: GURVEYS

O
0
” / a 0
How they compare to
traditional online surveys
and their impact to research

experience and data quality

BY JENNIFER REID, SENIOR METHODOLOGIST, RIVAL TECHNOLOGIES



TABLE OF CONTENTS

Click on links to

jump to sections!

INTRODUCTION

OUR METHODOLOGY

THE IMPACT ON RESPONDENT EXPERIENCE

DEMOGRAPHICS

THE IMPACT ON RESULTS

CONCLUSION

ABOUT THE STUDY

ABOUT THE AUTHOR

rivaltech.com 2



INTRODUCTION

It’s time to rethink
the traditional
online survey.

Traditional surveys have become the most common way companies
gather feedback on consumer attitudes, opinions and sentiments,
but this approach typically
delivers a subpar experience
to customers. Clinical and
Impersonal at best, traditional
surveys are hurting the market
research industry’s reputation
among consumers. It's no
wonder survey response

rates continue to drop.

4
b

Clinical and impersonal at
best, traditional surveys are
hurting the market research

industry’s reputation
among customers
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INTRODUCTION

Well hello there Velo bike rider! @

Velo Bikes is currently finalizing some new
designs for our 2018 jerseys.

If you’re up to it, would you vote on
which of our five designs we should
bring to market?

-E

=

Sure, let’s do it! o=

Complicating the problem is the fact that emails have fallen out of favor.
Most people, especially younger ones, are rarely on emails outside of
work. On the other hand, messaging platforms, SMS and other mobile-
first channels have increased in popularity.

At Rival Technologies, we
are inspired to use modern
technology to face these
challenges head on. One of
the ways we do this is to
completely re-imagine the
survey experience as a
conversation or a chat.

Chats are a complete
reimagining of the survey
experience optimized

for mobile
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Chats are surveys hosted through messaging apps (like Facebook
Messenger) or web browsers. Unlike traditional surveys, chats are
conversational, shorter, more friendly, and less formal. Chats, at least
the way we designed them at Rival, aren’t simply online surveys resized
for mobile devices.

That said, whenever you innovate in the research space, you can't just be
new for the sake of being cute. You have to make sure you're developing
a legitimate tool. At Rival, we're both researchers and technologists,

so while we know that chats are a promising way of engaging with
consumers, we also wanted to understand their impact both on the
research experience and the quality of data companies get from this new
way of gathering feedback and insight.

_ Hi & ©
/ g
( a/ Chat... L
¢’ @1‘

. Actually, research. But to your &
. customers, it looks like chat &).

2 .

G

Sounds Great!

Yup... instead of a survey hyou send

3 out a Chat &.
\ '

Nope... we do it with a Chatbot hosted in

Q a Voice or Messaging app.

FIND OUT MORE
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’
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OUR METHODOLOGY

OUR METHODOLOGY

To compare the chat experience versus the traditional survey
experience, we did a multi-stage project in July 2018. To compare
apples to apples, we used the same set of questions for both chats
and traditional surveys—the topic was people’s attitudes on and usage
of sunscreen. We chose this theme as it was relevant to most people;
It was also a topic that a company might explore in a real study.

For recruitment, we leveraged InnovateMR’s panel and river sample.
We also recruited respondents through Facebook ads. Both the chat
and the survey started with questions about sunscreen, but we also
asked questions about people’s survey experience at the end.

In this report, we will focus less on the insights we got about sunscreen
usage and more on the implications of using chats as a survey
methodology. Our goal is to explore the following topics:

Respondent experience: How do respondents feel about chats
as a new way of participating in research?

Demographics: Is there a difference (from a demographics
perspective) between people who answer chat surveys versus
those who answer more traditional online surveys? And if so,
what do those differences mean for researchers and the quality
of insights they can expect from chats?

Result comparison: How similar or different are the answers given
by people who took chats vs those who took traditional surveys?

s
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THE IMPACT ON RESPONDENT EXPERIENCE

THE IMPACT ON RESPONDENT EXPERIENCE

More than ever, the insights industry needs to prioritize the experience
people have when they participate in research. The quality of customer
feedback—and the speed at which those insights are received—very
much depend on whether research participants find the experience
enjoyable.

