
7
Secrets of Successful 

Online Survey Campaigns



 

The 7 Secrets 

1. Define your target population and 

determine your sampling plan. 

2. Determine the type of data you would 

like to collect and the applicable 

question types. 

3. Design survey questions to avoid 

bias. 

4. Ensure that your survey is an ideal 

length, not too short and not too 

long.  

5. Keep scales consistent and well-

designed across a survey. 

6. Offer an incentive. 

7. Time the launch of your survey and 

subsequent reminders thoughtfully. 
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Taking on an online survey campaign can 

be overwhelming. How can you ensure 

that your campaign will be successful? 

This white paper offers seven best 

practices to help your online survey 

campaign not only go smoothly, but also 

yield high response rates and more 

actionable data.  

 

1. Define your target population 

and determine your sampling 

plan 
 

The target population refers to the 

individuals you are attempting to study. 

In the case of market research, this may 

consist of all customers who purchased a 

new product offering or all patrons who 

shopped in one of your stores. Likewise, 

in the case of employee feedback, this 

may comprise of employees from a 

specific department or even the 

organization as a whole. Nevertheless, it 

is crucial to properly define this group 

before collecting data. The sample, or 

subset, of individuals from whom you will 

collect survey data will ultimately come 

from this target population.  

 

After determining your target population, 

you will need to determine your sampling 

plan. This plan will outline how you 

gather respondents that will take your 

survey. There are two main types of 

samples: probability samples and non-

probability samples.  

 

Probability samples 

Probability samples are those that are 

truly representative of the target 

population. Therefore, the sample and 

the target population would maintain 

similar characteristics (e.g., age makeup, 

gender makeup, racial makeup, 

geographical location, etc.). Given that 

the survey sample is representative of 

the target population, the results of the 

survey could be generalizable to the 

entire target population.  

 

There are various kinds of probability 

samples. A simple random sample is 

collected using a lottery method. Each 

individual in your target population has 

an equal chance of being selected for the 

survey.  Systematic random sampling is a 

similar approach. However, rather than a 

lottery, you simply create a list of all 

individuals in the target population. 

Sampling would occur for every nth 

individual on the list (e.g., every 3rd 

person). 

 

A stratified sample is another approach. 

The target population is divided into 

groups or strata based on a characteristic 

of interest. Then, within each strata, a 

simple random sample is conducted to 

select survey respondents. For example,  
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if you were in interested in how different 

generations view technology, you could 

create separate strata for each 

generation and sample from within those 

strata. 

 

Cluster sampling entails placing everyone 

in your target population into one (and 

only one) group, or cluster. Using simple 

random sampling, specific clusters are 

sampled. Then, individuals from those 

selected clusters will be sampled for the 

survey. 

 

Non-probability samples 

If generalizability is not crucial to your 

survey campaign, you may also consider 

a non-probability sample. Non-probability 

samples may not be truly representative  

of the target population. However, they 

can be incredibly valuable for hard-to-

reach populations, such as customers in 

rural and remote locations. In addition, 

these types of samples can offer the 

benefits of convenience and greater cost-

effectiveness. 

 

Convenience sampling is named as such 

because it is the most convenient type of 

non-probability samples. Convenience 

sampling entails gathering survey 

respondents who are easily accessible to 

you. For instance, if tasked with quickly 

gathering employee feedback, you could 

easily place laptops outside of a common 

area to encourage colleagues to complete 

a survey.  
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Voluntary sampling is a type of 

convenience sampling. Voluntary 

sampling entails simply asking for 

volunteers to take your survey. In other 

words, individuals self-select themselves 

to take the survey. They may have a 

particular interest in the subject matter.  

 

Purposive sampling is used when you 

have a particular need or purpose in 

mind. If you know exactly from whom 

you would like to collect data, this 

approach is ideal. For example, if you 

would like to survey respondents on their 

experiences with your clothing store, you 

would only collect data from customers 

of that store.  

