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Abstract: Extension professionals want to use the Web for conducting surveys, but studies show using the
Web alone introduces significant bias. The study reported here compared strategies for obtaining responses
that might minimize cost and bias. E-mail and postal invitations to the Web-hosted survey version were
compared to the postal mail-only standard. The response rate was highest when using an e-mailed invitation,
followed by the traditional mail-only mode and the postal invitation/Web-hosted mode. It appears the best
strategy for minimizing the cost of collecting data and maximizing representativeness is to use e-mail
invitations when available and postal mail for those without e-mail.

Introduction

Surveys are widely used to collect information to identify client needs and evaluate the quality and impact of
Extension programs. Many Extension professionals hope that Web-hosted surveys can be used as a low-cost
method for collecting data. For example, Web-hosted surveys have been implemented using e-mail addresses
obtained from specialized audiences with nearly universal Internet access (e.g., Malone, Herbert, & Kuhar
2005; West 2007). Recent studies suggest, however, that relying on the Web alone may introduce significant
bias in the data when there is not universal access (Israel, 2010; Messer & Dillman, 2009; Smyth, Dillman,
Christian & O'Neill, 2009). There also is evidence that combining mail and Web to collect data from
Extension clients results in data that is comparable to traditional mail surveys (Israel, 2010), but it is not clear
what role e-mailed invitations should play in implementing Web-hosted surveys.

The study reported here builds on previous research and explores whether invitations to participate via e-mail
can generate responses that are similar to the postal mail-only standard and be more cost effective. The study
divided Extension clients into two groups: those who provided an e-mail address and those who did not.
Then it explored how pairings of the survey invitation and the mode of response affected the willingness of
clients to respond to the survey. Specifically, the research questions addressed were:

To what extent will Extension clients respond to a Web-hosted survey following an e-mail
invitation?

1. 

Does the e-mailed invitation result in quicker responses and reduced costs?2. 
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Do clients who use the Web have different characteristics and answers from those responding by
mail?

3. 

Background

Web-hosted and mixed-mode (e.g., a combination of Web and paper) surveys offer alternatives to mail-only
surveys, but the consequences of these alternatives are not fully understood. The variety of browsers and
hardware configurations affect access to surveys, while the complexity and nature of applications (both
benign and harmful) affect people's willingness to respond via the Web. This has complicated the process of
contacting clients and their decision-making as to when and how to respond to survey requests (Dillman,
Smyth, & Christian, 2009).

As noted by Couper, Kapteyn, Schonlau, and Winter (2005), access to the Web by the intended recipients is
one of the key factors in determining whether clients will respond to a Web-hosted survey. As of September
2009, 77% of American adults use the Internet (Pew Internet & American Life Project 2009). Data from the
Pew Internet & American Life Project (2009) also show the following.

Persons with a college education were more likely to have Internet access (95%) than those with only
a high school diploma (72%) or less than a high school diploma (37%).

• 

Older Americans are less likely to use the Internet (43% of those 65 or older), while the percentage
increases 77% for persons 50-64 years of age, 83% for those 30-49, and 93% for 18-29 years old.

• 

Hispanics (61%) and Black, non-Hispanics (72%) are less likely to use the Internet than White,
non-Hispanics (80%).

• 

Rural residents, including many farm families, have slightly lower rates of using the Internet (71%)
than do urban (73%) and suburban residents (75%).

• 

The pattern for the adoption of a broadband (i.e., high-speed) connection in the home is similar but lower.
Horrigan (2009) reported that 63% of American adults had a broadband connection in the home in April
2009, up from 55% in May 2008. As with Internet access, people with lower educational attainment, African
Americans, elders, and rural residents were less likely to have a broadband connection (Horrigan, 2009).
Although the 1-year increase in the percent having a broadband connection is impressive, these data suggest
that some segments of Extension's clientele continue to have much better access to the Internet than do
others.

In addition to access, other factors that might affect the propensity to respond to a Web-hosted survey (when
a request is sent by e-mail or postal mail) include ready access to a computer and available time to complete
the survey "now"; having experience with using Internet forms from shopping, on-line banking, or previous
surveys; and deriving psychological benefits from participating in and responding quickly to the survey.
Having experience using the Internet might increase preference for this mode (Messer & Dillman, 2009).
Given this set of factors, it is not surprising that people who responded via the Web were different in several
ways from those who responded by mail (Israel, 2010; Smyth et al. 2009).
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Finally, whether the Web is an appropriate mode rests on the nature of Extension's relationship with the
intended recipients of the survey. When there is no prior relationship, it is inappropriate to initiate a request
to complete a Web-hosted survey via e-mail (Council of American Survey Research Organizations, n.d., p.
8). This is because the Internet is not considered a public utility (Dillman et al. 2009). Thus, needs
assessment surveys or evaluation surveys that include nonparticipants with no prior relationship should send
an invitation by postal mail in order to conform to ethical standards for conducting surveys.

With this background, an e-mail invitation to a Web-hosted survey was expected to result in a higher
response rate than for a postal invitation with a paper survey. Conversely, a postal invitation to a Web-hosted
survey was expected to result in a lower response rate than for a postal invitation with a paper survey.
Respondents who received either an e-mail or a postal mail invitation and then answered via the Web were
also expected to differ from those sending a completed survey via the mail.

Methods

The study used data collected for the annual survey of Florida Cooperative Extension Service's (FCES)
clients in 2009. FCES provides an array of educational programs, and the survey was sent to a sample of
clients who had attended a workshop or seminar, called the Extension office, or visited the office. The 2009
customer satisfaction survey followed the same procedures as described in previous studies (Israel, 2010;
Israel & Galindo-Gonzalez, 2009).