Simply put, a great survey experience results to a positive brand or
category experience and encourages customers to come back and
continue to provide their honest feedback. The experience needs to

be pleasant, fun or interesting. If the experience is tedious, boring or
repetitive, there’s high likelihood that they’'ll put off answering surveys
or avoid it altogether. If your company consistently provides a good
experience, you'll have a more engaged community of customers, and
you can get feedback from a significant number of people more quickly.

For this study, we asked respondents about four differents aspects of
their experience: enjoyment, fun, ease and length.

People like the experience

with chats more than they do
with traditional online surveys
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RESEARCH PARTICIPANTS ENJOY DOING CHATS

RESEARCH PARTICIPANTS ENJOY DOING CHATS

The data clearly shows people like the experience with chats more
than they do with traditional online surveys.

CHAT SURVEY ENJOYMENT

How did you enjoy taking this survey in comparison to others you may have taken before?

CHAT 63% 25% 10%
‘ﬁ) (AA) (;.) ('; :)
N’ S — o
TRADITIONAL 4b6% 32% 21%

How much fun is this survey experience compared to other surveys you may have taken before?

CHAT 64% 29% 5%
‘Aa) (An) (A.) (i f)
N — — —~
TRADITIONAL 34% 48% 15%

MUCH MORE (&) SOMEWHAT MORE (&) ABOUT THE SAME (&) SOMEWHAT LESS (3 MUCH LESS &>

An overwhelming 88% of participants told us they found the chat
experience either “much more” or “somewhat more” enjoyable than
other surveys they've taken in the past.

e
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RESEARCH PARTICIPANTS ENJOY DOING CHATS

Respondents also feel chats are more fun than traditional surveys.
Sixty-four percent said the experience was “very fun”; in contrast,
only 34% of people who did the more traditional online survey agreed
to the same statement.

Ease is interesting given that chats are very new. The chat interface
and experience are familiar to respondents since chats use the same
channels people use to message their friends and family. But as a
channel for sending out surveys, chats are new. Therefore, we were
curious if research participants found the new experience difficult.
The data shows chats are seen as at least as easy or slightly easier
to complete as a traditional survey.

CHAT SURVEY EASINESS

How easy is this survey experience compared to other surveys you may have taken before?

CHAT 77% 17% 4% 2%
TRADITIONAL 68% 24% 6% 2%
VERYEASY @ SOMEWHAT EASY @ SOMEWHAT DIFFICULT @  VERY DIFFICULT NEITHER @

Survey length is an important part of the experience because if the
activity is too long, it could result to frustration on the part of the
participants. Our data shows people who took the traditional survey
and those who did the chats had similar perception of the length of
the activities. This isn’t surprising since we used the same number

of questions for both activities. It is, however, worth noting that for the
traditional survey, we asked fewer questions than most surveys would.

e
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RESEARCH PARTICIPANTS ENJOY DOING CHATS

CHAT SURVEY LENGTH PERCEPTION

How long did this survey feel compared to other surveys you've taken before?
2%

CHAT 41% 39% 17% 1%

TRADITIONAL 42% 38% 16% 2%

2%

MUCH SHORTER @ SOMEWHAT SHORTER @ SOMEWHAT LONGER @ MUCH LONGER ¢ NEITHER @

Our study clearly shows people prefer chats over traditional surveys,

but the question is why? The responses we got from our open-ended
questions help answer this question. We asked, “do you have any
general feedback on the survey experience today?” and got a lot of
comments about the survey being the “best ever.” Many people said the
compared to traditional surveys, chats felt more like a real conversation.

RN
i

Awesome feedback. High five! (-

HIGHFIVEBACK $4 ©
Ok....that's itll

We’re done.

Thanks for the quick chat. @ jr i

rivaltech.com 10



RESEARCH PARTICIPANTS ENJOY DOING CHATS

PEOPLE LOVE CHATS! <

We asked, “do you have any general feedback on this chat survey experience today?” and received
many great responses.

