
 

 

 

 



 

 



 

 



 

 



 

English: 

Questionnaire and Schedule Methods 

Questionnaire and schedule methods are the popular and common methods for collecting primary data 
in business research. Both the methods comprise a list of questions arranged in a sequence pertaining 
to the investigation. Let us study these methods in detail one after another. 

Questionnaire Method 

Under this method, questionnaires are sent personally or by post to various informants with a request 
to answer the questions and return the questionnaire. If the questionnaire is posted to informants, it is 
called a Mail Questionnaire. Sometimes questionnaires may also sent through E-mail depending upon 
the nature of study and availability of time and resources. After receiving the questionnaires the 
informants read the questions and record their responses in the space meant for the purpose on the 
questionnaire. It is desirable to send the quetionnaire with self-addressed envelopes for quick and high 
rate of response. 

Merits  

1) You can use this method in cases where informants are spread over a vast geographical area.  

2) Respondents can take their own time to answer the questions. So the researcher can obtain original 
data by this method.  

3) This is a cheap method because its mailing cost is less than the cost of personal visits. 

 4) This method is free from bias of the investigator as the information is given by the respondents 
themselves.  



5) Large samples can be covered and thus the results can be more reliable and dependable. 

Limitations  

1) Respondents may not return filled in questionnaires, or they can delay in replying to the 
questionnaires. 

2) This method is useful only when the respondents are educated and co-operative.  
3) Once the questionnaire has been despatched, the investigator cannot modify the questionnaire.  
4) It cannot be ensured whether the respondents are truly representative. 

Schedule Method 

As discussed above, a Schedule is also a list of questions, which is used to collect the data from the 
field. This is generally filled in by the researcher or the enumerators. If the scope of the study is wide, 
then the researcher appoints people who are called enumerators for the purpose of collecting the data. 
The enumerators go to the informants, ask them the questions from the schedule in the order they are 
listed and record the responses in the space meant for the answers in the schedule itself. For example, 
the population census all over the world is conducted through this method. The difference between 
questionnaire and schedule is that the former is filled in by the informants, the latter is filled in by the 
researcher or enumerator. 

Merits  

1) It is a useful method in case the informants are illiterates.  

2) The researcher can overcome the problem of non-response as the enumerators go personally to 
obtain the information.  

3) It is very useful in extensive studies and can obtain more reliable data. 

Limitations  

1) It is a very expensive and time-consuming method as enumerators are paid persons and also have to 
be trained.  

2) Since the enumerator is present, the respondents may not respond to some personal questions.  

3) Reliability depends upon the sincerity and commitment in data collection. The success of data 
collection through the questionnaire method or schedule method depends on how the questionnaire 
has been designed. 

Designing the Questionnaire  

The success of collecting data either through the questionnaire method or through  the schedule 
method depends largely on the proper design of the questionnaire. This is a specialised job and a 
requires high degree of skill, experience, thorough knowledge of the research topic, ability to frame 
questions and a great deal of patience. There are no hard and fast rules in designing the questionnaire. 
However, the following general guidelines may be helpful in this connection. 

1. The number of questions should be minimised as far as possible because informants may not 
like to spend much time to answer a lengthy questionnaires.  

2. The questions should be precise, clear and unambiguous. Lengthy questions tend to confuse 
the informant. 

3. Choose the appropriate type of questions. Generally there are five kinds of questions used in 
questionnaires. They are as follows :  



i) Simple choice questions which offer the respondents a choice between two answers, 
such as, ‘Yes’ or ‘No’, ‘Right’ or ‘Wrong’. ‘Do you own a computer?’ Can easily be 
answered with ‘Yes’ or ‘No’.  

ii)  Multiple choice questions are often used as a follow-up to simple choice questions. 
This type of questions provide a choice between a number of factors that might 
influence informant preferences. For example, where do you sell your agricultural 
products? a) In village market, b) In a regulated market, c) To commission agent, d) 
Any other 

iii) Open-ended questions allow the informants to give any related answer in their own 
words. For example, what should be done to enhance the practical utility of 
commerce programmes?  

iv) Specific questions which require specific information. For example, “From where did 
you take the loan for your business.” 

v) Scaled questions are used to record how strongly the opinions are expressed. For 
example, How do you rate the facilities provided by the market committee? a) Very 
good, b) Good, c) Normal, d) Bad, or e) Very bad. 

4. The questions should be arranged in a logical sequence to avoid embarrassment. For example, 
asking a question how many children do you have? Then the next question : Are you married? 

5. Questions which require calculations should be avoided. For example, question regarding 
yearly income of the respondents who are getting daily wage or piece wages, should not be 
asked. 

Pilot testing or Pre-testing the Questionnaire  

Before finalising the questionnaire, it is desirable to carry out a preliminary experiment on a 
sample basis. The investigator should examine each question to ensure that the question is not 
confusing, leading to biased responses etc. The real test of a questionnaire is how it performs 
under actual conditions of data collection. This test can be carried out among small groups of 
subjects in order to provide an estimate of the time needed for responding to the survey. The 
questionnaire pre-test serves the same role in questionnaire design as testing a new product in the 
market. As test marketing provides the real test of customer reactions to the product and the 
accompanying marketing programmes, in the same way, the pre-test provides the real test of the 
questionnaire. Therefore this work must be done with utmost care and caution to yield good 
results. 

Example of computer or mail interview: 

 




