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A market research consultant goes to lunch with his 

clients ï

one is in the Marketing department, 

the other is in Operations. 

The three of them get in the car together. 

The Marketing manager immediately has his foot on the gas, 

the Ops guy has his foot on the brake, and the Survey guy is 

looking out the back window telling them where to go. 

Warm -Up
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Agenda & Goals

Framework for Data Collection on Mobile Devices
An overview of the new mobile survey landscape

Developing Emerging Best Practices: A blend of old and 
new

Types of Mobile Surveys 

Recommendations for Internet/App  based survey solutions

Evaluating Mobile Surveys ïUser Perspective

Goal: Leave with a solid appreciation of:
Some practical ñbest practicesò for deploying mobile surveys

Issues to consider for optimizing data collection efforts via mobile 
devices
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Focus on Smartphones

The Picture 

Summary!
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Remembering a simpler timeêAnd a simpler phoneê

Cartoon Sourcehttp://voices.washingtonpost.com/comic-riffs/2009/06/top_picks_what_this_riffster_i.html 

. 10/29/14    8Trent D. Buskirk, Ph.D. Smarter Smartphone Surveys, Presented at PANJAAPOR

And now introducing FUTURE PHONES!

Cartoon Sourcehttp://voices.washingtonpost.com/comic-riffs/2009/06/top_picks_what_this_riffster_i.html 
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Section 1:

Developing Best 

Practices in the 

New Landscapeé

6:59
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Mobile Devices Covering the World

Sources: http://www.emarketer.com/Article/Smartphone-Users-Worldwide-Will-Total-175-Billion-2014/1010536

http://www.techvibes.com/blog/tablet-adoption-rate-exceeding-that-of-smartphones-2013-10-15

4.55 Billion People Worldwide Using 

Mobile Phones

1.75 Billion People Worldwide Using 

SmartPhones

400 Million People Worldwide Own 

Tablet Devices

788 million mobile -only internet users 

by 2015 worldwide (Cisco, 2014)

http://www.emarketer.com/Article/Smartphone-Users-Worldwide-Will-Total-175-Billion-2014/1010536
http://www.techvibes.com/blog/tablet-adoption-rate-exceeding-that-of-smartphones-2013-10-15
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Mobile Devices Covering the USA

240 Million Mobile Users (age 13+) in the 

U.S.

91% of All U.S. Adults have a Cell Phone

156 Million Smartphone Owners in the 

U.S. (age 13+)

52% of U.S. Adults have a Smartphone

82 Million Tablet Owners in the U.S.

42% of U.S. Adults have a Tablet

Sources: comScore (2014) and Pew Research (2014) 
http://www.comscore.com/Insights/Presentations_and_Whitepapers/2014/2014_US_Digital_Future_in_Focus?elqCampaignId=252/

http://www.pewinternet.org/fact-sheets/mobile-technology-fact-sheet/
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Developing Mobile Surveys: Interface & Flow

User interface: usually an important consideration in data collection, 

with new technologies it is essential

New & extended human-computer interaction concepts:

Visual appeal

Intuitive flow (more than simply ñlogicalò)

Ease of use /functions are readily apparent

Few, if any, text instructions

Optimize mode capabilities and reduce user anxiety and frustration

Study of why people participate in mobile surveys and mode choice:

Perceived enjoyment; attitudes toward participation; self-expressiveness, & trust 

factors most important  (Bosnjak et al 2010)

Previous experience with alternate survey modes (other than computer) increases 

preferences for mobile surveys (Buskirk, et al., 2013)

Blend current understanding of CAI systems with expanding literature 

on human-computer interactions (use & interaction)

http://www.comscore.com/Insights/Presentations_and_Whitepapers/2014/2014_US_Digital_Future_in_Focus?elqCampaignId=252/
http://www.pewinternet.org/fact-sheets/mobile-technology-fact-sheet/
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The new paradigm: MOBILE Surveys

Smartphone Survey 

Design Research

Social Science 

Research
Buskirk and Andrus (2012)

Link and Buskirk (2012)

Kinesis White Paper (2010)

Buskirk et al. (2011) 

Callegaro (2010)

Callegaro and Macer (2011)

Peytchev and Hill (2010)

Zahariev et al. (2009)

Smith (2011)

Bosnjak, Metzger, Graf (2010)

Lai et al. (2010)

Couper (2010)

Millar and Dillman (2012)

Human Computer 

Interaction

Parush and Yuviler-Gavish

(2004)

Jones et al. (1999)

Sweeney and Crestani

(2006)

Fitts (1954)

Goldberg, Fariden and 

Alterovitz (2007)

Zichermann and 

Cunningham (2011) 

Computer Science 

and Web 

Development

Koch, P-P. (2010) 

Campaign Monitor (2012)

Kriss (2013)

Medallia (2013)

EmailVision (2013)

Html5rocks.com (2013)

Pelletier (2013)

Return Path (2013)
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Respondent Burden in the Mobile World

Respondent burden in mobile world is similar to respondent 

burden in the regular world with a few differences

Two Groups: Personal and Technological

Personal: Safety

Respondents arenôt just responding at home anymore!