It seemed much more personal.
A good experience for me.

This mode of survey has an inter-
personal aspect that makes it
more enjoyable and appeasing.

It was a new concept, but | liked
it. Makes the survey seem more
like a natural conversation

| think this is the best survey |'ve
ever taken, it made it so simple
| wish they were all like this

| wish every survey took a cue
from your company. A really
innovative way to do surveys.

| LOVE this type of survey it
makes it seem more fun and
makes time go by fast

Thank you, to whoever came up
with this Chat idea. | LOVE IT!!

Only that this was a great way
to take a survey! felt like | was

. . just talking to a friend
It is a very creative method to

do a survey in this format and
look forward to other companies
following the lead of this one.

I @0008Q
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DEMOGRAPHICS

DEMOGRAPHICS

While we are pleased to see that people love chats, our researcher

hat encouraged us to more closely examine if chats introduced any
demographic skews. Since chats are very new, some researchers want
to know, rightfully so, about the demographic composition of the people
who take chats.

Chats lend themselves well to distribution via SMS and messaging
platforms—channels that are very popular with younger consumers.
So while it makes logical sense that a younger demographic would
find chats appealing, some researchers might wonder if this new way
of engaging consumers would alienate other demographics.

AGE DISTRIBUTION BY SAMPLE SOURCE

TRADITIONAL 16% 17% 16% 18% 14%

CHAT 16% 21% 19% 18% 8%

UNDER24 @ 2%-34 @ 3-4h @ 45-54 55-64 @ 5+ @

'Tﬁleﬁ emdgraphics of the people
__who takes chats are not significantly

different from those who take
traditional surveys
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DEMOGRAPHICS

Our research shows the demographics of the people who take chats are
not significantly different from those who take traditional surveys. In
other words, no skew was introduced into the data as a result of sending
panel sample to a chat as opposed to a traditional survey. We don’t see
any real significant differences between the two groups in terms of

age distribution. There is a small increase among younger (under 44)
consumers in the chat data but nothing that would suggest that an older
generation is put off by the new survey method.

GENDER DISTRIBUTION BY SAMPLE SOURCE

"44% é ‘56% "48% é ‘52%

Male population Female population Male population Female population

TRADITIONAL

Gender distribution also looks pretty much the same between the two groups.

e
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DEMOGRAPHICS

Area where people lived (rural, suburban and urban), education level and race
distribution are very similar between the two groups.

AREA DISTRIBUTION BY SAMPLE SOURCE

51%

27%
22%

CHAT TRADITIONAL

49%

28%
23%

RURAL SUBURBAN @ URBAN @

EDUCATIONAL LEVEL BY SAMPLE SOURCE

29%
28%

24% 24%
0,
22% 21%
15% 15%
8% 9%
0,
- . - .
- [

CHAT TRADITIONAL
SOME HIGH SCHOOL @  HIGH SCHOOL @  SOME UNIVERSITY/COLLEGE @  UNIVERSITY/COLLEGEGRAD @

TRADE / TECH / VOCATIONAL @  POST GRAD

R
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DEMOGRAPHICS

Device distribution is also very close between the two group; the most
common device used was laptop, followed closely by smartphone. This
Isn’'t surprising—we assumed people who take traditional surveys

are already predisposed to using their computers to answer surveys,
especially when invited through email.

The lack of demographic skew is great news. But what if we want to
alter the demographic somewhat? Current sample sources, like panels,
face the challenge of recruiting and retaining a younger demographic.
As an industry, we have trained people to take surveys on computers,
as opposed to mobile devices. What if we want to tap into people who
already have their smartphones in their hand?

