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2015 General Online Research Conference
- 2015. 3. 18. ~ 3. 20., Cologne Germany

o T8 EY

- Mode effects Web Survey

- Mobile Surveys Effective survey design

- Questionnaire design Response quality

- Paradata - Enhancing survey response
- Internet data - Marketing
- Social media - e-Commerce
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9:00 Begin check-in
0.2 Workshop 1 :
11:30-13.00 Introduction to Network Analysis
Workshop 2 : .
13:30-16:30 | Introduction to R, an open-source \TI\:](;rk:rttlogf :;s.kin uestion
software for statistical computing g4q
17:00-19:00 | DGOF members meeting
19:30 GOR get-together
2932 - 2015.3.19.(%)
08:00 Begin check-in
9:00-10:15 Opening & Keynote 1 :
' ' What can advertising teach us about effective survey design?
10:15-10:45 | Coffee Break
I)Eﬁr?f r‘;s:eamh Track B : Track C : Track D :
10:45 Internet and Social media Applied online
methadology and society research research
internet surveys
C2: D2:
10:45~11:45 A2 : B2 : Business analytics | GOR best practice
) ' Measurement Citizen science with social media | award 2015
1 competition 1
A3: B: gi:siness Analytics gg:R Best Practice
12:00 Mobile Web Online . . "
Survevs Particination with Social Award2015
y P Mediall Competitionll
C4: D4: Pogter Session [: Poster Session Il
Demos : Show . . Online
. Panel Discussion : :
14:00 casing new , Methodology and . .
) Behavioural . . Social Media and
technical ) Applied Online
Economics Internet Research
developments Research
A5:
Response Quality B5: cs: D5:
' R Thesis A :
15:45 & Fraudulent Social Media & 6o eSS .v.vard Noborders,
) 2015 Competitionl: .
Respondent Society ) , nolimits?
. Dissertation
Behaviour
AG: C6: D6:
17:00 Enhancin Surve B6: GOR Thesis Award | Instant Research:
' 9 SUNV®Y 1 o Commerce 2015 Competition | Quick without
Response

dirty?




343 - 2015.3.20.(F)
8:30 Begin check-in
(T)r[:f:eAF;eseamh Track B: Track C: Track D:
9:00 Internet and Social Media Applied Online
Methodology and ,
Society Research Research
Internet Surveys
D7:
AT B7: C7: Customer
9:00 Consumer Technology Social Theory in Feedback and
Research Acceptance Social Networks Customer
Integration
A8: BS: c&
. . . Social Media D8:
10:15 Innovative Topics | Representation . )
in Web Surveys | Online/Offline Research & Social Media
y Methodology
11-45 Keynote2 :
' Quantifying human behaviour with Internet data
A10: B10: C10:
14:00 Improving Bridging Corporate
Questionnaires Generations SocialMedia
Ql;:ondent BI1:
15:15 po Global ICT
Behaviour and Challenaes
Data Quality g
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1. 20144

& Keynote Address
Technology and Culture: How Man and Society Change in a
Time of Technological Revolution(Mark Mattingley -Scott, IBM

Deutschland)
& Session
- Methodology and Survey - Advances in applied online
- Social Media - Internet and Society
- Measurement effects in mobile and - Intimacy, Gender and age in Social
web surveys media

- Instrumental design for mobile and
web surveys
- Online outreach - Paradata

- Facing methodological Challenges

- Selecting or mixing modes - Web Questionnaire
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& Keynote Address

The Need for Faster Marketing Thinking & Slower Use of
Flawed Traditional Research(John Kearon, Founder & Chief

Juicer of BrainJuicer, United Kingdom)

& Session

- Incentive in online panel
- Trust in social media data

- New approach: from off-to online

- Webdatanet
- Mobile vs Online surveys

- Interactive questionnaire design

3. 2012

& Keynote Address

Challenges faced by

probability-based panels
The role of respondents personality

in data collection
Hybrid media - looking into th

future
e-Commerce and e-Marketing

Preventing item non-response
Motivating respondents in online
surveys

Practices of internet use - revisited(Uwe Hasebrink, Hans-Bredow-

Institut, Germany)

2 Session

Asking sensitive question

Panel recruitment and design

Using latest technologies and
devices
Responsive behavior

Mixed-mode

Web Survey Design
Consumers and Innovation through

Social Media
Information resource social media:

datamining and other methods
Choices in Survey Methodology
Online Research is dead - long live
Digital Research
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Keynote 1

=N

(3 What can advertising teach us about effective survey design?

