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ABCs of QUESTIONNAIRE DESIGN 

In every research project whether qualitative (e.g. focus groups) or 
quantitative (e.g. surveys), it must be decided which questions to ask. Witan 
calls the types of questions “the ABCs:” 
 
  A – Aptitude    e.g. Awareness, Attitude, Understanding, Perception 
  B – Behavior e.g. Past and Probable action 
  C – Category e.g. Demographic, Psychographic groupings  
 

 
 
“Behavior” questions are at the heart of a study. They come in two forms, 
past and probable:  
 

Past behavior is the best predictor, but not because it always is. In fact, 
you can count on a few people not behaving as they had.   
 
Probable behavior notoriously gives similar answers to past behavior 
and so, many surveys don’t include both. Both are important because 
the few who say past and probable will be different, have valuable 
insight to share about “why.” 

 
“Aptitude” describes a collection of factors including awareness, 
understanding, attitude and perception.  These help us discover the “why” of 
behavior. The goal is to find which answers correlate with both desired 
behavior and discretely targetable categories of people.  
 

Obviously, people need to be aware of a product or service in order to 
decide to buy it. But someone who is aware must also perceive their 
choice to be of more value than alternatives.  
 
Of course, aptitude is rarely full or completely accurate.  It is key 
therefore to find out both a) what is important, and b) how they perceive 
the target product or service on those factors...compared to the 
competition. 

 
“Category” questions are they key to identifying groups of people that 
share an interest in your product or service (in terms of Aptitude and 
Behavior). Marketing to groups is more efficient than to individuals. 
 

WITAN WISDOM 

Include All Three Types 

To ensure the most robust subsequent analysis, 
researchers should include at least one of each 
of the three types of questions. 

In its simplest form, a survey can be a single 
question.  
 

For example, the Behavior question; “Which 
candidate will you vote for?”  

 
As researchers, we seek patterns that will 
enhance our understanding of the result. In 
particular, correlations between behavior, and 
who people are and what they believe.   
 

By adding just one question from each of 
the other two types; “How old are you?”  and 
“Do you feel you are better off today?,” the 
likelihood of our prediction improves. 

 
Insights are most powerful where answers to 

these three types of questions intersect. 
 

FREQUENTLY ASKED QUESTIONS 

Q.: Why ask the category questions every 
time? For instance, we already know how old 
our customers are! 

A: Only by asking each respondent the 
category question can we sort the 
respondents to this survey by their answers, 
and see how category answers correlate to 
the behavior or aptitude studied. 

 

Q.: Which type of question is most valuable? 

A: It depends on the project. Start with the 
fundamental question and let hypotheses 
about (and value of) the answer guide choice 
of other questions. 

 

 