Steeh, Buskirk and Callegaro (2007) report respondents completing cell 

phone surveys while boarding a helicopter.  

Personal: Privacy

New data types like photo/voice may mean information is collected from 

more than the consenting respondent

Age of assent on internet is younger than consent via phone (13 vs 18/19)

Personal: Time

To complete survey tasks  [ACTIVE]

To load survey pages [PASSIVE]
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Respondent Burden in the New Mobile World, Cont.

Technological

Data consumption

Both receiving and sending information (survey questions/content and 

submitting responses)

Nielsen (2012, Q3/Q4) Estimates that 96% of mobile phone users have 

a data plan and that the average monthly bill is $66 (all mobile) and $93 

for smartphone users.

Bandwidth 

Slower bandwidth increases time required to send and receive data

Higher data consumption may lead to throttling by the provider ï

meaning reduced bandwidth in future

Battery Drain

Persistent GPS capture drains mobile device batteries

Extra HTTP requsts can drain mobile device power 

. 10/29/14    16Trent D. Buskirk, Ph.D. Smarter Smartphone Surveys, Presented at PANJAAPOR

Respondent Expectations

Being involved in a scientific survey is a relatively rare occurrence

Little, if any, expectations by respondents

Respondent experience with new technologies is much different

Respondents are more savvy

Technology changes rapidly ïsome respondents will find some tasks difficult 

or not easy to use. 

[Example: Michaud, Buskirk and Saunders, 2014 Voice Data Entry]

Developing expectations from these experiences

Ease of use/intuitive

Speed 

Usefulness/utility or fun/entertainment or both

Ability to share experiences w/ others

Location awareness

Auto detection/passive collection
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Even my little one knows that a phone isnõt just for 

talking!

ñCan I WATCH

your Phone?ò
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Section 2: 
Types of Mobile 

Browser Surveys

16:59
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Various Approaches for Survey Data Collection 

via a Smartphone

Use the regular phone mode 

Use Short Text Messages (SMS)

Flash polls, Invitations, Synchronous Survey Interviews

App-based/administered surveys

Online surveys accessed via Smartphone Browser

Passive and Active versions

Hybrid Approach: App-Like Smartphone Browser 

Surveys

Source: Buskirk and Andrus (2012) www.surveypractice.org.
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Online Surveys via Mobile Web Browser

Passive:  Surveys intended to be completed online are 

sometimes completed via mobile phone web browser (passive 

mobile web browser approach). 

Active:  The online web-based survey is optimized for the 

mobile environment. (think mobile versions of survey 

websites)

Many survey software programs (e.g. SNAP, Qualtrics, etc.) 

have mobile publishing options that optimize an otherwise 

online survey for the mobile browser. 

If you know the type of devices on which those sampled will 

complete the survey, you can optimize the survey design for 

the particular browser/screen resolution (e.g. Safari / iPhone).

http://www.surveypractice.org/
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Passive versus Active Smartphone Surveys

Passive Mobile 

Survey from Hotwire

Survey Appearance 

after a ñdouble tapò
Active Mobile Survey

Both viewed on an iPhone 5
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APP-LIKE Mobile Browser Surveys 

APP-LIKE Mobile Browser Surveys (A-LMBS) represent a hybrid of 

the APP and the Active Mobile Browser Approaches.

A-LMBS are completed via the mobile web, but they rely on active 

browser refreshment using a combination of PHP Programming and 

Javascriptto create ñActiveò Mobile web pages.

A-LMBS can be developed to run without a persistent internet 

connection on multiple mobile browsers (HTML5)

A-LMBS offer native, APP like functionality under the mobile browser 

context.  

In todayôs browser vernacular, app-like surveys might fall under the 

class of Web apps which are defined as web pages that function 

and appear almost app like but are accessed via browsers

Source: Buskirk and Andrus (2012)  www.surveypractice.org.
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A-LMBS Compared to Active Mobile Web Browser 

A-LMBS 

Approach 

(iPhone)

Active 

Mobile 

Browser 

Approach 
(iPhone)

Active 

Mobile 

Browser 

Approach 
(Android)

A-LMBS 

Approach 

(Android)
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App-based Smartphone surveys administer and collect data via 

an (native) app that is installed on the sampled userôs 

Smartphone.