& Jon Puleston, Lightspeed GMI, United Kingdom
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MAKING THE WHOLE SURVEY A PLEASURABLE EXPERIENCE
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=3[l Keynote 2

O Quantifying human behaviour with Internet data
& Suzy Moat, University of Warwick, United Kingdom
o RIEMIe] DR AR AlAIY FHE FRskaL HE wsh=
Wilel gt d8d F dHolHE AAsk=H ©] 7I=EdXM=
T2, f719Heret E97 (Hlickn) 9} 22 AollM HlolHE SA5),
Ao AA QIZtY] FFS ASeh= H AR & A=A AR
zAke) AR ATE AT
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=3 =7 (Measurement)

[ Dynamic Drag-and-Drop Rating Scales in Web Surveys

& Tanja Kunz, Darmstadt University of Technology, Germany

g dE WRoE SEAVE XL FEoE FAFE FHY
“&7] 8" (dragresponse) WA HAHAE FES AF I
“E7] 38" (drag-item) FE}Y Eo|%F7|(drag-and-drop) W&
Blarste] 7}
st AHAE tigez F H(n=5977, 7395 0.2 T35}
Hlwsk Ay HolE7|(drag-and-drop) a2 HAHTZ Qlof
3 HY d(quality)s AiLst= &35 Bl v H52 e
[

= —
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Zuld ¢l ZAKMobile Web Survey)

[ Device choice in web surveys: The effect of differential incentives

& Aigul Mavletova, Mick P. Couper, NRU Higher School of Economics;

Institute for Social Research, University of Michigan
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3. PC AHE FHI(50FE)
4. PCAHEA} Foll A
5
6

Eutd st ARE A|(75FE VS 50F-E)
. PCAREAL Foll A Ertd s}t ARG A|(100F= VS 50F=)

. Entd s}t ARGAE FollA PC ARS A(75FE VS 50F2)

[ ZANSH 73} (Enhancing Survey Response)

[ A quasi-experiment on effects of prepaid versus promised incentives

on participation in a probability-based mixed-mode panel
&5 Ines Schaurer, Michael Bosnjak GESIS - Leibniz Institute for the Social

Sciences, Germany; Free University of Bozen-Bolzano, Italy
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=31 Innovative Topics in Web Surveys

[ Using video to re-invigorate the open question
& Pete Cape, SSI, United Kingdom

o 2Tl ZAF Al JBE H&E Ezap_i 2| Hoy sh} @e
bS] 7hgl 22 3PP S5 7HAAL e B¢ BT e
SHE2e] FAAA BaANE lel 2 #Ad AT 3

o 7[EHo=z “uiZ HL&S F v 7I-dBH(off the shelf)oll TSk
Moe A % AU AN 4R AR 48se S5
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=M Improving Questionnaires

(3 Approaches for Evaluating Online Survey Response Quality
& Nils Gluck, Cologne University of Applied Sciences, Germany
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=31 Mixed Mode Survey (Poster Session I)

[ Research on pilot survey for mixed mode effects

- face to face survey and internet survey

& Kyuho Shim, Statistics Korea, Republic of Korea

Research on Pilot Surveyfor Mixed Mode Effects

- Face to Face Sunve nd Internet Survey -
KyuHo Shim*

*Stalistical Research Institute (htip://sri.kostat.go.kr)

[Relevance and Research Question ] [ [ Resulis ]

Relevance ] Response Rate |

is 1,6410 out of 714

~ Nowodays. Household surveys such os the Labor Force survey andy/or fhe household Finances ={Bosed on Rate of q
Gl Tnn Chndiiiat ey Ioae o e esmtee buntsn i Kisa households (43 572), the Final Response Rate is approximately 427
~ In order fo reduce this response burden, stafisfics Korea is using a mixed mode survey in the

