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Survey modes

Online research versus face-to-face spend as a % of total spend

Somalia 45.0%
Peru 51% (+6)

Sri Lanka 55.0% (-1)
Kenya 56.0% (+6)
Turkey 58.0% (-10)

FACE-TO-FACE

United Kingdom %

Finland 30.0%
Sweden E
Germany E
Singapore E
Netherlands %
e 390%

New Zealand 44.0% (+10)
Australia é
SO 500%(+4)

ONLINE

Source: ESOMAR 2017



Spend by method

Other 2% (+1)

Reporting
19% (-4)

Other 1%
Traditional Ethnography 1%

F2F Group discussions [ Focus groups 2%

In-depth F2F interviews 2%

Online research communities 3%

Online/ Mobile Qual 6%

Online traffic /
Web analytics 10%

Other 2%
ence measurement 1% . .
Automated digital [ electronicl 9%

|‘|“|‘ ||’ :;’q_b Telephone CATI 4%
ESOMAR Global Market Research 2022

F2F 2%



Mixed-mode designs

* Why? Inclusion probability of peron i:
e Balance for under-coverage, e.g. dual-frame designs F mt 1 C mC
* Increase overall response rates 7 ~ ki mF .z- +k; M€

Overview 1. Parameters required for the dual frame model I
Landline Mobile
MF Size of the landline sampling frame MF€ ?rlglranem the mobile phone sampling
m” Size of the landline sample m® Size of the mobile phone sample
. Number of landline phone numbers at | , ¢ Number of mobile phone numbers at
k. . . k. . .
: which person jcan be reached : which person 7 can be reached
Number of persons in the household of
z person /i who belong to the target

population

e Save costs — how?

https://www.gesis.org/fileadmin/upload/SDMwiki/Hader Sampling in Pra5ctice.pdf



https://www.gesis.org/fileadmin/upload/SDMwiki/Häder_Sampling_in_Practice.pdf

Mixed-mode designs

e Why?
* Balance for under-coverage, e.g. dual-frame designs
* Increase overall response rates
e Save costs — how?

* How? 2 major differences (simplified):
e Concurrent Design (Truly multiple mode): Let respondent choose preferred mode
e Sequential Design (One main mode):
» approach nonrespondents in first mode (e.g. Web) with second mode (e.g. CATI)
or a combination of modes (CATI and CAPI)



Combining modes

* Mixing modes has advantages, but
* Answers can differ by mode

* Can we combine data collected through different modes in one
study?

* Can data that are collected through different modes be compared
over studies or countries?

* How should questionnaires be desighed?



((

‘houghtless” Mixing increases
Measurement Errors

* Different modes have a tradition of different formats
* Question format has an effect on response distribution
* Consequence: Designers may routinely enhance unwanted mode
effects in a mixed-mode survey

* E.g. unfolding in one mode, full presentation of all response options in
other mode

e What to do?



Design for the Mix

* Two Situations:

* One main method that accommodates the survey situation best
* Main method is used to maximum potential
* Other methods auxiliary
Examples: Nonresponse follow-up, Non-covered groups
* Truly multiple mode design

* Modes equally important

Examples: International surveys, Longitudinal studies, Respondent is
offered a choice



Seine Meinung sagen
im Bekanntenkreis beteiligen

Example UNI Mode Design

Sich in Versammiungen an

Ma”, Telephone and Face-to-face interview o P n
* Response options the same across modes -
* Same descriptive labels for response categories o
* Reduced number of response categories R
* Maximum 7 pushing the limit for CATI
e But used show cards in face-to-face
Links Rechts

* Equivalent with visual presentation mail

e Used simple open questions

* Interviewer instructions and instructions in mail questionnaire
equivalent



Example: Security Monitor

(roughly)
Web

l

Mailed reminders

T

CAPI CATI
(No telephone or < (Registered
non-contact) Telephone)

* Would you call the main mode or multiple mode design?