 

Quota sampling is similar to purposive 

sampling. It is used to ensure that you 

have included a particular segment of 

your target population. For example, if 

you wanted to compare the experiences 

of African-American and Caucasian males 

and females on college campuses, you 

might consider sampling from groups of 

African-Americans males, African-

American females, Caucasian males, and 

Caucasian females.  

 

Overall, for the most valid research, it is 

typically recommended to consider a 

probability sampling technique. 

Probability sampling, unlike non-

probability sampling, provides the 

greatest confidence in generalizing 

results back to a target group. 

Fortunately, tools like Ambivista’s 
proprietary EquiSample™ methodology 

can be of great assistance. However, 

ultimately the decision on target 

population and sampling technique will 

be governed by a variety of factors, 

including research purpose, criticality, 

and budget. 

 

2. Determine the type of data 

you would like to collect and the 

applicable question types 
 

There are two main types of data that 

you can collect for your survey: 

quantitative and qualitative.  

 

Quantitative research 

Quantitative data generates numeric data 

that is easily analyzed through common 

statistical methods. In particular, every 

response option on the survey 

corresponds to a respective numeric 

value.  

 

The primary goal of the quantitative 

approach is to uncover patterns within 

the data via numeric expressions. 

Quantitative data can measure behaviors, 

opinions, attitudes, and many other 

factors. Collecting this type of data is best 

for confirming already-established ideas, 

assessing impact, and tracking change 

over time.  

 

Various question types can be used to 

gather quantitative data. For example, 

Ambivista’s Survey Insights Suite offers a 

variety of options. Multiple choice, matrix 

http://www.ambivista.com/pulse-surveys/
http://www.ambivista.com/insights-survey-software-tool/
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table, rank order, dynamic sum, and side-

by-side question types are just some of 

Ambivista’s options that are ideal for 
gathering quantitative data.  

 

Qualitative research 

Qualitative data is less confirmatory and 

more exploratory in nature. This type of 

data is often used when you know very 

little about a topic and would like to 

explore ideas. The responses come in the 

form of words, phrases, sentences, and 

even paragraphs. The questions are 

open-ended and allow the respondents 

to answer in their own words. As such, 

qualitative data does not lend itself to 

traditional statistical analysis. However, 

options for analysis exist, such as 

thematic coding.  

 

The qualitative approach often offers 

richer data than quantitative. It can be 

used to gain insight into things that are  

 

 

typically deemed to be difficult to 

measure. For instance, you can tap into 

motivation, reasons, and thought 

processes of respondents.  

 

It is extremely simple to gather 

qualitative data using Ambivista’s online 
survey tool. Recall that qualitative data 

are best gathered using open-ending 

questions. Ambivista allows you to add 

text entries, which are ideal for open-

ended questions.  You can allow space 

for a single line response (for a short 

phrase or sentence), a multiple line 

response (for short paragraphs), or essay 

text (for long responses). 

 

In most surveys, it is typically ideal to use 

a combination of quantitative and 

qualitative questions. Quantitative 

questions provide an opportunity for 

respondents to rate impact on a numeric 

scale. Likewise, qualitative questions 

allow respondents to explain their  
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ratings. When both data types are used in 

conjunction, researchers are able to 

gather a richer perspective of their target 

population than with either approach 

used individually. 

 

3. Design survey questions to 

avoid bias 
 

Designing survey questions to avoid bias 

can be difficult. However, it is crucial. If 

survey questions are biased, the 

conclusions gleaned from those 

questions will likely be biased as well. 

Conversely, when questions are asked 

effectively, this will reap valuable and 

insightful data.  

 

Leading questions 

Avoiding leading questions is critical in 

preventing bias in your survey questions. 

Leading questions have wording that is 

non-neutral. These questions tend to 

sway the survey respondent in one 

direction. For example, “How upset do 
you feel about the recent employee 

benefit changes?” may lead respondents 
to express negative feelings toward the 

changes. A better non-leading question 

may be, “How do you feel about the 
recent employee benefit changes?” 
 

