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Methods: offline and online

- Qualitative

- Quantitative (online)

- Content analyses

- Observation / (n)etnography

- Metaanalyses

- „Technical “ methods

- Mixed methods



(Vehovar & Manfreda, 2008)



Internet users: the Czech Republic

(World Internet Project – Lupač, Chrobáková, Sládek, 2014)



Internet users: Education

Primary Vocational Secondary Tertiary



(World Internet Project – Lupač, Chrobáková, Sládek, 2015)



Internet population

• Internet population is not a representative 
sample in any country

• It has specific characteristics
• We do not know the population differences 

from the psychological point of view 
• Who is in our sample? 
• We cannot check even gender and age

• Parallel with the critic of the research carried 
on university students



Internet as a medium

Suitable for research into: 
• specific groups (students, organisations, IT 

professionals, scientists, etc.)
• subcultures otherwise difficult to reach (drug 

community, hackers, sexual deviations, etc.)
• communities appearing on the Internet (chat 

rooms – e.g. homosexual dating services, 
blogs, interest groups, etc.)

• ‘sensitive issues’ – higher openness due to 
anonymity



(World Internet Project; Šmahel, 2015 conference Virtuálna generácia, 2015, 
Bratislava)



(World Internet Project; Šmahel, 2015 conference Virtuálna generácia, 2015, 
Bratislava)



Where we can collect data online?

The choice is based on the selection of the given 
population:

• Web pages – various groups
• Social networks
• Blogs 
• Chat rooms
• Discussion ‘boards’
• Online games
• Accessible email databases (schools, or 

organisations) 
– careful when consent acquirement needs to be addressed!

• Instant messengers (e.g. Skype, Facebook…)



Ethical problems

• Various approaches of ethical boards to online 
research

• How to research children when we need consent of 
parents?

• In some countries, the ethical approval is not needed 
from law perspective in strictly anonymous research 
(when “personal data” are not collected)

• How to get consent from respondents?
• How to get approval from parents?
• Problems of data safety
• Privacy in online surveys



How to address respondents for the survey

E-mail: 
• the most invasive method but most powerful
• recommended to address with personification (if we have data 

for that)
• recommended to keep recipients' attention
• there are the same rules as in real questionnaires
• rate of the questionnaire return is 2-50% (!)
• be careful of SPAMing



How to address respondents for the survey

Searching respondents in chat rooms and/or web discussion boards
• has more characteristics of an opinion poll
• it depends on the environment and research type
• the rate of the questionnaire return is debatable

Personal addressing through messengers
• pretty effective but laborious (addressing always only 1 

respondent at a time)



How to address respondents for the survey

Social networks
• very popular and easy
• sampling isues – addressing mostly specific subpopulations
• depends on the particular SNS and where we start („networks“)

Advertisement on www (like pop-up window, banner)
• the poorest method 
• mostly the character of an opinion poll, 
• click rate of banners is 0.1 - 2%



How to collect data
Best web questionnaire
• professional x free services (i.e. Limesurvey ), broad 

possibilities, adaptive testing, collecting a lot of metadata (IP 
addresses, measuring time in the questionnaire), export in 
databases

Sending questionnaire in an Excel file or Word
• less suitable, part of respondents will not download it, will not 

open it etc.
Text e-mail
• not providing an easy survey, very hard data processing 
Administrated survey (e.g., via skype)
• some benefits of administrated data collection (more control, 

providing explanations , etc.)
• less anonymity, much more demanding



Non-response problem & Motivating respondents

• Will you allow non-response of items in the survey? 
– Yes -> missing data
– No -> low response rate and more bias

• Which items will you select as “must-fill”?
• Response rate in online surveys: 1 – 100% 
• Motivation of respondents is crucial
• What is the right motivation? For your particular 

targeted population?
• How to provide rewards and assure anonymity?



Factors influencing answers of your 
respondents

• Motivation (!!)
• Digital literacy
• Attitudes of the user to the digital technology
• Privacy issues
• Design of the online survey
• PLUS what we know from offline surveys: i.e. self-

presentation, problems of answering sensitive 
questions etc.

(See also: Vehovar & Manfreda, 2008)



The data processing

BEFORE - checking the functionality
- design, saving of the correct data, filtering

AFTER
- Cleaning data

- using also metadata
- anonymization

- Checking the all attributes
- distribution, reliability analyses, factor structure, etc.

- Checking the sample 
- and possibilities of generalization



Conclusion: Positives and Negatives of Online Surveys

+ Sample extent, global reach, cost reduction, time saving, 
preserving anonymity, respondents' greater openness, 
access to specific populations, survey participants'
comfort, minimising interviewer-related bias, and 
research methods flexibility, longitudinal research might 
be cheap.

- Non-representative sample, possibly distorted replies 
(higher possibility of lies and hypocrisy), loss of 
information about the research process context, limiting 
non-verbal elements of communication, technical 
possibilities of the researcher and respondent, and 
absence of direct contact.