Sequence!
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Mixed-device surveys
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Online surveys are mixed-device surveys

* More and more people access online surveys via tablet or
mobile phone
* Does this result in measurement effects?
* How to design mixed-device surveys?
* Optimally designing surveys, no bias at all?



Smartphone & tablet survey completion
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https://link.springer.com/chapter/10.1007/978-3-658-37985-8_71

Smartphone as a research tool

* Web surveys are completed on different devices
* Desktop PC
* Tablet
* Mobile phone

* Mobile phones are different than regular desktop PCs
* Screen size
* Touchscreen



Potential of mobile data collection

* “Anytime, anywhere” data collection can yield more immediate and
reliable data

* Demographics who may be harder to recruit to traditional panels are
more receptive to mobile

* the young, single, ethnic minorities

* Many more options for recruitment and survey invitation
delivery/reminders are available

* Potentially higher engagementon the mobile device because of 24/7
Interaction



Respondents are not willing to do long

surveys on mobiles
TIME WILLING TO SPEND ON SURVEYS

of US Smartphone users would not be willing to spend more
than completing surveys

MAXIMUM TIME DOING

COMPUTER  TABLET  SMARTPHONE

SURVEYS:
5 minutes or less 2% 9% 27%
10 minutes or less 9% 24% 45%
15 minutes or less 19% 42% 65%
20 minutes or less 34% 65% 73%
25 minutes or less 42% 71% 7%
30 minutes or less 65% 81% 85%

US data from 1185 completes November, 2012



Design choices and potential errors

Participation Design Potential
decision decision error

Coverage
Error

—

Nonresponse
Error

Nonresponse
Discourage but allow & Error
Not optimize ' Measurement
——

Error

Optimize Design choices N Nonresponse
Allow — Sior

Measurement

Error

(Peterson et al. 2017)
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Mobile Web Sampling Opportunities

* Smartphone = phone + Internet-enabled device

—>0Overcome the lack of frame by using RDD (coverage & nonresponse remain
problematic, legal constraints)

(Couper et al. 2017)

» Studying hard-to-reach groups
—>Example: Sugie (2016) provided men recently released from prison with
smartphones and followed them for 3 months
- GPS location + encrypted call logs
- augmenting short (EMS) smartphone surveys
- role of social contacts and geographic context for job search behavior



Mobile Web Noncoverage Reduction
Opportunities

1. General
population

* People forgo the use of computers

. . . 2. Computer
using mobile devices Internet users
e ,Device-divide”: mobile Internet
users are younger, better educated, 3. Mobile

MEOGEATHES

more likely Black or Hispanic, have
higher income

* Mobile mostly Internet users: .
younger, more likely to be Black 4-r2"02f|'y'e'
than computer-mostly (Antoun 2015) Internet users

(Antoun 2015: 102)
Figure not drawn to scale 20



Nonresponse in mobile web surveys

* Risk of errors: screen size, input mode, locations & distractions

* Higher unit nonresponse
(Buskirk & Andrus 2014; de Bruijne & Wijnant 2013, Mavletova & Couper 2013)

¢ Higher item nonresponse (Struminskaya et al. 2015; Lugtig & Toepoel 2016)

* Higher item nonresponse (INR) in open-ended questions in early
studies (peytchev & Hill 2010)

 Newer studies: no difference in INR, but shorter answers (Mavietova 2013,
Peterson 2012, Wells et al. 2014, Struminskaya et al. 2015)



Response rates for PCs and mobile web

Response rate (%)

PC web Mobile web
De Bruijne and Wijnant (2013)? 61 47
Mavletova (2013) 82 40
Mavletova and Couper (2013) 74 31
Wells et al. (2013a)? 61 58
Buskirk and Andrus (2014) 64 23
Antoun (2015b)? 85 74

All mobile questionnaires were optimized for small screens.

a) Probability panels; others are opt-in panels.

