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Two purposes for conducting study:

3. Pragmatic institutional desire to better
understand the needs and experiences of
students regarding academic and career advising

2. Comparative evaluation of commonly used
survey modes, as well as a test of the effects of
incentives and reminders on response rates and
data quality
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e Do web, phone and paper surveys yield comparable
data?

e What impact does an incentive make on response
rates in a university campus environment?

— Incentive was entrance into a drawing for multiple awards
of $100.

e Do reminders make a significant difference on
response rates in web surveys?
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Established Findings

— Incentives consistently enhance response rates in
paper/mail and telephone surveys

— Multiple contacts (reminders) consistently increase
response rates in paper/mail and telephone surveys

— Mode of data collection can affect survey data quality
e Order effects
e Visual v. aural processing
e Technology effects
e Interviewer effects

“* Findings are mixed and inconclusive
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Survey Groups

Follow-up Incentive Initial
Mode Group Procedure Mentioned Sample Size

s 1 4 wave mailing no 500
2 4 wave mailing yes 500
Phone 3 4 attempts no 500
4 4 attempts yes 500
3 none no 500
6 none yes 500
g'eb / 4 attempts no 500
38 4 attempts yes 500

Total 4000
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Demographics
BYU BYU
Survey Population Survey Population
Gender Age
Male 48% 51% 19 or younger 27% 29%
Female 52% 50% 20-22 38% 38%
Class Standing 23-25 29% 29%
Freshmen 20% 23% 26+ 6% 5%
Sophomore 21% 21% Marital Status
Junior  22% 21% Single 75% 79%
Senior 36% 34% Married 25% 19%
Divorced/Other 0% 2%
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Response Rates

Survey Groups

Follow-up Incentive | Completed | Response
Mode Group Procedure Mentioned Surveys Rate
Paper 1 4 wave mailing no 315 68%
2 4 wave mailing yes 336 1%
Phone 3 4 attempts no 382 79%
4 4 attempts yes 368 79%
5 none no 136 27%
6 none yes 171 34%
Yieb 7 4 attempts no 320 64%
8 4 attempts yes 315 64%
Total 2343 60%
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Non-response effect: Gender

Group Composition: Gender
Chi Square=9.89, p<.002

61%

| 51%
] »49%

39%

No reminder (Groups 5 and 6) Reminder (Groups 1-4, 7-8)

—o— Male —=— Female
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Reminder effects

Importance of Factors for Selecting Major
(1=Not important", 5="Very important")
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Q3a. Liked the Q3b. Time to Q3c. Q3d. Eventual Q3e. Q3f. High Q3g. Path to
subject * graduation * Alignment career Employment income graduate
with skills or lifestyle opportunities potential school *
aptitudes
—e— No reminder groups —=— Reminder groups
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Mode Effects

Importance of Reasons for Selecting Major
(1="Not at all important", 5=Very important")

A

Q3a.Liked Q3b. Time to Q3c. Q3d. Eventual Q3e. Q3f. High Q3g. Path to
the subject* graduation*  Alignment career Employment income graduate
with skills or lifestyle opportunities potential school
aptitudes * *
—e— Paper —=— Phone Web
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Mode Effects

Academic Advising Needs
(1="No need", 5="Very high need")

Q6a. Class Q6b. Dropping Q6c. Selecting Q6d. Entering Q6e. Clarifying
selection? or adding or changing a Limited requirements
courses?* major? * Enrollment  for graduation?
Programs? * *
—e— Paper —=— Phone Web
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Mode Effects

Satisfaction With Help Received
(1="Very dissatisfied", 5="Very satisfied")
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Q8a. Class Q8b. Dropping Q8c. Selecting Q8d. Entering Q8e. Clarifying
selection? * or adding or changing a Limited requirements
courses?* major? Enrolilment  for graduation?
Programs?* *
—e— Paper —=— Phone Web
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— Findings
Mode Effects

