
Likert scales

Strongly disagree 1   2   3   4   5   6   7 Strongly agree

Strongly disagree                   Strongly agree

Strongly disagree   Somewhat disagree   Undecided   Somewhat agree   Strongly agree

Strongly agree   Agree   Undecided   Disagree   Strongly disagree

Strongly agree   Agree   Neither   Disagree   Strongly disagree

Strongly agree   Tend to agree   Neither   Tend to disagree   Strongly disagree

Simple satisfaction rating scales in common use

How satisfied are you with __________?

1 Very dissatisfied

2 Somewhat dissatisfied

3 Neither satisfied nor dissatisfied

4 Somewhat satisfied

5 Very satisfied

Recommendation to a friend

How likely would you be to recommend ________ to a friend?

1 Very likely

2 Somewhat likely

3 Neither likely nor unlikely

4 Somewhat unlikely

5 Very unlikely

Common classification questions
These questions have been derived from commercial and government studies. Therefore 
they allow results to be compared with widely published population data. It is unlikely that 
you would use all the questions in a single project, and they would normally appear at the 
end of a questionnaire. Question numbers help to identify items of interest. For details of UK 
government question harmonization, see http://surveynet.ac.uk/sqb/harmonisation/ons.asp

Q1 Sex Male  Female 

Q2a Respondent working status (tick appropriate box below)

Q2b Chief income earner (CIE), working status (tick appropriate box below)

 Q2a Q2b
Working full-time (30 hours or more per week)  

Working part-time (8–29 hours per week)  

M
arket Researcher’s Toolbox

479

Bradley55090.indb   479Bradley55090.indb   479 2/15/2013   8:30:09 PM2/15/2013   8:30:09 PM

Bradley: Marketing Research, 3rd edition, Oxford University Press.



Working part-time (less than 8 hours per week)  

Full-time student  

Retired from full-time job  

Other/not working  

Q3 Exact age last birthday: _______________years
(Record age and code below. If respondent refuses exact age ask: ‘Which age group applies 
to you?’)
15–17 

18–24 

25–29  

30–34 

35–39 

40–44 

45–49 

50–54 

55–59 

60–64 

65+ 

Q4a Occupation details of CIE
Occupation ______________________________________________
Industry __________________________________________________
Qualifi cations/apprenticeships ____________________________
Number of people responsible for ________________________
Number in establishment _________________________________

Q4b Occupation details of respondent
Occupation ______________________________________________
Industry __________________________________________________
Qualifi cations/apprenticeships ____________________________
Number of people responsible for ________________________
Number in establishment _________________________________

Q5a Household social grade*
A  B  C1 

C2  D  E 

Q5b Individual social grade*
A  B  C1 

C2  D  E 

*Q4 allows researcher to determine the grade; see also MRS Dictionary

Q6 Marital status
Single  

Married/civil partner/living as married 

Widowed 

Divorced 

Separated 
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Q7 Are you responsible, or mainly responsible, for the household shopping?
Yes 

No 

Q8a What is the total number of people in your household, including yourself and any 
children?

1 2 3 4 5 6 7 8 9 + 

Q8b How many people aged 15+ are there in your household (including yourself)?

1 2 3 4 5 6 7 8 9 + 

Q9 At what age did you finish your full-time education? (i.e. terminal education age (TEA))
15 or under  

16  

17–18  

19+  

Still at school/full-time student  

Q10 How many children are there in your household aged:
0–4 ____________
5–9 ____________
10–14 __________

Q11 Which, if any, of these items are there in your household?
Television set(s) 

Satellite TV (requiring a satellite dish) 

Cable TV 

Telephone 

Video recorder 

Mobile phone 

Personal computer* 

Video games console (NOT home computer) 

None 

*PC, PCTV, desktop, laptop, or other type of home computer

Q12 Which of these applies to your home? (i.e. tenure)
It is being bought on a mortgage 

It is owned outright 

It is rented from the local authority 

It is rented from a private landlord 

It belongs to a housing association 

Other 

Q13 Income showcard
Which of these ranges comes closest to the total annual income of the whole of 
your household, before anything is deducted for tax, National Insurance, pension 
schemes, etc.?
Please indicate which letter applies to you.
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(The card shows the letters A to L with ranges of income; the respondent simply answers with 
a letter so that no one can hear an amount. Often the letters are mixed up so that L is not 
the highest.)

Q14 Does your household have the use of a car for private motoring?
Yes 

No 

If ‘yes’: How many?

Q15 What is your ethnic group?
A. White

English/Welsh/Scottish 

Northern Irish/British 

Irish 

Gypsy or Irish Traveller 

Other 

B. Mixed
White and Black Caribbean 

White and Black African 

White and Asian 

Other 

C. Asian or Asian British
Indian 

Pakistani  

Bangladeshi 

Chinese  

Other 

D. Black or Black British
Caribbean 

African 

Other 

E. Other ethnic group
Arab 

Other 

Q16 What is your religion?
None 

Christian* 

Buddhist 

Hindu 

Muslim 

Sikh 

Other 

*(includes Church of England, Catholic, Protestant, and all other Christian denominations)

Q17 Respondent details
First name _____________________________ Surname _____________________________________
Informant telephone numbers (home, work, mobile) ___________________________________

M
ar

ke
t R

es
ea

rc
he

r’s
 T

oo
lb

ox

482

Bradley55090.indb   482Bradley55090.indb   482 2/15/2013   8:30:09 PM2/15/2013   8:30:09 PM

Bradley: Marketing Research, 3rd edition, Oxford University Press.



Informant address _____________________________________________________________________
Street _________________________________________________________________________________
Town _________________________________________________________________________________
Postcode _____________________________________________________________________________

Q18 Thank you very much for taking part in this survey.
Would you be willing to take part in similar surveys in the future?
Yes 

No 

Interviewer declaration: I declare that the informant was unknown to me until the 
interview took place; and that this questionnaire has been conducted according to the 
manual and the MRS code of conduct, and has been checked.
Signed ________________________________________________________________________________
Date __________________________________________________________________________________
Length of interview in minutes _________________________________________________________

Checklist for sampling
Purpose

 Yes No

Is the sample representative?  

Will the required precision be achieved?  

Population

 Yes No

Has the population size been established?  

Is the population articulate?  

Is a suitable sampling frame available?  

Is the sampling frame easy to use?  

Is the sampling frame complete?  

Have duplicates already been removed?  

Is screening efficient?  

Will exclusion screeners affect sampling?  

Is sample size correct?  

Procedure

 Yes No

Is field piloting planned?  

Will sampling happen in the field?  

Are there good instructions for fieldworkers?  

Is the fieldworker workload reasonable?  

Are quota controls efficient?  

Will sampling happen in the office?  
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