Source: Couper, Antoun, Mavletova 2017



Break-off in mobile web surveys

* Meta-analysis by Mavletova & Couper (2015)

* Average break-off rate in mobile web surveys: 6.6% [5.3; 8.2]

 Significantly lower break-off: Mobile optimization, email invitation vs. SMS, short
duration, using prerectuitment, large nuber of reminders, less complex design,
opportunity to choose mode (PC vs. mobile)

* Increased break-off: grids, drop-down boxes, images, slider bars, progress
indicators (OR one element=1.3; all = 1.91, p<.001)

e See also Wenz 2021 about the influence of the screen size

(Mavletova & Couper 2015)


https://doi.org/10.1007/978-3-658-34396-5_4

Where do people break off?

Dutch Labour Force Survey

EBB15B

Device

— I 1Smartphone N=939
L B — 1 Tablet N=3479

Computer M=17024

100+

207
L 85%
60 '- 79%

G0 !

59%

a0

Percentage

40+

20

10

0 200 400 600 Jeldrik Bakker, Statistics Netherlands
Block Number



Measurement Error in Mobile Web Surveys

* Disclosure of sensitive information
* No differences between PC & mobile web (Antoun 2015a)

* Similar to PC but mobile web respondents report less alcohol consumption
(Mavletova & Couper 2013)

* Measurement error

» Coverage and nonresponse are larger problems; but certain formats (e.g.,
slider) more prone to errors (Antoun 2015a)

* When comparing distribution means, only 4 out of 26 items show significant

differences
(de Bruijne & Wijnant 2013)



Measurement Error in Mobile Web Surveys

* Response quality = mixed results

* Answers to open-ended questions:
— longer in mobile vs. PC (Antoun 2015a*) vs.

— shorter in mobile web (Mavletova 2013*; Peterson 2012; Wells et al. 2014*, Struminskaya et al.
2015)

Primacy effects:

— some evidence (Lugtig & Toepoel 2016; Wells et al. 2014%*) vs.

— no evidence (Buskirk & Andrus 2014*; Mavletova & Couper 2013*; Toepoel & Lugtig 2014%;
Wells et al. 2014*)

Nondifferentiation:
— greater likelihood (McClain et al. 2012; Struminskaya et al. 2015)
— vs. no evidence (Antoun 2015a%)

Check-all-that-apply questions: fewer options selected in mobile (Lugtig & Toepoel
2016)

Failing the attention check in non-optimized questionnaires (Toninelli & Revilla 2019*)

* optimized for mobile devices



Respondent effects or device effects?

* Experimental studies randomly assigning to devices face the issue of
noncomplia NCe (e.g., de Bruijne & Wijnant, 2013; Mavletova, 2013; Wells et al. 2014)

 Lugtig & Toepoel (2016): measurement errors do not increase when
respondents switch from one device to the other = reporting with
measurement error is respondent-related

e Struminskaya et al. (2015): control for respondents’ characteristics in
multilevel models — only item nonresponse is not predicted by tablet or
smartphone completion

* Method to separate: cross-over experiment (e.g., Antoun et al. 2017)



https://doi.org/10.1093/poq/nfw088

Design for mobile

* Questionnaires should be mobile friendly

* Adaptive survey design to

* Small screen
* Touchscreen as method of navigation

e Questionnaires should be short

* Most questionnaires are too complex or too long for mobile
completion



Design for mixed-device

« Respondents can access surveys with a variety of
devices: optimal experience for any screen size.

 There are several ways to structure surveys:
« Device agnostic
« same survey on all devices.

» Device adaptive
« longer survey on large screens, shorter survey on smaller screens.

» Mobile-specific
« for those studies that require in-the-moment responses.