Household survey. Facs fo Face inferviews, inferviews over the infemet, and the CaTimode have

= 784 householders responses PAPI [64.57), CAWI (35.37)
= Itis assumed o be due fo alof female respondents in ther 30s and 40s

been used in several surveys. =y
* How can we design mixed mode surveys in order to reduce their diferences. With experimental Survey Mode AR CAW Total
surveys for mixed mode effects, we are redesigning our mixed mode survey process and are S T Ao 285 (37.2%) 94 (12.3%) 379 (49.5%)
trying fo discover the best stafisfical method fo esfimate mixed mode efects. | Mot Atow 207 (27.3%} 178 23.2%) 387 (50.5%)
= Total 474 (44.5%) 273 (35.5%) 746 {100.0%)
N
[ Methods and Data ] | [ Paradata

= Atfirst confact, 350 houssholds (21.3%) were a success, and these were mostly “sosifive”
reactions

| Experimental Design
» 1,291 households (78,77} failed fo make confact, and the reasons were mosily “obsences”

- Two survey modes: a face fo face inferview and an Internet survey

- Added hwo seleclion modes wilh the Household survey, one allawing us fo select the survey it Weadka oy TGP AR (S iy
made and one not allowing s fo do so. 200 3n e
- we sampled 1,600 household members randomly. 800 households selected the inferview or 18 =
nfernet survey, and the offier 860 househalds did not select one parficular mode: 100 & atn
= e 2 5 i 0w 34 s
e provided the quesfionnaire which included the general social survey quesfions, such as fhose 1 pd 5
1o health, jife safis i d s0 on. The tolal number of queskions went up fo o L) AR £l
ity e e ,
= e dhrense  noleendew  accen desied
| ionnaire Design
Made Efferts

Sex. Date of Beth, Belationship wih householder, Education, Mamage = 5 =

i, ® = = Apply post-weighting due 1o signficant diferences between sex. age and education level
vanai Sataty

Suisical theugnts, tuicies Baasan =

rival Livirg with Parents. Exchange with Parentz.

Thoughteof parent: wpper

Cnangesin fving sonaians

i o e sk
Winethios awiried by e dabied weltars <o,
Dicbled | | Discbitly Dcminabur, Opion kr the deabied,
Disublad focities

Btk ety

St e G e ol e B S o » After post-weighting there were no differences conceming the analysis mode efiects.

i

P = = =
iy o PRV

Survey Mode Design |
E = -
@h—wm]@E s

- Uiy Maods of Etnamng Mued Mose|

e
ey Lam
{ Rew } S R—— e
e

Select
de ) cawnirn | RS —

M i
PANIAn] © CANEARn) = AR Mot Ado) = ARt L)

FAPUALam) - AW A} + PAPMSE A = R Abn]

= Mode-effects can be found in some questions (17/40)
= For example “haw many fimes do you contact your parents”. “income safisiackion”. et

|

{ Paradata Collecting Process

contact (ouse type, mumber of household]

[ T —

© PAAILE) + CAWASR) = FAial Alsm) - CAWIS! Alma)

- s = £ ¥
{ intormation of surveyer | - Contoct information | PR a——
r e = [ Further Study
e — S
o (R
/ﬁ-‘&} ) Feacigg t Cartact Analysis data of 2014 survey result |
T e~ PO = To decompose the mode-effects fiom the other effects we need fo deeply analyze the 2014
st zepeac =y - Tost Contas
e [ e i
——Behad -‘iﬁ:ﬁ‘—/ = Also, with analysis using Paradata we can find oul methods of improving the household survey
| Compiate process
- o o Tatol Tme atSurvey - - -
ot las sanact ’<@f> I 2015 Mixed Mode Pilot Survey ]
o i \
[ T = Actually there are more complex and sequenfial mixed mode surveys used in the Feld survey
Suevey strategy. = In 2015, we will conduct sequential mixed mode pilot surveys using several mixed modes ke
- the infemet, mobile phones, and the face fo foce mode applied in sequential ways.
ena
iy

2015 GOR Conference

Feel free to contact: khshim@kostat.go.kr
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