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Co je device agnostic vyzkum?

/il that apply.

Chocolate or chocolate covered candy

Energy bars/Mutrition bars

Potato chips

past4

Q
=
(©)
=
o
+—
—_
@©
=
0]

Energy bars/Nutrition bars

Breath Mints/Strips

Non-chocolate candy

Potata chips

bf these have you, yourself, eaten in the past 4 wem

Pretzels

Breath Mints/Strips

None of these

Cookies

Non-chocolate candy

Test-v2
f these have you, yoursel

If that apply:

ocolate o chocolate covered candy

Cookies

Breath Mints/Strips

Potato chips

None of these

Pretzels

Energy bars/Nutrition bars

Non-chocolate candy

IKANTAR

v Dotaznik musi mit spravny design na
vSech zafizenich.
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v' Respondent rozhoduje, na jakém
zarizeni dotaznik vyplni.

v' Dobra zkusenost bez ohledu na
zarizeni.
v Prlizkum se otevie co nejsirsSi skupiné.

Spatny design je odrazuje a ovliviiuje
jejich ochotu ucastnit se vyzkumu.
* Nemoznost vyplnit dotaznik na mobilu

muze byt ddvodem odchodu
respondentu z panelu.

* Vice nez 50 % respondentu uvadi, ze ﬁ ]]
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Co je device agnostic vyzkum?
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‘Which of these brands do you think...?
Select all the brands you think this applies to.
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v’ rozpoznani zafizeni
v' moznost volby zafizeni
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Which
Select all the brands you think this applies to.
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Co je device agnostic vyzkum?

Co musim ve svém vyzkumu zménit?

Responzivni design pruzkumu spole¢nosti Kantar zajiSt'uje optimalni zobrazeni dotazniku na vSech zarizenich.

Délka dotazniku
p )
< 15 minut Méné znaéek/atributt

Maximalné: 15 moznosti Méné otevienych otazek
odpovédi na otazku . e . .

P s . Dvé nebo méné OE Format otazek
Optimalni: 7 nebo méné

moznosti odpovédi 160 a méné znaku

IKANTAR 6



Pro¢ by mél byt online vyzkum device agnostic?

1. Délka dotazniku ovliviiuje kvalitu dat a drop out rate

Drop out rate (%)

Seconds
o N - [=>] [=4]

6 11 16 21 26 31 36 41

-

6-10 min 11-12 min 13-15 min 16-20 min 21-25 min 26-30 min 31+ min

Number of questions

Starts to grow
40% significantly after
15t repetition

wgingthe 30%

same answer
to all five 20%
statements
10%
0% | t t t t t t
1 6 11 16 21 26 31
Number of questions

IKANTAR



Pro¢ by mél byt online vyzkum device agnostic?

2: respondenti, ktefi odpovidaji pouze z mobilnich telefonl, maji zasadni vyznam

* NejcCastéjSim zafizeni pro pfipojeni k internetu
* Noveé rekrutovani panelisté preferuji mobilni telefon

* Indikace novych trendd

» Integrace mobilnich telefond = data "odolnéjSi vici budoucnosti" a méné podléhajici zmé&nam.

M Mobile-centric
Time spent on mobile/toblet iz
greater than on PC

m Borderline
Time spent on mokbile/tabletis
within 10 percentoges points of
time spent on PC

PC-centric
Time spent en PC is greater than
time spant on mokile/tablet

Time spent on devices daily across 56 countries
Weighted by internet usage

Connected Life, 2016

IKANTAR

Recruitment by Device — Q1 2017

100%
80%
60% m Phone
m Tablet
40%
mpPC
20%

0%

Source: Kantar TNS Connected Life, 2016; Profiles



Pro¢ by mél byt online vyzkum device agnostic?

Zahrnuti mobilnich respondentl poskytuje udaje, které bychom jinak nemohli ziskat.

