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DEFINITION 3

Mobile Surveys

Mobile Surveys are
• Self-administered interviews on mobile 

devices with internet access

Mobile surveys are not:

• Interviewer-administered surveys
• PDA-based and similar surveys with 

Interviewer
• CATI-Surveys conducted with cell phone 

users



MOBILE RESEARCH: IT’S UNAVOIDABLE

SOURCE: GUY ROLFE, KANTAR AT MOBILE RESEARCH CONFERENCE, MARCH 9 2010
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OPPORTUNITY FOR RESEARCHERS



OPPORTUNITY FOR RESEARCHERS

IMMEDIATE FEEDBACK

60% of completed surveys were returned within 
15 minutes of distribution and 90% within an hour

– Lightspeed Research, 2009

Near real-time impact 



OPPORTUNITY FOR RESEARCHERS

CAPTURING SITUATIONS AND CONTEXT:

Snapshots of current events and ´slices of life´ using photos and

Video, Geo-location & Geo-tracking 

SOURCE: CHRISTIANFRANZEN, MINDSHARE AT MOBILE RESEARCH CONFERENCE, MARCH 9 2010



CHALLENGES: TECHNICAL

Thousands of devices and display sizes

Various platforms (e.g. Android, Mac OS X, Smbian)

Various support of communication methods (e.g. SMS, WAP, 3G)



CHALLENGES: PSYCHOLOGICAL

What is this going 
to co$t me?

Is this 
anonymous

?

How did they get my 
mobile number?



CHALLENGES: PROCESS

Survey design

Data collection

Integration across modes



RESEARCH QUESTIONS 

Replication: Stability of findings from former studys?
Usability of different mobile question types?
Reaction times following an SMS-invitation?

Newly introduced sub-questions:
Usability-related, focusing on touchscreen-based devices (e.g., iPhone
and Android) 

(Non)participation-related:
Reaction times across a working day?
Acceptable duration of mobile surveys?
Acceptance of Mixed-Mode-Surveys?
Acceptance of Geo-Location? 
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METHOD – SAMPLE & PROCEDURE

Subjects
3270 Panelists (Respondi)
Response Rate: 540 Participants (16.5%)
Demographic Characteristics: 

58% male. 42% female

majority in the age of 25-34 years and

with higher level of education

Procedure
Study made up of three parts during 29.09. - 18.10.2009
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METHOD – STUDY DESIGN

Part 1: Mobile survey “post-visit evaluation of last vacation”
Invitation via SMS in 13 randomly selected waves
Identification of iPhone and non iPhone users
Identification of Geo-Location if accepted
Mobile questionnaire with six different question types

Part 2: Mixed mode survey
Asking whether participants like to continue mobile or online 
(desktop) and sending Email-Invitation to participants prefering
desktop version

Part 3: Online post survey
Email-Invitation of starting sample for online post survey
Web-based (desktop) usability questionnaire

13



METHOD – MATERIALS 14

MOBILE QUESTION TYPES USED

Closed response listSingle response vertical Multi response vertical
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Semantic DifferentialSingle line text input Matrix Question

METHOD – MATERIALS
MOBILE QUESTION TYPES USED
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KEY RESULTS QUESTION TYPES
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All question types are positively evaluated. Results from 2008 could be validated
(including evaluation tendencies text input versus single response) 

Mean-Values on 7 point scale from [1]  'Extrem often'  / ' Totally disagree' to [7]  'Never' / Totally agree‚
Participants (min. number of answers): n= 318

FINDINGS 1 – REPLICATION USABILITY



FINDINGS 2 – REPLICATION REACTION TIME 17

KEY RESULTS
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18FINDINGS 3 – EQUAL DISTRIBUTION OF 
RESPONSE OVER DAYTIME
KEY RESULTS
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FINDINGS 3 – EQUAL DISTRIBUTION OF 
RESPONSE OVER DAYTIME
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KEY RESULTS
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FINDINGS 4 – NEW: iPhone and Geo-Tracking

iPhone: 
Best usability (objective and subjective measured) results for mobile 
survey on iPhone

Geo-Location: 
Acceptance of GPS-Location
among participants with iPhone (n=45)
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KEY RESULTS
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FINDINGS 5 – NEW: Duration & Mixed Mode 21

KEY RESULTS – Preference online (desktop) or mobile
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FINDINGS 5 – NEW: Duration & Mixed Mode 22

KEY RESULTS – Duration of mobile survey
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SUMMARY

Replication: Stability of findings presented at MRC 2009?
Robustness of good usability results over time and survey topics
Fast Response times independent from particular time of SMS-invitation

Newly introduced sub-questions:
Usability-related:

iPhone users evaluate mobile survey usability better than non iPhone users

(Non)participation-related:
High Acceptance of Geo-Location
Fast Reaction times
Acceptance of 5-7 minutes length. iPhone: more than15 minutes
All in all participants prefer online surveys after 5 minutes mobile 
survey. Among iPhone users clear preference of the mobile mode.
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TAKE HOME MESSAGES



OUTLOOK

Managerial Implications
Fast Results / Quick Polls
Combination Mobile (actual emotions) plus later Desktop (cognition)
Growing penetration of smartphones promote mobile surveys
New avenues for event evaluation, customer satisfaction surveys and ad 
testing.

Future Research
Usability / Measurement and (non)participation
Influence of participation context on mobile survey error
Technical changes in how we interact with mobile devices, usage
patterns and usage contexts evolve
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MANAGERIAL IMPLICATIONS & FUTURE RESEARCH QUESTIONS
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ABOUT US Globalpark provides panel. community and survey software that enables organizations to manage 
what matters across the enterprise. By capturing feedback and tracking behavior of customers. 
employees and partners. they gain insights that drive better business decisions. By identifying and 
empowering influential advocates. they build reputation and extend reach.
Founded in 1999. Globalpark software is German-engineered and globally-tested by leading brands 
and top market research institutes. including: Continental. Daimler. General Mills. GfK. IDC. Nintendo. 
SonyBMG. TNS. Warner Music and Wrigley. Globalpark is staffed by renowned research pioneers. 
with offices across the US. UK. Germany and Austria.
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Geschwindigkeit des Zugriffs auf Welle 1 und 2
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Stunden seit Einladung

Rücklaufgeschwindigkeit (2008)

Noch deutlich schnellerer Rücklauf bei
Mobilbefragungen im Vergleich zu Web-

Befragungen: 

Ca. 35% Mobil versus 
ca. 10 % Web

Rücklaufgeschwindigkeitsvorteil bei
Mobilbefragungen bis ca. 4 1/2 Stunden nach

Aussendung


