writing this book, I was not
at all sure that there would be enough to say to fill it. When I talked to
other people about the subject, their reaction, particularly amongst non-
researchers, was usually that it was going to be a short book. It did not
take long, though, for me to realize that the opposite was going to be the
case.

After 30 years of writing market research questionnaires, I had forgot-
ten how much I now took for granted: the issues of question wording,
bias, question order, layout and translations are all things that market
researchers deal with on a day-to-day basis. They learn the skills through
training, and hone them through practice.

It is increasingly the case nowadays that the questions have already
been written. Most of the big research companies use standard formats or
techniques for much of their business; some big manufacturing companies
have standard approaches to specific types of research study; or studies
have been carried out before. For many market researchers there is less
opportunity now than there once was to hone these skills through contin-
ual use. All the more need, therefore, for a work to which they could refer.

Mainly, though, this book is aimed at students and new entrants to the
market research industry. It is intended to provide them with an
overview of the role of the questionnaire in the survey process, together
with information on all of the options, alternatives, dilemmas and
dangers that they are faced with when they set out to write a question-
naire that they hope will collect accurate data about people, their behav-
iour and their attitudes.

There is rarely a correct way to ask any question. Almost everything
can be asked in a number of different ways. What I have tried to do in this
book is to avoid being prescriptive and to provide students or practition-
ers with guidance on how to think about the questions and the question-
naire. They can then decide for themselves what is the best approach for
their situation.



Preface xi

Inevitably, the book reflects my own experience and the types of
research project on which I have worked. However, as that experience has
covered most types of research and most markets, I hope that readers will
not find it too narrow.

Of course there are many people I must thank for their help. In particu-
lar I must thank Professor Clive Nancarrow, Phil Graham, Sue
Nosworthy, Dr Steve Needel and Stuart Thomlinson for their input and
for providing material, and Nigel Spackman for his support. I also owe
many thanks to Pat Molloy and Geoffrey Roughton at Confirmit for
agreeing to provide a copy of their Visual QSL software on the website,
which will enable readers to write their own questionnaires. I must also
thank David Barr at the Market Research Society for suggesting that I
write this book in the first place. Finally I must thank my wife, Pat, for
living with this book for so long.
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Preface to second
edition

It is only four years since the first edition of this book appeared, but in
that time there have been a number of exciting new developments in data
collection techniques. In particular we have seen a massive increase in
online data collection coupled with, and based on, an increasing accept-
ance of it as a medium that can provide samples sulfficiently representa-
tive of most sectors of the population to provide data for many
commercial decisions. This has been accompanied by an upsurge in
research on how online questionnaires work and how they can be
improved, not just replicating traditional question methodologies, but
using the strengths of the medium to ask questions differently and to
collect data in new ways.

It is to reflect those changes that I feel that there is a need to update this
book with a greater emphasis on online questionnaires and the new tech-
niques associated with them.

I would like to thank my colleagues at TNS for supplying me with
material, in particular Arno Hummerston for permission to show some of
the online techniques used by TNS, and also AJ Johnson at Ipsos-MORI
for permission to show some of their material as well, and to Pete Cape at
Survey Sampling International for his help.