Absolute questions 

Writing questions that contain absolutes 

can also be problematic and lead to bias. 

For instance, a question containing an 

absolute is the following yes/no question: 

“Do you always exercise after work?” The 
absolute makes it incredibly difficult for 

respondents to answer the question. 

What about individuals who sometimes 

exercise after work? They may be torn as 

to how to answer. The question is 

phrased with such a rigid requirement of 

always exercising after work. A better 

approach would be to ask respondents, 

“How often do you exercise after work?” 
and simply offer various response 

options to indicate frequency (e.g., never, 

seldom, sometimes, etc.).  

 

Loaded questions 

Loaded questions can also contribute to 

bias. A loaded question makes 

assumptions about the respondent. 

These assumptions may not be accurate. 

The question may force respondents to 

answer in such a way that does not 

accurately reflect their views. For 

example, “What type of food do you feed 
your dog?” makes the assumption that 

the respondent has a dog. If the 

respondent answers the question, he or 

she is admitting to having a dog. If the 

respondent does not have a dog, the 

survey is yielding dishonest data. A better 

approach would be to split the question 

into two by changing one to a 

qualification question. A good 

qualification question for the example 

would be, “Do you have a dog?” Then, 
follow-up with the subsequent question 

being, “What type of food do you feed 
your dog?”  
 

Double-barreled questions 

Double-barreled questions on your 

survey can also lead to poor quality data. 

Double-barreled questions are those that 

attempt to ask the respondent two 
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questions at once. For example, “How 
satisfied are you with our pricing and 

customer service?” is simultaneously 
asking respondents to evaluate their 

perceptions against two independent 

factors. This not only makes it difficult for 

respondents to answer, but it also makes 

it more difficult for researchers to gather 

an accurate assessment. As with loaded 

questions, consider splitting these out 

into separate items: “How satisfied are 
you with our pricing?” and “How satisfied 
are you with our customer service?”  
 

By avoiding these bias-inducing survey 

pitfalls, your data will be more accurate, 

your respondents will feel more 

empowered, and your insights more 

actionable.  

 

4. Ensure that your survey is an 

ideal length, not too short and 

not too long 
 

Creating a survey that is too short can be 

a waste of time and effort. Using too few 

questions in your survey can lead to gaps 

in your data. Ultimately, the results of the 

survey may not paint a complete picture.  

 

However, too lengthy of a survey can lead 

to problems as well. When your survey is 

too long, it may lead to respondents not 

answering all of the questions or simply 

abandoning the survey. This may occur 

because respondents are bored, tired, or 

have excessive survey fatigue. On the 

other hand, a lengthy survey can also 

lead to respondents rushing through the 

survey to complete it. Spending less time 

on each question can lead to inaccurate 

data since respondents may not fully 

comprehend questions if rushing.  

 

There is no ideal length of time that a 

survey should take to compete, although 

we find that most respondents can stay 

engaged with surveys that may take up to 

15-20 minutes to complete. You should 

consider various factors when trying to 

determine your survey length. You 

should consider the relationship between 

you, the survey creator, and the 

respondent. Is the respondent a loyal 

customer to your brand? Or have you 

never interacted with the respondent 

before? A loyal customer may take more 

time and put more effort into completing 

the survey than someone with whom you 

have more limited familiarity.  

 

Further, you should consider whether the 

respondent cares about the subject 

matter of the survey. If the survey 

contains material that the respondent 

resonates with, he or she is more likely to 

take the survey seriously. Consequently, 

he or she may spend significantly more 

time answering the questions.  

 

Finally, you should consider if 

respondents believe that their input will 

be taken into consideration.  If 

respondents believe that their input will 

be considered with regard to the 

implementation of change, they may be 

more likely to answer the survey carefully 

and honestly. Particularly, they will take 

more time on each question as they 

consider their responses. 