Q: [Client] has a useful mobile app

60%
51%
50%
43%
40%
31%
30% 26%
20%
20%
10% l
0%
Strongly agree Agree Neither agree nor
disagree

m PC = Smartphone

IKANTAR

5% 4o 0

1% 4% 204
[ | -
Disagree Strongly disagree

Respondenti pouzivajici chytré telefony
maji mnohem vétsi afinitu (74 %
souhlasi) a znalosti (vice nez polovina
respondentd pouzivajici PC ani
nesouhlasi, ani nesouhlasi).

Kdybychom neméli respondenty
pouzivajici chytré telefony, zavéry by
byly drasticky odliSné.

Source:Profiles



Pro¢ by mél byt online vyzkum device agnostic?

3: Bude respondenty vice bauvit!

o ) N [ ¢

m Zjednoduseni Ptejte se spravné Zapojeni/ Feedback

Lidé nemaji tolik ¢asu Mnoho prazkum je Efektivni komunikace Vyhnéte se otazkam, Prizkumy mohou byt
jako vy, aby ho zalozeno na dlouhych spociva v tom, Ze se které jsou bud pfilis zabavné! Nepokladejte
investovali do vyzkumu, souborech opakujicich ~ omezi na podstatu a slozité, nebo na které nudné otazky, kdyz
proto povazujte kazdy se otazek. Ty mohou odstrani se vSe, co ke budou mit lidé problém  muzete lidem dat

Cas, ktery ziskate, za velmi rychle omrzet a sdéleni nepfispiva. odpovédét. otazku, ktera je bude
privilegium - ne za zvySuji Piste prizkumy v jazyce Nepokladejte podrobné bavit. Lidé radi sdéluiji,
pravo - a snazte se, aby pravdépodobnost, Ze lidi, ktefi na né budou otazky o znacce lidem,  sdileji a zjiStuji nazory -
byl vas prizkum co respondenti vypnou ... odpovidat.. ktefi o ni maji pouze pamatujte na to.
nejkratsi. zakladni povédomi!

Shrnuto a podtrzeno: "Myslete jako respondent”

IKANTAR 10



Pro¢ by mél byt online vyzkum device agnostic?

4: Pfinaseji lepsi vysledky ...
—

O
84 —
_ o o
Response Rates Q D ’ r(-
_...__chcerrlfa viee lidem (a Representativeness l'g
jejich zafizenim)

F
— E )
ook :16pe vypovids —
orojektu. . ...ktera lépe vypovida o Timing

slozeni populace... ...sb&r je rychlejsi... Sustainability/Costs

...studie nezohlednujici
device agnostic pfistup
Sul(ijlfu }r/iISE r:srocr:l’er:nnia ...aVv konecném
elikosti vzorku a dusledku
celkové drazsi

zabranit snizeni
kvality dat!
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Tvorba dotazniku
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Co je treba védét pri tvorbé dotazniku?

Znéni otazky: Klicove véci, které je tfeba si zapamatovat

2] ) (N (o) v

Respondenti étou

e o . Vynechte pokyny Pouzivejte Respondet je také Premyslejte jako Otazky by méli byt
nejcasteji prvni k vyplnéni otazky jednoduchy jazyk clovék! copywriter pro online

dva radky otazky. '

Zakladni pravidlo... ... hebo predélejte Vyhnéte se Snazte se vyhnout "  Cilem otazky je Pfi online

otazky by nemély otazky! zbytecnému vyzkumnému také motivovat dotazovani neni k

byt delSi nez tweet.. nastavovani jazyku" (slovim, respondenty k dispozici tazatel,
prostfedi. PiSte tak,  termindm a frazim, tomu, aby na ni ktery by poskytoval
abyste byli které nejsou bézné chtéli odpovéedét. podporu a
srozumitelni. pouzivany Sirokou poradenstvi.

vefejnosti).

IKANTAR 13



Co je treba védét pri tvorbé dotazniku?

