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MARKET RESEARCH TOOLKIT #6:  

Types of questions 

 

The following outline the different types of questions that can be used in a quantitative questionnaire.  

Screener Questions – Screeners ensure that the person taking part in the research is part of your target 
population and relevant. For example if you were looking for residents of Scotland you would ask, ‘Are you 
resident in Scotland?’.  

Single choice (one answer) – This question allows the respondent to choose only one answer from the options 
you specify i.e. which of the following age bands applies to you? (16-24, 25-34, 35-44, 45-54, 55-64, 
65+)….have you been to the Cinema in the last month? Yes / No / Don’t Know…What is your employment 
status? Working Full Time / Working Part Time / Not Employed, and so on. 

Multiple choice (multiple answers) – This question type allows the respondent to choose as many answers as 
they want from the options you specify i.e. Please select the newspapers you have read this week from this 
list…which of the following have you done in the last 3 months? Cinema / Theatre / Music Concert etc 

Rating scale – Allows respondents to rate items based on a rating that you specify i.e. How satisfied are you 
with our customer service?  I.e. extremely satisfied, satisfied, neutral, dissatisfied, extremely dissatisfied. 

Ranking – This type of question allows the respondent to rank something in order i.e. Please the rank the 
following in order of importance (1

st
, 2

nd
, 3

rd
).  

Attitude Statements / Attitude bank – In this question type a series of statements are presented for 
respondents to agree of disagree with, in line with their own views. This approach can be very useful to help 
respondents articulate their opinions, and demonstrate their strength of feeling. A mix of positively worded 
and negatively worded statements should always be used to ensure that respondents don’t become 
conditioned simply to ‘agree’.  

Open-ended response – No answer options are included and respondents must type / write in their response 
i.e. How could we improve our service?...how would you describe the experience?...what was the one thing 
you would change? And so on. The open-ended response can be used to stimulate free-thought and probe for 
more information. Answers to this type of question are likely to be varied so you must think ahead about how 
you will categorise them and summarize them. However many respondents will simply write ‘don’t know’ so it 
can be better to provide a list of potential responses and request that they indicate the ones they would like to 
see introduced.  
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Demographic Questions – An integral part of any survey used to identify characteristics of your sample 
population (i.e. gender, age, geographical location, income, employment status, education, household 
composition etc.). This type of question is especially important for analysis and segmenting the results. 

This sheet is part of series, for more information please see: 
 
Toolkit #1: Introduction to Market Research 
Toolkit #2: Qualitative of Quantitative? 
Toolkit #3: Online & Web-based Surveys 
Toolkit #4: Online Focus Groups & interviews 
Toolkit #5: Survey Design – Top Tips 
Toolkit #7: Qualitative Research: Practical Advice 
 

 

This toolkit was prepared by Wild Heather Digital Research. WHDR uses the latest technology to deliver primary 

research insights to organisations. We offer online quantitative and online qualitative research services, including the 

development and use of panels, and broad based consultation programmes in addition to online group discussions, 

depth interviews and online surveys.

 