29



Trade offs in using multiple devices

* Device agnostic
* One survey
* Potentially less data collected

* Device adaptive
* More complex script and data analysis
* More data from large screened devices



Mixed-device survey

e Shorter surveys
* 10 minutes or less

* Split surveys —data stitching
* break the survey into parts (chunking), fielding each portion
separately, combining parts into one holistic data analysis (stitching).
Smaller chunks can be device agnostic or mobile only

* Updated look and feel

* use device detection to display appropriately for screen size.
* Device awareness —based on physical device size —7 categories of device

* Mobile awareness —page and question layout adapt based on device used

e Touch-friendly
e Automatically renders in both Portrait and Landscape orientations



Modularization

Study?® | Type®fZampleRBurveyPR Randomizationf MobileZompleteds.
lengthl@ mobile@nodular?
Johnson[ nonprobability@®nlinel online@omplete,l lower@traightlining,betterl
et@[.20158 panel,25Enin.,Enodulesk online@nodular,? followErid@uestionl
10EmMin.Gl mobile@modular,? instructions,@ewerZipodel
mobile@ompletel mismatchesl
Kelly@tEl.2  nonprobability@®nlinel n/al 894 utDHP00EMobilel
2013m panel@n@heUS,R26min,E respondents@ompleteddnk
online,@nobile@veb,Eppll oneBettingl
Toepoel® [ LISS@Panel@espondentsk | regular,BEnodules,ZLIOZ  higher®RR,FewerDK,zol
Lugtig whownZEnmobilel modulesf+email/SMSEl  diff.ANR,zho@iff.@xtremel
20160 phone@vithA@nternetl notifications)? responding,@valuationdessl
connection@ difficult,@noreXlearl
WestRtll = long-standingBanel@n = CATI,Rext@nessagingl higher@ANRE
al.220150 Nepal,FL5-item[ interviews@ompletel evaluation@sBig.Rasierl

guestionnaire,BEnin.2l | vs.Bbne@juestionERayk no@NR@Diask



Modularization

Study?® | Type®fZampleRBurveyPR Randomizationf MobileZompleteds.
lengthl@ mobile@odular?
Johnsonf nonprobability@®nlinel online@omplete,l lower®traightlining,betterl
et@I.E2015F nanel 5Min Modnleshk onlineMnodular followZrid@juestionl
instructions,Hewerzipodel
_ _ mismatchesl
Kelymtml,  ~ Higher data quality 894D utDBO0ENobiled
2013 respondents@ompleteddnk
onelBettingl
Toepoel® 02 higher@®RR,FewerDK,E ol
Lugtighl wholwnlizaEmobilel modules{+email/SMSE  diff.ANR,Eolzliff.Extremel
20160 phone@vithAnternetl notifications)® responding,
connectionl
WestRtll = long-standingBanel@n = CATI,Rext@nessagingl higherdANRE
al.220150 Nepal,FL5-item[ interviews@ompletel

guestionnaire,BEnin.2l | vs.Bbne@juestionERayk noNR@Diasl
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Mobile design guideliness

e Short, short, short

e Simple design with as few visual distractions as possible
* Flat tile design
 Remove images and progress bars

* No grids

* Pictograms as answer options or visual relief
* No horizontal scrolling

* No Adobe Flash

* These rules should enable a quick orientation and easy navigation in
an online survey irrespective of the device used

* See Arn et al., MDA, 2015 special issue on mixed-device surveys
* |psos MORI Mobile First Best Practice Guide (2020)



No long introduction text

Add pictograms for visual relief

So...

« do not use unnecessary images
* replace text by informative images

KEEP IT CLEAN AND EASY!

eeee0 T-Mobile NL & 16:37 v % 87% )
a Effectory B.V. C

Met uw input krijgen wij waardevolle
informatie over onderwerpen binnen de
(semi-)publieke sector. Succes met het
invullen van de vragen.

68 vragen
ca. 10 minuten

Slaat tussentijds

automatisch op

Vertrouwelijkheid
gegarandeerd @

Aan de slag! »

R AR !

35



Grids:
don’t use or design carefully

* Don’t have the answer options go off the screen

Select one response for each statement

* Ask the items in the grid one at a time

» Keep the response options stable

* Some use drag & drop (might take longer)
* Accordion format (collapsable chunks)

e Carousel format (items pass by)

Image:ipsos 2020



https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-01/mobile_first_final_v4_web.pdf

Carousel format for a grid (on a PC/laptop

(see Klausch et al.)