Dbejte na délku otazek

Dlouhé otazky zabiraji cenné misto na displeji mobilniho telefonu. Vyzkumy ukazuji, Ze méné nez 50 % respondentu si
spravné precte otazky s vice nez 35 slovy.

(s &
T gy T

Pleaseread-through-the-statementsshown-below-and-seleet  Which best describes your attitude toward each brand?

which statement best describes your attitude towards this

brand. Please select the most appropriate statement per
brand

I(ANTAR Source: Profiles research 14



Co je treba védét pri tvorbé dotazniku?

Potrebujete pokyny?

Pokud je otazka spravné formulovana, nemusite pokyny do otazky vibec pfidavat, jen to zatézuje jeji cteni.

Like
alot

Do not like
at all

0) |
T e

On a scale of 1 to 10 how much do you like or dislike this How much do you like or dislike this brand?
brand, where 1 means you don't like it at all and 10 means
you like it a lot. Please select one choice.

ofalz]sfels]e]7]s]eln

(= )

I(ANTAR Source: Profiles research 15



Co je treba védét pri tvorbé dotazniku?

Pouzivejte srozumitelny jazyk

Snazte se pouzivat jednoduchy jazyk a béZnou slovni zasobu.

Snazte se vyhnout jakémukoli Zargonu.

[ ] fi
— —
How appealing is the brand concegt? How much do you like this idea?

Who ever uses this word? Jargon

I(ANTAR Source: Profiles research 16



Co je treba védét pri tvorbé dotazniku?

Jak udrzet pozornost?

3. Keep the quality curve front of mind when positioning
your key questions.

z
S
o
A ‘normal’ persan . .
—
First Last
Q Q A ‘respondent’

It's not just about boredom - quality dips off even with short surveys
as every question you ask changes the person’'s mindset a little.

Quality is best near the start — but they'll probably need some help to

get into the right frame of mind for the topic. The best starting
questions are easy and relevant to the topic.

ICANTAR

4. Take action to re-engage if a key question has to come
later (e.g. to achieve a sensible flow).

(e.g. In the middle of an air travel survey:)
On a long haul flight which of these passengers
would you most like to find yourself sitting next to?

Quality

It's hard to make every guestion genuinely enjoyable - but just before a
late-positioned key question could be the right time to do something a
little more light-hearted. If its sole purpose is to re-engage you can be
more creative — but keep it relevant to the broad subject matter like in
this example so you don’t throw them completely off-track.

17



Co je treba védét pri tvorbé dotazniku?

Pfehledné seznamy vybranych atributl znamenaji kvalitnéjSi data a menSi drop out rate.

(Select all that apply)

(O Famiy-oriented
(O chadisn

O Mature

(O Natural

© smole

(O Cleaniness
(@ Healthy

© Unhoatthy

© Luwxurious

@ Swong flsvour
© Weak flavour
@Fun

(© New

(D) Looks ke i has history
O Modern

(© Cheap-ooking
() serous

(© Good Qualty
O Deliious

© Authontic

O Trustworthy

(O Westemiooking
() Mddle Eastem-iooking

(O South American-iooking

(O Arican-iooking

(O Approachadie

()1 donit got any of these impressions / | don't have any thoughts about i

Dlouhé
seznamy
jsou obtizné
Citelné a
nepiehledné

@ Mail secon 4G 10.16 B2 % .

pv.ktrmr.com (o}

Hvilke af disse produkter, hvis nagen, har du
anvendt i lpbet af de sidste 30 dage?

Fabriksfremstillede cigaretter
(feerdigkgbte cigaretter)

Pibetobak
Cigarer

Tobak til hjemmerulning /
maskinrulning

Rul selv-cigaretter (tobak til
handrulning)

Elektroniske eller e-cigaretter

Ingen af disse

< M m o

Kratsi a
prehlednéjsi
seznam je lépe
Citelny a
umoznuje
plynulejsi
zaznam
odpovédi
pomoci vétsich
tlaCitek.

