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• In the majority of the 13 questionnaires, the email group’s survey response rates were 

higher than the mail group. 

• Survey reminders have some success in increasing survey responses. 

• The highest number of completed internet questionnaires was received between the first 

and second email invitations (Fig 2). The number of completed online questionnaires 

declined with every additional emailed survey reminder: while the first emailed survey 

had a nearly 20% response rate, the 8th survey reminder accomplished only an additional 

one percentage point of response. 
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• The results suggest slight or limited relationship between survey nonresponse bias 

and response rates. 

• the pursuit of high response rates lengthens the fielding period, which can create other 

measurement problems. 
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• Sending a personal or impersonal email with low or high level of survey information did 

not differ response rates significantly. 

• Personalization might produce an opposite effect when the sender is unknown to the user. 

• Personalization and survey information included in the invitation email did not have an 

effect on web-based survey response rates, a high response rate was obtained supporting 

the role of a combination of different variables implemented in the web-based survey. 