Surveys can be ñpushedò to the app and then executed by the 

end user without the need for perpetual internet connection 

and can be designed to take full advantage of the phoneôs 

capabilities like camera, voice, video, image capture, etc.

The App can also serve as a survey manager and push people 

to surveys that are actually optimized and executed via the web 

(natively, App-like)

App -based/administered surveys

Data transfer for completed surveys can occur once internet 

connection is established.

One popular example of this approach comes from 

Confirmit/Techneosô Survey On-Demand Application (SODA)
http://www.confirmit.com/Home/Community/Data-Sheets/January-2014/Confirmit-SODA.aspx

http://www.confirmit.com/Home/Community/Data-Sheets/January-2014/Confirmit-SODA.aspx
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Section 3: 
Smarter 

Smartphone 

Survey Data 

Collection and 

Design 
Recommendations

S3DR 

16:59

. 10/29/14    26Trent D. Buskirk, Ph.D. Smarter Smartphone Surveys, Presented at PANJAAPOR

S3DR #1: Mobile Survey Approach

Select an implementation 

approach that:

(a) optimizes presentation of 

survey content 

(b) is consistent with the type of 

survey data desired 

(c) is appropriate for the context.

S3DR #1
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How to decide the approach used here?
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S3DS #1

Email Invitations and Web Addresses for 

Smartphone Surveys should be as simple and 

straightforward as possible. 

Wherever possible, email invitations should be 

designed responsively for easy reading and 

navigation on smartphone and tablets. 

S3DR Tip

S3DR #2: Recruitment for Mobile Surveys via Email

S3DR = Smarter Smartphone (and Tablet) Survey Design Recommendation

Place the key information (e.g. survey sponsor, incentiveé) at the 

beginning of the email subject.

Place the survey link as soon as you can in the email invitation, to avoid 

scrolling.

Minimize the number of ñspecial charactersò in the survey web address.

If at all possible try to avoid ñaliasedò web addresses (especially for 

mobile web version).
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Email on Smartphones and Tablets

Email and the Mobile Device Reality:

52% of all cell phone owners use email on their phone (Pew, 2013)

78% of smartphone owners check email on their phone. IDC and 

Facebook ïñAlways Connectedò (2013)

10% Of iPad users say Mobile is their preferred device to read 

email and 9% for sending it. ïPerion ñiPad Owners Surveyò (2013)

Among mobile email users, If an email does not display 

correctly, BlueHornet ñConsumer Views of Email Marketingò (2012)

69.7% will delete it immediately;

17.7% will view it on a computer

7.6% read it anyway on their device .

Men open 20% more emails on mobile, but WOMEN click 10% 

more often on mobile e-mail TailoredMail ïñItôs time to wake up and mobilize!ò 

(2012)
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With the surge in Mobile Internet Use comes  

the rise of unintentional mobile respondents

http://www.maritzresearch.com/ Source: Maritz Research 
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Email Formatting Recommendations

EmailVision provides additional recommendations 

pertaining to optimizing email deliverability

For Subject lines and sender options, EmailVision

recommends: 

Rather than  generic emails such as info@company.com use 

relevant email addresses such as:

givefeedback@company.com, 

your2cents@company.edu 

takesurvey@company.gov 

enable the recipient to understand the intent of the email and 

potentially reduces auto spam classifications.

http://www.emailvision.com/sites/default/files/email

vision-deliverability-bestpractices-2011-03.pdf
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Responsive Email Designs for Survey Invitations

Campaign Monitorôs E-Publication ñResponsive Email 

Designsò offers several considerations for developing mobile 

responsive emails including:

Single column layouts (500 ï600 pixels)

Links/Buttons minimum target area of 44 X 44 pixels

Minimum font displayed on iPhones is 13 pixels ïsmaller font than 

this will be upscaled and formatting may change

Call to action (i.e. ñstart survey buttonò or survey link) should appear 

toward the upper portion of the email to avoid scrolling

For CSS programming use display:none option to limit social sharing 

buttons and other extraneous details in the mobile environment.

SOURCE: Campaign Monitor Responsive Email E-Book (2013): 

http://www.campaignmonitor.com/guides/mobile/  

http://www.emailvision.com/sites/default/files/emailvision-deliverability-bestpractices-2011-03.pdf
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Why focus on Responsive Mobile Emails?

Email Invitation on 

iPhone

Survey that appears 

after tapping ñYesò

. 10/29/14    34Trent D. Buskirk, Ph.D. Smarter Smartphone Surveys, Presented at PANJAAPOR

Mobile Optimized and Non -Optimized Emails

SOURCE: Campaign Monitor Responsive Email E-Book (2013): 

http://www.campaignmonitor.com/guides/mobile/design/

Mobile Optimized Not Mobile Optimized


