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Disclaimer. These guidelines are generalizations based on research, but they do not represent an
exhaustive list of supporting literature research. Credentialing organizations should consult with a
market research professional because unique situations may require other evidenced-based
approaches and/or industry best practices. PSI believes this is a working document and any
feedback is highly encouraged. Please send your feedback to marketresearch@psionline.com.
Background. In February 2015, PSI released eBrief #5, Survey Best Practices. As Internet usage via
smartphones and tablets increase, PSI recognizes the need to ensure that mobile data
collection is valid and reliable. Failure to adapt survey practices to mobile platforms will lead to
increased incomplete responses and less reliable data. This eBrief intends to supplement the
Survey Best Practices eBrief.
Studies show that smartphones are increasing in use. Recent research shows a stark increase in
the use of mobile devices such as smartphones to both receive and respond to surveys. As early
as 2011, an estimated 6 billion mobile phone subscriptions worldwide existed, which grew to 7
billion by the end of 2014 (International Telecommunication Union Report, 2014, p. 1).
Furthermore, up to 3 million mobile users will have internet capabilities beyond SMS survey
potential.
PSI collected information about the use of mobile survey research and understand the benefits
of a mobile-focused approach to survey research. Multiple studies found that surveys by users on
a mobile device were completed on average 5 minutes faster (survey mean times were 17.9
minutes for computer-based versus 12.4 minutes for mobile), though this may significantly
increase based on the survey length (Buskirk, T. D., & Andrus, C. H., 2014, p. 9).
Time from invitation to initial response of the survey significantly differed between mobile and
email invitations. Surveys with invitations texted directly to a participant’s smartphone were
responded and started in an average of 171 minutes, a stark difference from emailed invitations
which led to an average start time of 734 minutes from initial invitation receipt (Buskirk, T. D., &
Andrus, C. H.,2014, p.17).
Mobile survey invitations lead to a minor increase in survey response rates when compared to
email invitations (74% vs. 70%) for individuals who completed the survey via a computer. For
individuals who responded with a mobile device, mobile invitations led to a 71% response rate
compared to 57% response rate from respondents who received an email invitation (de Bruijne,
M. & Wijnant, A, 2013, p. 6).
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Factors to Consider
Create a seamless experience across
devices. Layout may affect response
behavior if it takes respondents longer to
complete. Instead of designing for different
platforms, look for ways to optimize one
layout for compatibility across different
devices, such as using an app. Test surveys
on different devices and browsers.
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Questions should be short and direct. Small
screens do not work well with long
questions, and scrolling can cause
respondents to miss category options.
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Mobile surveys should be short. One study
provided evidence that surveys should take
less than 15 minutes to complete as a
means of minimizing impacts on
respondent satisfaction.
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International research describes Short
Message Service (SMS) surveys for
marketing research, but issues exist with the
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characters, single questions per message,
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ABOUT PSI
PSI has over 70 years of experience providing worldwide testing solutions to corporations, federal
and state government agencies, professional associations, certifying bodies and leading
academic institutions. PSI offers a comprehensive solutions approach from test development to
delivery to results processing, including pre-hire employment selection, managerial assessments,
licensing and certification tests, distance learning testing, license management services and
professional services. More information is available at www.psionline.com.
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