 

In all, try to experiment with different 

survey lengths depending on your survey 

objectives. A twenty-minute survey can 

be great for gaining more comprehensive  
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feedback on an infrequent basis, whereas 

a five-minute pulse survey can be 

excellent for more frequent and focused 

feedback. Regardless of length, be sure to 

continuously monitor the health of your 

surveys, such as with the Campaign 

Dashboard built into the Ambivista 

Survey Insights Suite. This allows you to 

adapt your strategies on the fly, as 

needed.  

 

5. Keep scales consistent and 

well-designed across a survey 
 

Scales can be incredibly useful on a 

survey. They can yield rich disaggregated  

 

 

 

data. However, when not designed well, 

scales can be confusing for respondents 

and make data analysis difficult.  

 

Scale consistency 

One of the best practices for scale 

creation is to keep all questions within 

your survey on the same scale, if 

possible. Specifically, all questions should 

have the same labels and accompanying 

numeric values. When all of the questions 

have the same response options in the 

same direction, it makes things easier for 

both you and the respondent. 

Respondents are more easily able to 

process the questions, thereby leading to 

http://www.ambivista.com/pulse-surveys/
http://www.ambivista.com/insights-survey-software-tool/
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less survey fatigue. For you, having all of 

the questions on the same scale can lead 

to easier data collection and analysis. You 

can easily compare across questions and 

across time.  

 

Scale length 

The best-designed scales are those that 

are not too long. Long scales become 

confusing for respondents. Although 

researchers have not agreed on the ideal 

scale length, the general consensus is 

that a scale should contain between five 

to seven response options. If you expect 

that your data will be fairly balanced 

between positive and negative responses, 

a 5-point scale is best. However, if you 

expect your data to skew in one direction 

or the other, a 7-point scale is better.  

 

Scale numbering 

Deciding between even and odd number 

scales can be difficult. An odd number 

scale provides respondents with a 

midpoint response, or a “neutral”. On the 
other hand, an even number scale forces 

respondents to choose one side or the 

other. Be very careful in your use of even 

number scales. Respondents may be 

forced to choose a side when they feel 

that they are truly neutral. This can 

impact the survey’s validity and the 
accuracy of your results.  

 

If you would like to take some of the 

guess work out of building scales, 

consider leveraging the dozens of 

research-backed automatic scaling 

options within the Ambivista Survey 

Insights Suite.  

 

 

 

 

6. Offer an incentive 
 

If you are looking to increase the 

response rate of your surveys, offering an 

incentive is a great way to do so. An 

effective incentive must be valuable 

enough to capture the respondent’s 
attention. However, it should not be too 

valuable such that it overvalues their 

time.  

 

Monetary incentives 

There are two main types of survey 

incentives: monetary and non-monetary. 

Examples of monetary incentives include: 

cash, checks, money orders, gift cards, 

and coupons. Monetary incentives are 

typically the easiest to distribute to 

respondents through mail, email, or 

online payment systems (e.g., PayPal). 

Cash tends to be the most appealing to 

survey respondents and is most effective 

at boosting response rates. However, 

coupons tend to lead to less financial loss 

for organizations. Coupons cost you less 

money and ultimately drive the 

respondents to purchase from your 

business. 

 

Non-monetary incentives 

Non-monetary incentives offer an 

alternative to monetary incentives. These 

include things such as: thank you gifts, 

sample products, and charitable 

donations. Gifts and products can be 

valuable because they are physical items 

that the respondent can see and touch. 

Likewise, charitable donations are 

beneficial because they make 

respondents feel 

good about 

contributing to a 

greater cause. 

 

http://www.ambivista.com/insights-survey-software-tool/
http://www.ambivista.com/insights-survey-software-tool/
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Budget 

Before deciding what incentive will work 

best for your survey campaign, you 

should consider various factors. Perhaps 

the most important factor to consider is 

your budget. This is because your budget 

will largely dictate whether you proceed 

forth with a standard incentive or a 

lottery (a chance to win the incentive). 

One of the greatest downfalls of a lottery 

is that the respondent is not guaranteed 

the incentive. However, a benefit of a 

lottery incentive is that it can be of higher 

monetary value. 