Fagina 2 van 11

Dewvolgende vragen gaan over anderwerpen die betrekking hebhen op immigratie en immigranten. immigratie (s et Zich vestigen in een ander
fand, tijdelijik of permanent. Een immigrant is dus geen bezoeker of reiziger, maar iemand die van corsprong Wit een ander land kot en nu in
Medenand woont.

1. In hoeverre bent u het eens met de volgende uitspraken? Het gaat om uw eigen mening, om wat u vindt.

De toegang tot ons land wordt nu beperkt met een aantal maatregelen. In de toekomst moeten we strengere maatregelen nemen wat betreft
toegang tot ons land.

helemaal heetie mee heetie mee helemaal
Mee BENS ! neutraal ! TE& CNEENS
Mee eens EENS Oneens MEE CNEENS

o o i o T o O

« [1][2][3][4][s] =

< 'H’urige. VDIEende .
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Visual relief: (vertical) accordion vs. traditional
orid

m‘\ 9 hitps: /i i £~ @ dentifid by Geo.. O || ¢ B < AR

x @®Convert v EhSelect

35 @ Methods and Statisticsin ... £ OSIRIS - Inloggen (2) £ OSIRIS - Inloggen £ Suggested Sites (2) v ) Universiteit Utrecht (2) @) Universiteit Utrecht 3) @) Universiteit Utrecht @) Utrecht University Login @) Utrecht University Logout & Web Slice Gallery v

i)

Mijn werkplezier Nederlands 0800 3333286

-

£~ @ Hentiied by Geo.. O] 9 derzoek

e o

De antwoorden worden niet opgeslagen.

) £ OSIRIS - Inloggen &) Suggested Sites (2) v @) Universiteit Utrecht (2) @) Universiteit Utrecht (3) @) Universiteit Utrecht @) Utrecht University Login @) Utrecht University Logout & Web Slice Gallery v
kersonderzoek Opslaan, nog niet verzenden s
Mijn organisatie, alles bijeengenomen
werkplezier
Zeer - Zeer
ontevreden O o tevreden s e " " | " £
Hier worden u aspecten voorgelegd r u werkt. U kunt voor elk aspect aangeven in hoeverre u er tevreden of
ontevreden over bent
Tevreden
1an, alles bijeengenomen I Ontevreden
Weet niet/ Geen ervaring
ganisatie, alles bijeengenomen Tevreden
>ud van het werk I Ontevreden
_ienwerking met collega's Niet tevreden/

niet ontevreden

Tnbox - V.Toepoel... E Microsoft Excel - ... m Document! - Mic... O LMD
De mate van zelfstandigheid Weet niet/
Geen ervaring
De hoeveelheid werk I Zeer tevreden
De resultaatgerichtheid van mijn organisatie Tevreden Ontevreden
De wijze waarop mijn leidinggevende leiding Zeer tevreden Tevreden Oont

geeft

Documentl




Radio buttons

Drop-down

For mobile: do not use dropdown menu as it
varies by browser

All Devices/
Browsers

Today, people have many ways to interact with
their insurance providers. What is your most
preferred method of contact for getting a quote

or renewing your policy?

Please select one

In person with an agent

On the phone with an agent

E-mail with an agent

On the phone with Customer Service

Insurance company website

0000 00

Mobile phone application

Continue »

Privacy Policy - Help

IPhone

Safari Browser

wll AT&T 4G ¢ 3:27 PM CH]

What is your most preferred meth

contact for getting a quote or rene
lyour policy?

[ Select one... n

Android

Default Browser

Lo 6 v2.decipherin

Today, people have many ways to interact with
their insurance providers. What is your most
preferred method of contact for getting a quote
or renewing your policy?

[Select one... v

J Select one...

In person with an agent

Continue »

Privacy Policy - Help

Select one...
In person with an agent
On the phone with an agent

E-mail with an agent

Chrome/Firefox

Select one...

