[bookmark: _GoBack]NEO Tip Sheet: Maximizing Response Rate to Questionnaires
People often wonder how to determine how many people to invite to complete a questionnaire. Online sample estimators are available to answer that question.[endnoteRef:1] However, the number you ask is not nearly as important as the percentage who respond. You should put as much thought into designing your distribution process as you put into designing the questionnaire.  [1:  Survey Monkey. Sample Size Calculator. ] 

Multiple personalized contact
Contacting your respondents multiple times is the single most important thing you can do to enhance response rate. The Dillman Tailored Design Method[endnoteRef:2] is a distribution schedule that has strong evidence to back its effectiveness: [2:  Dillman DA, Smyth JD, Christian LM. Internet, phone, mail, and mixed-mode surveys: The Tailored Design Method. Hoboken, NJ: Wiley; 2014.] 

· Preliminary invitation email without URL to questionnaire (Day 1)
· Invitation email with URL (Day 3)
· Reminder email with URL (Day 7) sent to respondents
· Reminder email with URL (Day 13) sent to respondents
Personal communication
Your invitation emails are your appeal to respondents for their participation. The following information will help you get their attention:
· Promise them confidentiality, explaining the few people who will be able to identify their responses. 
· Include signature lines from someone respondents know, preferably someone who is well-liked or an authority figure.
· Explain how they benefit from participating in the questionnaire.
· Promise them confidentiality, describing the few people who will be able to identify their responses. (If no one can attach their names to their responses, then you can promise anonymity.)

Check out page 11 in Booklet 3 of the Planning and Evaluating Health Information Outreach Projects for a more thorough checklist specifically for invitation emails.[endnoteRef:3] [3:  Olney CA, Barnes SJ. Collecting and analyzing evaluation data. Seattle, WA: National Library of Medicine; 2013. ] 

	Checklist

	· Do you have an email schedule that includes multiple contacts with respondents? 
· Did you personize the greeting in your invitation email, addressing the respondent by name? 
· Did you incorporate attention-getting features in your preliminary and invitation email?
· Did you include an incentive? (optional)
· Do you incorporate the recommended design features?
· Did you pilot-test your questionnaire, both the questions and the email distribution process?
· Did your pilot test confirm that your questionnaire is mobile-device friendly?


Incentives
Research shows that incentives can be helpful if you have the budget for them. Cash seems to work better than non-cash incentives such as gift cards. Amounts do not have to be large: $2-$5 are the sweet spot. After that, the return-on-investment diminishes. The most surprising but consistent finding is that incentives sent with the first invitation email are most effective. Incentives contingent on participation do not work as well. If you do not have a budget for incentives, don’t worry. Sending personalized communication (that is, invitation emails) are more effective in boosting response rate than incentives are.[endnoteRef:4] [4:  Singer E, Ye C. The use and effects of incentives in surveys. Annals of the American Academy of Political and Social Science; 2013; 645(1): 112-141.] 

Design elements
Certain elements of your questionnaire can impact response rate. You want respondents to finish your questionnaire from beginning to end. Here are some tips to keep in mind:
· Keep the questionnaire short: If you have many questions you want to cover, consider micro-surveys sent multiple times to the same respondents. Or you could randomly assign your respondents to two groups and send half of the questions to each group. 
· Consider one-question per page format: An estimated 64% of adults in the US own smartphones and 12-15% of young, nonwhite or low-income residents are dependent on smartphones for online access.[endnoteRef:5] If you think a significant number of your respondents will use a smartphone to take your questionnaire, make sure scrolling is minimized. To be safe, put one question per page. Also, long matrix-like or “Check all that Apply” questions do not lend themselves to mobile phones and tablets.  [5:  Smith, A. US smartphone use in 2015. Pew Research Center, April 1, 2015 (accessed July 3, 2015).] 

· Use a “progress” bar: Put this bar at the top of the questionnaire so that people can see they are progressing toward the end of your questionnaire. If they see that the end is in sight, they’re more likely to keep going.
· Avoid requiring them to reply to any given questions. You should only force people to answer a question if you need to use skip logic. For example, if your questionnaire is for people who have used your library, you should require respondents to answer “Have you ever used our services?” so you can skip non-users to the end of the questionnaire.
· Start with interesting, easy questions: Interesting means questions that will attract respondents’ attention. Easy means something quantitative, like a “Yes/No” or “Multiple Option” formats. Avoid open-ended questions (too hard to answer when people are just warming up). Avoid demographic questions, which tend to fall into two categories: boring or offensive.
· Use demographic questions with caution: Demographic questions (race, gender, income) should do one of three things: 
1) help you skip respondents past questions that don’t apply to them 
2) allow assessment of response bias 
3) permit meaningful group comparisons. 
If they don’t pass this test, you probably don’t need them.
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