Results from this study do not really tell us anything about that
question, given the sample source used for the study. We plan on doing
more research-on-research studies in the future to examine how to
change the demographic distribution of sample for the better. As a
sneak peek, we used the same chat as above and simply bought some
ads on Facebook (with no specific demographic targeting) and found:

e A significant bump in the 25 to 34 year-old age group
(27% for the Facebook sample versus 21% for chats and 17%
for traditional surveys)

e A huge jump in mobile-device usage (77% mobile device usage
as opposed to about 33% from the panel sample]

e No significant difference in area (rural vs urban), ethnicity
or education

s
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THE IMPACT ON RESULTS

THE IMPACT ON RESULTS

So, you might be wondering about the actual results of our chats and
surveys. (As a reminder, our questions were about sunscreen usage
and attitudes.) Did the “chat people” have a different view from those
who took the traditional survey?

Not really. The results from the two groups were actually very similar.
The same conclusions can be drawn from the two data sets.

SUNSCREEN OVERALL ATTITUDE

When it comes to the use of sunscreen, not everyone sees eye-to-eye. We've boiled down the debate
to 2 simplified statements. Which statement do you relate more?

CHATS TRADITIONAL

" 7% 10%’

93% 90%

The risks of sunscreen are a major concern and , in most cases, outweigh the benefits

Suncreen is important for the prevention of skin cancer, skin damage and premature aging.

e
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THE IMPACT ON RESULTS

REASONS FOR FREQUENTLY USING SUNSCREEN

What would you say is your main motivation for wearing sunscreen?

CHAT 38% 42% 10% 1%

TRADITIONAL 31% 50% 7% 1%

| USE IT TO KEEP MYSELF FROM GETTING BURNED @ | WANT TO BE PROTECTED FROM SKIN CANCER @
TO PROTECT FROM PREMATURE AGING @  IT'S ALREADY PART OF THE MOISTURIZER | USE OTHER @

PHYSICAL VERSUS CHEMICAL-BASED SUNSCREEN

Are physical sunscreens better than chemical-based?

CHAT 63%

TRADITIONAL 63%

YES @ NO @ NOTSURE @

SUNSCREEN FREQUENCY

How often do you use sunscreen on yourself?

CHAT 18% 39%

TRADITIONAL 10% 42%

EVERY DAY @ MOSTDAYS @ RARELY @ NEVER

This isn’'t super surprising. Afterall, research participants for this study
came from the same sample and, as we discussed earlier, had similar
demographic composition. The chat itself does not introduce any skew
when questions are the same and the sample source is the same.

R
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CONCLUSION

CONCLUSION

Our research on chat surveys provides compelling evidence they
are a very promising way of engaging with consumers for insights.
Chats provide a more fun, more enjoyable and easier experience to
respondents without changing the demographic composition of the
people you're talking to.

At the same time, results from a chat we sent exclusively through
Facebook suggests chats could open the doors to reaching a significant
but often ignored group in research: mobile-first consumers who are
highly unlikely to participate when invited via email.

At Rival Technologies, our intention is to continue to innovate in this
emerging space and ensure that companies can use the data they get
from chats with a high degree of confidence. More importantly, we are
committed to ensuring that the experience for respondents remains
seamless and enjoyable.

Chats provide a fun,

more enjoyable and easier -
experience for respondents
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ABOUT THE STUDY

ABOUT THE STUDY

A series of online surveys and chat surveys were sent to a sample of
2563 respondents from the InnovateMR panel and river sources in July
2018. One chat was sent to 143 respondents recruited exclusively via
Facebook Messenger. Respondents were asked about their attitudes
and opinions toward sunscreen use, as well as their experience
answering the chat or survey.

STAGE SURVEY TYPE SAMPLE SOURCE COMPLETES

Chat Innovate MR Panel

Chat Innovate MR Panel

Traditional Innovate MR Panel
Online

Traditional Innovate MR Panel
Online

Chat Facebook
Advertising

Chat Innovate MR Panel

Chat Innovate MR Panel
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e
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RETHINK
Youl. RESEARCH

Book a demo with us to learn how chat,
voice and video technology can help you
capture rich, real-time insights

REQUEST A DEMO

rivaltech.com/demo


https://www.rivaltech.com/demo?utm_medium=ebook&utm_source=cta&utm_campaign=demo
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