Rating of Advisors
(1="Strongly disagree", 5="Strongly agree")
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Q13a. Ready and Q13b. Q13c. Interested Q13d. Sensitive Q13e. Q13f. Willingto Q13g. Familiar Q13h. Enjoyed
available when Knowledgeable in student to needs Approachable help with other advising
needed university
resources

—e— Paper —=— Phone Web
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Mode Effects

Mean Ratings: Adequacy of Information About ...
(1="Very adequate, 5="Very inadequate")

2.4 = %g
2.3 M — 122
21
Q24. Choosing a career Q25. Getting a job
—e— Paper —=— Phone Web
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Variable or Incremental Costs

Cost/ Cost per
Total |Initial Initital Completed Completed
Mode Cost N mailing  Surveys Survey
Paper $4,275 1,000 $4.28 651 $6.57
Phone $1,017 1,000 $1.02 750 $1.36
Web $214 2,000 $0.11 942 $0.23
Total $5,506 4,000 $1.38 2,343 $2.35
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Fixed or Start-up Costs

Paper =
— Computers, Printers, Scanners ] .
Phone —

— Computers, Phone bank, CATI Software, Programming
Web
— Computers, Servers, Web Software, Programming
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Fixed Variable
Mode Cost Cost Total N Total Cost
Paper $2,000 $4.28 1,000 $ 6,275
Phone $15,000 $1.02 1,000 $ 16,017
Web $20,000 $0.11 1,000 $ 20,107
Paper $2,000 $4.28 5,000 $ 23,375
Phone $15,000 $1.02 5,000 $ 20,085
Web $20,000 $0.11 5,000 $ 20,535
Paper $2,000 $4.28 25,000 $108,875
Phone $15,000 $1.02 25,000 $ 40,425
Web $20,000 $0.11 25,000 $ 22,675
Paper $2,000 $4.28 100,000 $429,500
Phone $15,000 $1.02 100,000 $116,700
Web $20,000 $0.11 100,000 $ 30,700
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e Paper

— From 1st mailer to end using Dillman
method is 6 — 8 Weeks before you
can start analyzing data

e Phone survey

— Depends on your persistence and
response rate, number of callers

e Web survey

— 1-2 weeks from first notice if using
reminders, 3-4 days if no reminder is
used

Time Comparisons

www.StrangeCosmos.com
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summary

Reminders positively impacted response rates for web
surveys.

Incentives positively impacted response rates.

Women were more likely to respond to initial survey
invitation, creating possible gender effects.

Responses in paper and web modes were similar—but
phone responses were somewhat different.
a. Order (recency) effects?

b. Settled response?
c. Interviewer effects?

Testing in a closed, homogeneous population protected

against coverage error, but may have created a false
sense of security regarding non-response error.
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= Implications for |.B. Professionals

e Web surveys can shift the bottleneck
— From gathering data
— To processing & reporting results

e Sample size is not as big of an issue
— Assumption of access and use of e-malil

"You should check your e-mails more
often. | fired you over three weeks ago."
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e E-mail may be a more stable address

o Ubiquitous use of cell phones may make phone
surveys more difficult to complete
e Cost to maintain and verify mailing address

— Undeliverable mailers still cost postage
— No cost (except time) for undeliverable e-mails
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Policy issues—SPAM, web surveys; multiple mailings,
etc.

Applying research methods to more open and
diverse situations or environments.

Evaluate the additive value of iterative reminders by
mode.

Evaluate varying time intervals for web reminders.
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Thanks for Listening!
Contact information

e Steve Wygant steve_wygant@byu.edu
e Danny Olsen danny_olsen@byu.edu
e Vaughn Call vaughn_call@byu.edu
e Joseph Curtin joseph_curtin@byu.edu

http://assess.byu.edu/assessmentweb/unitreview/iaa/presentations/index.html

N

SHHTTTEIi i


mailto:steve_wygant@byu.edu
mailto:danny_olsen@byu.edu
mailto:vaughn_call@byu.edu
mailto:joseph_curtin@byu.edu
http://assess.byu.edu/assessmentweb/unitreview/iaa/presentations/index.html

