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Mobile is on a rapid growth 

curve, despite recession 



Gartner predicting 800,000,000 smartphones 

to ship in 2014ðbiggest growth in BRICI 



 

 
WHAT  

is Mobile? 



SMS Text Message Mobile Web Applications 

Types of Mobile Surveys 



App Versus Mobile Internet 

1. APP  

ï Mobile App ï Mobile apps or applications are 

application software developed specifically for 

smartphones.  

ï People have to download it. Can be device specific. 

 

2. Mobile Internet 

ï Seamless to the respondent 

ï Seamless to the administrator 

ï Extension of the platform 



Devices ï Touch Screen 

ANDROID 



Devices ï Qwerty Smartphones 



Old School Devices = SMS  



 

 
MOBILE: REACHING PEOPLE  

WHERE THEY ARE 



Benefits of using Mobile? 

1. BETTER EXPERIENCE 

Å We know some panelists complete via mobile despite 

the bad experience, now they will have a good mobile 

experience. 

 

2. INCREASE RESPONSE RATES 

Å Encourage the more elusive segments to participate: 

travelers, younger demo, tech savvy. 

 

3. UNIQUE BENEFIT: IN SITUATION RESEARCH 

Å Get them where they are, while they are experiencing 

the situation/event. 

 



% of Canadians doing omnibus 
surveys on mobile, even though 
it was difficult 

5% 
They are already doing it.  It behooves us to help them. 



Research on Research on 
Response to a Mobile Survey 

We conducted 2 studies with smartphone owners: 
 
One we forced them to respond on their mobile 
 
The other we gave them the choice: mobile or 
desktop 



GIVEN A CHOICE, 11% OF SMART PHONE USERS 
COMPLETED THE SURVEY ON A MOBILE 
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89% 

11% 

11% of respondents used 
their mobile phone 

Desktop Mobile



GIVEN A CHOICE: WHO ARE MOBILE 
RESPONDENTS? 
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Mobile Desktop
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ÅWomen and those 18-34 are most likely to respond 

using their mobile device 
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74% 

11% 9% 
4% 3% 

85% 

12% 

1% 1% 1% 

At Home At Work On the
Road

In a public
place

Other

Mobile

Desktop

MOBILE respondents are more likely 

to complete surveys out of the house 



ÅAcross all panels, MOBILE respondents answer more 

promptly than DESKTOP respondents,  

ÅMOBILE average 88%* of their completes the day of the FULL 

LAUNCH compared to 57%* for DESKTOP completes 

 

 

 

COMPLETES PER DAY 
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69% 

10% 

67% 

14% 

84% 

5% 

69% 

15% 

58% 

25% 

73% 

17% 

Day 1 Day 2 + Day 1 Day 2 + Day 1 Day 2 +

Mobile Desktop

ARF SBA SBUK 

Å Average = [ARF Day 1 / (Day 1 and onward)]+[SBA Day 1 / (Day 1 and onward)]+ [SBUK Day 1 / (Day 1 and onward)] 
3 



GIVEN A CHOICE: MOBILE DEVICE USAGE 

19 

ÅSmart phone ownership is different for MOBILE 

respondents and DESKTOP respondents 

ÅMOBILE respondents skew towards the iPhone over 

other Android devices 

 

 

 

63% 

18% 

9% 
5% 

1% 

44% 

13% 12% 9% 
4% 

Apple iPhone Andriod/Google
Phone

HTC Samsung LG

Mobile Desktop



WHAT HAPPENS WHEN THE CHOICE OF 
METHOD OF COMPLETION IS FORCED? 

Methodology: 
 
All respondents were owners of an iPhone or Android handset.  
Those assigned to the mobile arms were told they must answer 
the survey using their handset.  Those assigned to the desktop 
arm were told they must complete the survey on a desktop.   



Response Rates 

The response to the invite was basically the same across all arms but the 
actual completion rate was much lower for the mobile arms 
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Where they fell by the wayside 
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Completed survey

Dropped out when asked to
go mobile

Dropped out in survey

Tried to do survey on wrong
device and gave up

Only 4 in 10 of those who responded to the invite to do the study on a mobile device 
actually completed it.  Many tried to do it on a desktop, despite our instructions, and 
then gave up.  Most of the others who were non compliant just gave up after being 
asked to go mobile 



Who responded on mobile 

Those who persevered and completed the study on a mobile device turned 
out to be quite different from those smart phone owners who did the study 
on a desktop. 
 