In person with an agent

On the phone with an
agent

E-mail with an agent

On the phone with
Customer Service
Insurance company
website

Mobile phone application



Visual Analogue Scale vs. Slider Bar

Better evaluated on mobile (see Toepoel and Funke 2018)
VAS works better on mobile than slider bars (Funke 2016)

* Visual analogue scale
* Point and click

VS.

e Slider bar

* Drag and drop
* |nitial position handle
might influence results

Demo:

http://vasgenerator.net/Funke 2015 slider vs vas/

eee00 T-Mobile NL &  16:39 1 % 86% mE) eeee0 T-Mobile NL & 16:39 7 % 86% W
a Effectory B.V. ¢ a Effectory BV. &
Mijn toekomst 59/68 — Mijn toekomst 59/68 —

Gl W)

Hoe waarschijnlijk is het dat u Hoe waarschijnlijk is het dat u
uw organisatie als werkgever uw organisatie als werkgever
aanraadt bij anderen? aanraadt bij anderen?

vaarschijnlijk
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https://journals.sagepub.com/doi/10.1177/0894439315575477
http://vasgenerator.net/Funke_2015_slider_vs_vas/

Initial position of the handle influences results

Old -

Pleasant -

Intolerant —

Sweet —

Fast —

Happy

Close —

Inefficient -

Representation of the city by experimental condition

~ Young

— Unpleasant
- Tolerant

— Sour

- Slow

- Sad

— Open

N=4124
T |
|
|
o T |
|

+~|1--|
|
] e |
|
|
‘e
|
bt :
|
B B |
|

: e
rMF T 1T 1™ 1T 1T T 1T 1 1T 17 "7 71T 1T 1 1T 1T 1 ]
0 9 8 7 6 5 4 3 2 1 0 1 2 3 4 5 6 7 10

A Left slider .
p—i C.I.

Right slider

- C.I.

~ Efficient

Source: Maineri et al. 2021
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https://journals.sagepub.com/doi/epub/10.1177/0894439319879132

eeee0 KPN NL 3G 20:49 7 68% Il )

surveys.globaltestmarket.com ¢

Bars in mobile web surveys

¢ W|th p0| Nnt an d CI |Ck Wilt u aangeven in hoeverre u het eens of
oneens bent met de volgende stelling waarbij
een 1 staat voor ‘helemaal mee oneens’, een
¢ Ta ke |eSS S pa Ce O n a SC ree n 4 staat voor ‘niet mee oneens, maar ook
niet mee eens’ een 7 staat voor ‘helemaal
* More categories possible mee eens’
. . . Denk aan de laatste keer dat u op vakantie
* EVG ry plxel IS a response Optlon bent geweest. Als u nooit op vakantie bent

geweest, neem dan uw laatste dagje uit in
gedachten. Vul de vragen in met deze vakantie
of dit uitstapje in uw hoofd.

* Require touch precision
De ervaring heeft me meer kennis gebracht
Sleep de bol om de vraag te beantwoorden
g

- Recommendations vary: . ;
BUSkirk et al. (2015) recommend () Niet van toepassing

radio buttons over sliders in mixed- ,
device surveys < LRI ;



https://mda.gesis.org/index.php/mda/article/view/2015.013

For mobile: use tiles

* Entire cell is clickable
* Not only the button on the left

Equipment

> All Equipment
> All Sweepers

w b



Literature on optimally designing mixed-
device survey

* Considerable amount uses mobile (up to 25% depending on country)
* Little/No effect on non-response

* Little/No effect on response quality

* Similar evaluation

* GPS can give additional insights
e Only about 40% allow you to use their GPS coordinates (Struminskaya et al. 2020)

* No reason to believe that mixed-device is a problem WHEN DESIGNED
OPTIMALLY

* Able to attract hard-to-reach group such as young people (Toepoel and Lugtig
2015)



How to implement mixed-device surveys

* Online-first vs. mobile-first (cf. GIP, GESIS Panel)

* A multitude of decisions, for example:
 Split the grids into item-by-item
* Change orientation of horizontal scales
* Change the layout of paper questionnaires
* Etc.