Timing 

Timing of the incentive is also crucial to 

consider. Will you offer the incentive 

upon the respondent beginning the 

survey? Or will you only provide the  

incentive after the respondent has 

successfully completed the survey? 

Providing the incentive early in the 

process can greatly increase response 

rates. However, offering the incentive 

later ensures that you have a more 

complete dataset. 
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Appeal 

The target population of the survey is 

also important. You have to understand 

your population’s motivation for 
completing the survey. The incentive 

should be appealing to the majority of 

the members of your target population. 

The incentive should also be something 

to which the majority of respondents can 

get access. 

 

Finally, it is important to think about how 

you will deliver the incentive to 

respondents. It could be impractical to 

distribute physical products and gifts to 

online survey participations, as they 

would have to be mailed. Gift cards, 

online coupon codes, and cash (via 

PayPal) may be more feasible in such 

cases.  

 

When considering how you will 

incentivize your respondents, take into 

account your target population and 

budget. While cash is typically king in 

most cases, simple non-monetary 

expressions of gratitude can be largely 

effective as well. 

  

7. Time the launch of your survey 

and subsequent reminders 

thoughtfully 

 
Timing of an online survey launch can 

heavily impact how good of a response 

rate you will get. Before sending out a 

link to your online survey, think about 

when potential respondents are most 

likely to check their email, social media 

account, or whatever medium you 

choose for distribution. Also, consider 

when these potential respondents will 

 have time to complete your survey. You  

 

should consider these factors in light of 

characteristics of your target population 

(e.g., age, employment status, etc.). For 

examples, college students will have 

more time and flexibility during the day 

to complete your survey. However, 

working professionals may not have the 

time during the day to complete the 

survey due to work-related constraints. 

 

Survey launch 

The general consensus is to avoid busy 

days of the week when launching your 

online survey. Sundays are best for 

surveys of the general population. For 

employee-related surveys, Fridays tend to 

work best. For everyone, the middle of 

the week is typically the most hectic, so 

you should avoid launching on Tuesdays, 

Wednesdays, and Thursdays. 

 

Survey reminders 

Reminders about your survey can help to 

increase your response rate. The 

reminders target individuals who may not 

have had the time to complete the survey 

the first time around. The best practice is 

to send reminders at increasing intervals 

as the survey close date approaches. For 

example, reminders may initially be in 

five-day intervals. However, the week of 

survey close, consider having three-, one-, 

and final-day reminders. Your reminders 

should be sent on different days each 

time. For some potential respondents, a 

particular day may not be good for them. 

By sending the reminder on different 

days, it offers those individuals some 

additional flexibility for response.  

 

 

 

 



                                                                                                                                                                     The 7 Secrets of Successful Online Survey Campaigns | 13 

 

 

Choosing the right tool for your 

survey campaign  
 

There are so many online survey tools 

from which to choose. It can be 

overwhelming. When considering which 

solution is right for you, think about 

which is most-fitting in helping you 

design and administer your survey, 

conduct your analysis, and report your 

results. The Ambivista Survey Insights 

Suite allows users to design and 

administer beautifully-tailored and 

personalized surveys, easily analyze data, 

and generate boardroom-ready reports  

 

 

 

with the click of a button. What’s more, in 
the event that you still have questions or 

require the expert touch in your survey 

campaigns, Ambivista’s staff of Ph.D.-level 

survey consultants would love to help!  

 
 

 



 

About Ambivista 

‘am-bē-vis-tə’ 

 

Ambivista, taken from the Latin prefix ambi (around) and the Spanish word vista 

(view), is an online survey and research firm. With our staff of techies and 

Ph.D.’s, we offer industry-leading technological solutions and best-practice 

oriented research consulting services. These offerings provide clients with an 

opportunity to gain a complete view of their environments, including but not 

limited to employees, customers, and potential customers. 

 

Visit ambivista.com today to take a test drive of our Survey Insights Suite and 

learn more about how our solutions can transform your business! 
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