The people who completed the study on a mobile device were more likely to 
be hardcore mobile phone users.  For example there were: 
 
More likely to own an iPhone (65% vs. 49%) 
More likely to use their smart phone for music, GPS/maps, internet and 
pictures or video, at least once a week 
Spend less of their time with a smart phone actually talking on the phone 
(28% vs. 37%) 
²ŜǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ōŜ άŜȄǘǊŜƳŜƭȅ ǎŀǘƛǎŦƛŜŘέ ǿƛǘƘ ǘƘŜƛǊ ǎƳŀǊǘ ǇƘƻƴŜ  όоф҈ ǾǎΦ 
30%) 

  



Using mobile is, for the most 
part, about reaching people 
where they are, and offering 

them a convenient option 



 
I was just checking my email,  
and I'm sitting on the toilet.  

 
I'll be honest, I had time to kill. 

 



 

 
MOBILE: FINDING PEOPLE  

on location research with QR 
codes and Geolocation 



QR Codes: Common Uses 

ÅShort cut to a url or website 

ÅShare information such as contact 

info 

ÅLinks to maps for easy directions 

 

Requires a smart phone with a QR 

code reader application.   Many free 

applications for all of the major 

platforms 



MR Use Cases for QR Codes  

ÅIn store feedback -  signage 

 

ÅPurchase intent questions 
when people scan for more 
information in store 

 

ÅOr customer satisfaction with 
service encounter 

 

ÅOr anything in store, at event 
or on the go that you can 
think ofé 
 



MR Use of Geolocation 

ÅSends surveys to visitors of 

a store 

ÅRequires an application 

approach 

ÅDownload Retailer app 

ÅSends coupons or surveys 

when in range 

 

ÅIdeal for exit surveys, on-

site surveys, customer 

satisfaction, etc. 

 

 



Geolocation Challenges 

ÅRequires people to download 

an app 

ÅNeed to know the population 

ÅThey need to agree to 

download the app 

ÅThey need to agree to terms 

and conditions, including that 

they will be sharing their 

location in real time 

ÅNeed a mechanism to 

push/send them surveys 

 

 

500,000+ iphone apps 



Geolocation Challenges 

ÅGPS takes up battery power 

ÅData charges for respondents 

ÅCan be interpreted as 

invading privacy 

ÅAccuracy varies 

ÅE.g., 2 storey malls 

ÅSmall store fronts 

 

 



Letôs try a mobile survey. 
 
If you have an iPhone, iPad or 
Android OS phone, email me at 
andrew.grenville@visioncritical.com 
and Colin will reply and email you 
a link to a short (5 minute) survey. 
 
https://www.visioncriticalsurveys.com/rm.aspx?a=2169&t=1 
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mailto:andrew.grenville@visioncritical.com
https://www.visioncriticalsurveys.com/rm.aspx?a=2169&t=1


 

 
DESIGN CONSIDERATIONS 

FOR MOBILE:  
Usability Considerations 



What is Usability? 

Usability 

Learnability 

Memorability 

Efficiency Accessibility 

Errors 
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Why Usability in Survey Design? 

35 

Improved data quality 

Increased response rates 

Engaged participants 

Focus on responses 

UI invisible 

1 

2 

3 

4 

5 
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ñVisualò Questions 

Å All questions have a ñvisualò component, of course! 

Å Standard HTML widgets: 

 

 

 

 

 

 

 

 

 

ïSmall targets 

ïVariable and unpredictable visual appearance (rendered by browser and operating 

system, changing over time and different by respondent) 



Target Size and Fittsô Law 

FITTSô LAW: 
  

ÅñThe time required to rapidly move to a target area 

is a function of the distance to the target and the 

size of the target.ò 
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Single Choice Questions: Target Sizes 

 

 

 

Which target is easier to hit? 

Option A Option B 



 

 
QUESTION TYPES 

Optimized for Mobile 



All of your favorite question types ï redesigned from the ground up 

 

 

Question Types 



Single Choice 



Multi Choice 



Numeric (open end and sliders) 



Date 



Single Choice Grids:  
grids, card sorts and sliders 