GESIS Panel Layout — Online First

Desktop PC Smartphone Paper questionnaire

Source: Schwerdtfeger, Weil3, Struminskaya (in prep.)



GESIS Panel Layout — Mobile first

Desktop PC Smartphone Paper questionnaire

collapsable grid

Source: Schwerdtfeger, Weil$, Struminskaya (in prep.) Source:



https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-01/mobile_first_final_v4_web.pdf

Beyond traditional mobile web: Micro surveys

* https://vimeo.com/153513746

* In the moment push notifications
(or just after)

* Location Based or highly targeted
short mobile surveys

* Notification can be the question
itself

0 A


https://vimeo.com/153513746

Beyond traditional mobile web: Geotimed
surveys

ee00 vodafone NL 4G qumme 7 3 42% W)
* https://www.youtube.com/watch?v=FoVvPZRFd1l 1 9 : 1 7
* Right time and place N

e Combined with other B Blaww n

Hartelijk dank voor uw bezoek aan
Blauw. Wilt u ons helpen door uw
bezoek te evalueren?

methods

Blauw

U bent bijna gearriveerd bij Blauw.
Open deze notificatie om
richtingaanwijzingen naar onze
parkeergarage te krijgen.

49


https://www.youtube.com/watch?v=FoVvPZRFd1I

Beyond traditional mobile web: Conversational,

Persuasive, Gamified

!l Vodafone NL Wi-Fi <

16:14

¢

™ Life in America

2

Make life easier

In general, how worried are you about
personal privacy when it comes to using the

internet?

A little concerned

We are now at the end of this questionnaire.
Thank you for taking the time to complete this
survey. Do you have any other comments
about this questionnaire? We welcome your

feedback.

It’s a cool survey!!!

Thank you again for taking the time to

complete this survey!

M

We communicate more and more through
apps such as WhatsApp and Snapchat

This communication closely resembles
natural turn-by-turn conversation between
humans

Service chatbots try to mimic that
communication style

It’s time for the traditional survey to follow
the same route

19



Research messenger vs. responsive design

* Completion time

Seconds Mean (standard deviation) N

Research messenger 788 (397) 871

Responsive design 732 (443) 857

Total 760 (422) 1728

ANOVAF (1,1727)=7.8 p=.005 Eta-squared=.004

 Nonsubstantive answers

% (n) Research messenger Responsive design Total

At least one nonsubstantive anwer 9.1(157) 7.6(131) 16.7 (288)
No nonsubstantive answer 41.3 (714) 42.0 (726) 83.3(1440)
Pearson chi-square 2.33 p=.13

Toepoel, Lugtig, Struminskaya, Elevelt & Haan 2020, https://www.surveypractice.org/article/14188-adapting-surveys-to-thes
modern-world-comparing-a-research-messenger-design-to-a-regular-responsive-design-for-online-surveys 1
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Recommended Readings

Toepoel, V. Doing Surveys Online. Sage (2016)
Callegaro et al. (2015). Web Survey Methodology. Sage

Struminskaya, B., Weyandt, K. and Bosnjak, M. (2015). The effects of
guestionnaire completion using mobile devices on data quality — Evidence

from a probability-based general population panel. methods, data, analyses, 9
(2), 261-292. https://doi.org/10.12758/mda.2015.014

Couper, M., Antoun, C., Mavletova, A. (2017). Mobile Web Surveys, In: Total
Survey Error in Practice. Ed. By Biemer et al. Wiley
https://doi.org/10.1002/9781119041702.ch7
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Recommended websites

e www.websm.org

e Survey researcher’s website, e.g.
http://www.sesrc.wsu.edu/dillman/papers.html

* Research panels
 www.lissdata.nl (Netherlands)
e www.gesis.org/en/services/data-collection/gesis-panel/ (Germany)

* https://openpanelalliance.org (Open Probability Panel Alliance: NL, DE, USA,
Korea; prices about 0.85-1€ / S2-3 per respondent per minute)

* A |ot of data already available for free!
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