Our experiences: research on the users of 
websites focused on nutrition, diet, or fitness 

Sampling and data processing
…and general preparation of the online survey



Sampling process

A very different platforms….
4 researchers – creating shared database of Czech online 
websites devoted to the topic
Need to have all important information about site:
• URL
• Name of the site
• Type of web
• Where to announce (are there discussions? Advertisement?)
• Contact (whom? In what form?)
• How visited the site is (not always reliable) 
• Connected to FB or something else? 



Sampling process

A very different platforms….
4 researchers – creating shared database of Czech online 
websites devoted to the topic
Need to have all important information for progress and 
cooperation:
• Who found contact? Who innitiated contact?
• When was the site contacted?
• Was there reaction?
• If positive, was the invitation really published?



Sampling process

The contact:
Need for repeated contact and checks
Contact via different channels (email, FB, phone)

Type of contact
• Mostly via email – not really effective
• Via Facebook – similar
• More direct – telephone

– demanding – contacted only big sites
– very good results (could depend on the type of research)

• In total, 307 sites were reached, most of them did not write back
• Only 49 agreed and published the invitation



Sampling process

Clustered sampling – need to address both „clusters“ (site owners) 
and respondents

Several types of contact forms and invitations, depending on…
• the type of invitation – short article, banner, facebook text…
• online platform – email vs. facebook

Similarities:
• Research institution – official
• Importance of research and its implications
• Motivation
• Population (web visitors, age range)



Sampling process

Clustered sampling – need to address both „clusters“ (site owners) 
and respondents

Several types of contact forms and invitations, depending on…
• the type of invitation – short article, banner, facebook text…
• online platform – email vs. facebook

Changes:
• Length
• Formal/informal language



Sampling process



Sampling process



Sampling process

Our own website and FB page
• More details
• Connection to University (official address)



Sampling process

Motivation. Clustered sampling! 
• Most people do not like questionnaires
• Most web owners do not want to bother their visitors with

questionnaires
Two types for motivation
„Implicit“ 
• Emphasize the contribution to knowledge (but…)
• Sharing results (report) – adminstrators often liked it
„Explicit“
• Publishing cooperation on the website
• Chance to win a voucher



Sampling process

We planned the survey from May till end of June
• Aim 1,000 respondents
We collected data till the end of October
Very slow proces
• Delays in communication with the site owners

Peaks in data – annoucements (first page, top)
Quick decline - „old news“
Re-negotiations about making it „fresh“
Depending on the type of site and used invitation

We had data in the end of October…



A little step back…

• What we need? What we need to check?
– To have reliable and valid data

• Several issues which need to be considered

• Upon these should be selected most suitable 
survey program

• we used Limesurvey



A little step back…

• Mandatory questions 
– Pros and cons (Davids‘ talk)
– We tried to minimize them

• What we really needed to know?
– Gender and age
– Data about visits of websites

• Data needed for filtering
– E.g., use of smartphone – use of smartphone apps



A little step back…
• Filtering questions

– Several checkups how they work
– Usually there is an errorJ

• If you have an IT guy for survey adminitration
– be ridiculously specific
– they do not read the items, only instructions how to 

implemen them
– do not assume „common sense“ (for social science research)

• Regular checks on the data and a lot of backups



A little step back…

• Metadata – what we need for data cleaning?
– Timestamp (start, end)

• For us not so important, but could be
• E.g., research on politics and elections

– time spent on whole Q and pages
– IP address
– URL (redirected)

• Where did they come from?



Data processing

• The data always need to be cleaned

Final N = 1002



Data processing

The basics are the same as in offline survey
Check the sample (first)
Check the measures and raw data
Consider lying, boredom, „fun“

Many versions of the dataset (often need to 
go back)



Data processing

1) We got rid of „nodata“
Mix of genuine looks and bots
• Clicks from website owners
• Clicks of those interested – but in the end not 

interested
Set a line – for us, no click on the items (blank Q)
This reduced N about 7 times



Data processing

2) Checking coding, values, numbers
Sometimes problems with… 
• Transfering (numbers, text, symbols, parameters

in SPSS…)
• Mistakes due to changes in Q

– E.g., scale 1, 2, 4, 5, 6

• And some other „mysteries“



Data processing

3) Check the sample
Outliers – affect most attributes
• e.g. children
The invitation was specifically for 13-28
• About one fifth of the sample was out of this range

(mostly older)
• What to do with the data? 



Data processing

4) Checking errors and bias…
Response sets

We do not have the visual form (snakes in coding)
Basic checking on the propensity to give the same answer

Preparation:
Rotated or non-sensical items
• but even non-sense may make sense sometimes
Cross-checking with the same information elsewhere



Data processing

4) Checking errors and bias…
Response sets
Also related to time spent on the items, scales, and 
pages
• good to structure them according to this

expectation
• however, there is often no clear cut-off point
• no upper limit – open website even for hours



Time on p.2 (in seconds)









Data processing

5) Checking the sample again and the measures in 
our sample

6) And any other additional info needed
Clustered sample – from which site they came?

3 types of info – written text (by respondents), re-
directed URL, and links with specific code for every 
website


