Making your online surveys work for you
We recently filled out a survey from a supermarket (part of large national
chain) which asked us to rate their cashiers on a scale of 1 – 5. We gave
them a “5” of course. These cashiers are great people; they are always
cheery, helpful, fast… so definitely a “5”.
Now, ask me how relevant are these cashiers are my shopping experience?
The answer is “0”. Totally irrelevant. In my perfect world, an RFID chip
would keep a tally of everything I put in my cart. Then, as I head towards the
exit, a screen would tell me what I purchased, how much I owed and allowed me to pay there either by
card, mobile app or, better yet, I would have a “tab” open as the grocery store which would be linked to
my bank account and the money would be deducted from there.
In other words, shopping at a grocery store would be equal to shopping online. No cashiers.
Scales of 1-5 are just one of the many ways in which surveys might give us inadequate or even wrong
information.
At CEO we have a developed a “bias-less” survey where we serve our questions in the forms of sliders
individually. To see an example, click here:
https://www.questionpro.com/a/TakeSurvey?tt=1QWdTYDM3S8%3D
This is an example of a slider:

The sliders eliminate bias several ways:
•
•
•
•

There is no validation bias: we study all the metrics that might affect your business. We do not
limit ourselves to a handful of factors.
There is no content bias: Because we serve questions one by one, the person responding can’t
guess where we “are aiming at” (as it happens with Scales 1-5).
There is no order bias, of course, because questions are served randomly and the position of the
factor in the slider is also random.
There is no respondent bias as all customers are surveyed.

Finally, our sliders measure both, the relevancy of the factor for the responder and the score itself.
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Here are some examples of surveys we have personally experienced in the past few months and
why they might not give you the information you think they are.
Scale of 1-5
This is probably the most prevalent survey out there. However, as questions are grouped, it is easy to see
where the survey “is going” leading to a
content bias.
In addition most of the answers will be between
3 and 4, giving the client little or no intelligence
at all. Another drawback is that there is no data
on how relevant each item is for the
respondent.
For example, is completing my request in a
timely manner more important or less important
than, say, the adequacy of menu options?
The same reasoning applies to this local sushi
restaurant. Is location more important than
price? Is accuracy more important than taste?
You will never find out from this survey.
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Pseudo NPS
This is an interesting hybrid. The
typical NPS (Net Promoter Score)
scale is 0-10. However, this one
begins at “1”.
However, from a human point of
view, this is a confusing scale: if “4”
is “average”… what is “5” which is
right in the middle?
From a human perspective, what is
the difference between “7” and “8”
in terms of a receptionist?
And, of course, it doesn’t really
measure just how relevant each
factor is to your experience
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Confusing Scoring
This survey asks for satisfaction to the
exclusion of rating or relevance.
While it is a good direction, there is still
no measure of just how relevant each
factor might be for either your
experience today or your likelihood of
patronizing them again.
For example, let’s say you are not all
that satisfied with the food and/or
beverage you purchased, but you use
the café, as many do, as an informal
meeting place, your satisfaction would not affect your willingness to return to the café for another
meeting.
While then, this screen might force you to rethink your entire experience.
Had the questions be served
individually, you might have been
“satisfied” with the overall store
layout.
However, when seeing all the
questions in the same place, your
inability to find something might
completely affect your satisfaction
with the whole store layout.
This is one of the clearest
examples of content bias, where
one question affects all questions

CEO Analytics, LLC • 1951 NW 7th Avenue, #600, Miami, FL 33136
info@ceo-bi-analytics.com • www.ceo-analytics.com • +1-305-215-7229

Page 4

Confusing Screens

An important element of any survey is the time that it takes to finish it. People lose interest and quit at
around the 2 minute mark and 3 minutes is difficult.
Over 3 minutes is doable, but only if the reward is high or if you keep the survey flowing well.
When presented with this screen, we first to try guess the direction that elements are following: is it going
down, or is it going to the right? To do that, a person will first read the content, then validate the direction,
then search for your own hometown. This adds a huge amount of time and could have been solved by
either a dropdown menu or an alphabetically-ordered list.
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Bad or unexplained wording definitely affects results. In this
particular survey, we found many such problems:
Ethnicity
• The “over 50%” choices might lead to confusion among many
respondents.
• There is no explanation as to difference between being “over
50% Hispanic” and “over 50% Latino” and, in fact, the terms
tend to be used interchangeably.
Income
• There might be confusion among many respondents with the
use of the word “mean”.
• However, the word “mean” itself might confuse other
respondents, as the word is associated with time, so it would be
“mean” over a number of years.