@ Mail escoz 4G 14.56

ps.ktrmr.com

Where exactly?
(Select one answer,)

nightclub

/café

£
E’ r

Open public place

Outside workplace

Outside pub/ bar/

Outside restaurant

Outside home /
someone’s home

il ‘

100 % -

]

Pfidani symbolu
muze
respondentim
usnadnit
porozumeéni
textu a usnadnit
identifikaci a
pochopeni
moznosti
odpovédi.

PfestoZe jsme zastanci minimalniho vertikalniho rolovani, je lepSi mit urcité
rolovani a pfehledny text nez Zadné rolovani a nepfehledny text.

IKANTAR
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Co je treba védét pri tvorbé dotazniku?
Pouzivani ikon omezuje zjednoduSovani a zvySuje pocet promyslenych a smysluplnych odpovédi. Ikony
mohou respondentiim pomoci snaze urcit, které moznosti odpovidaji jejich skuteCnym nazoram.

Differences in the Level of Straight-lining Which drink do you make an effort to avoid?

250%

Text Text+lcon
60%

200%
50%
150% Text 40%
30%
100%
20%
10%
sox — 1+ HH HH— i —
0% T T T
A s e 2 N P X & &N S D
_&\%@ 4@@ 6{\@ <& \/\e, \}\\ '6‘& o"’% 56 Q‘\o ooo & ’b@ ‘$® ‘5.3,\ &
0% 1 T e I & oY ¢ & S @ o S
MM M mr | S s o S & & o
& L& R o & &
® & &S
Icon & <
-50% &

Respondenti maji tendenci uvazlivéji odpovidat, pokud jsou pouZzity
ikony: vice lidi zvolilo "logické" moznosti (energetické napoje, alkohol)
jako napoje, kterym se maiji vyhnout, pokud byly doprovazeny
ikonami.

Pokud se v Ffadcich rolovaci maticové otazky kombinuje text a ikony, snizuje
se pocet podobnych odpoveédi, protoze respondenti vice zvazuji své
odpoveédi.

I(ANTAR Source: Profiles research 19



Co je treba védét pri tvorbé dotazniku?

Méné znacek = lepSi data

Data Quality Improves Significantly with Shorter Surveys

(Aided Awareness for brands that should have ~100% awareness)

0,
s, %8% g, 9% 88%
65%

Brand Awareness

BRAND C

BRAND B
= 10 minutes, 8 brands

BRAND A
m 30 minutes, 30 Brands

IKANTAR

Claimed Brand Awareness Decreases with More Brands

58%
56%
54%
52%
50%
48%
46%
44%
42%

Brand Awareness

12 3 4 5 6 7 8 9 10 11 12 13 14 15

Number of brands

20

Based on Research on Research conducted within Kantar/Profiles over 2015-2017



Co je treba védét pri tvorbé dotazniku?

A jak pracovat s otevienymi otazkami?

% Nonsense Responses Jaka je best
o by Device Type & Placement in Survey prac tice?

6% - > ) )
Oteviené otazky

4% - pouZivejte

2% - stfidme.

0% -

Open end at start Open end at end
mPC mMobile

Q: Do mobile respondents Q: Do responses from Q: Are open ended Q: Do mobile device users
provide a similar amount of | mobile device users yield guestions easy to answer? | like to answer open ended
information in open ends? similar themes? guestions?
A: Yes, for surveys conducted A: Yes, themes and A: No, it takes mobile device A: No, mobile device users
via mobile web. No, for frequencies are similar. users longer to answer open drop out at high rates when
surveys conducted via SMS. ends. open ends are presented.

I(ANTAR Source: Kantar Research on Research 22



Co se zméni prechodem na device agnostic?

& {i (= ©

Kvalitnéjsi data LepsSi reprezentativnost Uprava dotazniku pro Zajimaveéjsi

diky moznosti vyplhovani z mobilni zafizeni kvantitativni prazkum
mobilnich zafizeni

IKANTAR 23