This is another example of a screen
that can be both, confusing and too
lengthy for an average respondent.
The confusion might stem from how to
accumulate functions. For example, if
you are in “education” could you also
be in “editorial”?
Another source of confusion might be
overlapping descriptions: What is the
difference between, say, “audience
development” and “circulation”? A
person answering the survey may
spend valuable time trying to figure
that out.
Finally, in being so lengthy, a person
might spend too much time reading all
of the options, figuring out which ones
apply to him/her and then more time
answering all the pertinent ones.
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Too many options
The objective of a well-crafted survey is to
obtain actionable information.
Filling the survey with too many options,
and especially with too many options
which can be chosen at the same time, will
not result in actionable intelligence.
This survey from a national newspaper has
that problem. The question of “Why do
you subscribe to the (national
newspaper)” can have many answers in
many directions.
Allowing a respondent to choose all of
them, especially where there is no scoring
and/or relevance will practically assure
that no actionable intelligence will be obtained. In this case, for example, do “reasonable price” and “good
value for money” trump “makes me more knowledgeable”? There is no way to obtain relevancy from this
list.

This LinkedIn survey suffers from the same
problem. One could, conceivably, be happy
with every single item on the list. If a person
were to be happy with even 6 of the 9 items
listed, it would make it difficult for
management to make accurate decisions.
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This survey, from a
local business
newspaper has the
same problem. One
can reasonably
subscribe for all of the
reasons listed.
But there is no way in
which the survey can
measure the relevance
of each factor and help
management improve
the paper.
In this specific case,
there are many answers that are not comparable. For example, a reader might have visited the site to
access business information in other cities and done so by following a link from social media. However,
followed a link from social media is hardly a reason to visit, it is a way to access the site.

This screen –which could be
from any number of tech
surveys—presents the same
challenges, too many options and
poor visual design. This usually
results on people taking
shortcuts such as answering
down an entire column or
skipping some altogether
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The multitude of options in this particular screen interferes with the very useful questions, which measure
the actual relevance of each factor in choosing a facility.

There are 16 different factors in this question. We solve this problem by serving each factor independently
and using sliders. From a respondent perspective, reading all the factors, then “comparing” each factor
internally, then going back to evaluate each factor will mean that a respondent might spend as much as 4
minutes in this chart alone.
This survey has the same problem.
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Each of the questions might have an effect on how the person evaluates all the others. Or, worse, maybe
the visually complex questionnaire will lead a respondent to skip it or, worse, give everything a “5”

This survey on marketing automation also presents a
situation in which each question might affect the
evaluation of all questions.
A marketing automation user might have considered that
“managing the quality” was a major challenge. However,
upon reaching “integrating data from different systems”
the respondent might conclude that that particular factor
is even more challenging and change the response to the
first one.
There is also the very human reaction of not wanting to
have everything be a major challenge. Some
respondents might be tempted to “allocate” the answers
resulting in say, 1 “major” challenge, 2 “minor” ones and
6 “moderate”.

This specific survey presents an interesting problem:

It is a very straightforward question: do you want more or less of each specific content. From a human
perspective, however, there is a tendency to “second-guess” some of the choices and think about what
they would mean. For example, would choosing more “video interviews” reduce the space given to
“webinars”? This example of content bias is why we serve our questions individually.
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Bottom Line
CEO has developed a unique set of tools and methodologies that will give you truly actionable information
about what your customers love about you and are eager to spend money on, about how to better reach
and persuade your customer and the Business Intelligence to act on the results.
For more information or to book a one-hour free, no-pressure, no-hard sell consultation, please email us
at info@ceo-bi-analytics.com
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