For the study, a random sample (n=1,530) was selected from lists of Extension clients in 14 of Florida's 67
counties. (Note: randomization was used to assign counties to one year in the 5-year rotation system.) The
selected clients were sorted into two strata: those providing an e-mail address and those not providing an
e-mail address. Those providing an e-mail address were randomly assigned to treatment groups 1, 2, and 3:

Mail only: The request for a response included only the mail mode (n = 155).1. 

Web preference: The initial request for a response included only the web mode and the follow-up
provided a choice of web and mail (n = 146).

2. 

E-mail preference: The initial request was sent via e-mail and the follow-up provided a choice of
web and mail (n = 133).

3. 

The second strata, clients not providing an e-mail address, were randomly assigned to groups 4 and 5:

Mail only: The request for a response included only the mail mode (n = 554).4. 

Web preference: The initial request included only the web mode and the follow-up provided a choice
of web and mail (n = 542).

5. 

A unimode design was used in constructing the mail and Internet surveys (Israel, 2010). This included using
the same questions and question order and, more important, minimizing visual design differences (see pages
of the mail questionnaire and selected screens of the Internet survey in Figure 1). The 2-page mail
questionnaire used gray shading to distinguish blocks of related questions. Similarly, the Internet survey
presented questions in groups, such as items 1 - 4, or singly on a separate screen (Figure 1).
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Figure 1.
Design of the Mail and Web Questionnaires

The Web survey was hosted on a university server. Clients who had received the invitation via postal mail
and responded using the Web had to type the URL into their browser's address bar and then enter a 6-digit
personal identification number (PIN) to access the survey (see the topmost screen capture for the web survey
in Figure 1). Those in the e-mail group could click on the link in the message to access the URL and then
enter the PIN. Upon entry, the informed consent information was presented. When the "Agree to participate"
button was selected, the screen containing the initial questions was presented.
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The correspondence was constructed to provide the same verbal and visual presentation to clients. Additional
information, including the URL for the survey and a PIN, was included in the postal invitation letter and the
follow up letter to clients who were in the Web preference treatments (groups 2 and 5). A series of contacts
were used to implement the survey during the summer and fall, 2009, as shown in Table 1. As expected,
some clients in group 5 who received the Web preference invitation did not have access to the Internet. These
clients received a copy in the mail. A few clients who called or emailed the author because of difficulty
accessing the survey on the Web were sent an email message containing a link to the survey and their PIN.

Table 1.
Survey Procedures by Experimental Treatment

Mailing
schedule (in
days)

Mail only (groups 1
and 4)

Web preference (groups
2 and 5)

E-mail
preference
(group 3)

-3 Standard pre-notice
letter

Standard pre-notice letter Pre-notice letter
alerting to an
e-mail invitation

0 Invitation letter
Questionnaire
Postage-paid return
envelope

Invitation letter including
URL and PIN

E-mail letter
including URL
link and PIN

7 Standard reminder
postcard

Standard reminder
postcard

E-mail reminder
postcard

21 Reminder letter
Replacement
questionnaire
Postage-paid return
envelope

Reminder letter including
URL and PIN
Replacement
questionnaire
Postage-paid return
envelope

Reminder letter
including URL
and PIN
Replacement
questionnaire
Postage-paid
return envelope

Findings

To What Extent Will Extension Clients Respond to a Web-Hosted Survey
Following an E-Mail Invitation?

To answer this question, the response rate to the mail-only treatment (groups 1 and 4) was used as the
standard for comparison since this mode has been used since 2003. As shown in Table 2, a total of 80 clients
(53.0%) responded to the mail-only invitation in the group providing e-mail addresses (group 1) and 303
clients (56.3%) responded from the group without an e-mail address (group 4). Note that one of the mail-only
respondents requested the Web version of the survey and responded using that mode.

Table 2.
Response Rates by Experimental Treatment
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Treatment
Group

Sample
size

Reachable
numbera

Completes Percent
responding

by mail
Percent

responding
by web

Total
response

ratebMail Web Total
1. Mail
only

155 151 79 1 80 52.3 .7 53.0

2. Web
preference

146 137 17 49 66 12.4 35.8 48.2

3. E-mail
preference

133 104 8 58 66 7.7 55.8 63.5

4. Mail
only

554 538 303 0 303 56.3 .0 56.3

5. Web
preference

542 524 150 112 262 28.6 21.4 50.0

Total 1530 1454 557 220 777

aUndeliverable and ineligible were subtracted from the reported sample size.
bResponse rates were calculated as (total completed/sample size)*100.

When clients were sent the invitation via e-mail (group 3), 66 surveys were completed (63.5%), which is
based on response rates of 7.7% by mail and 55.8% by Web. The percentage responding by mail shows that
the postal follow-up did not elicit many responses.

The clients who were sent the link to the Internet survey via postal mail and later had a choice of mail or
Web (groups 2 and 5), resulted in the lowest response rate (48.2% for group 2 who provided an e-mail
address and 50.0% for group 5 who did not provide an e-mail address). As expected, proportionately more
surveys were completed via the Web by group 2 that had provided e-mail addresses than for group 5 who had
not (35.8% and 21.4%, respectively).

Does the E-Mailed Invitation Result in Quicker Responses and Reduced
Costs?

Clients receiving the e-mail invitation tended to respond more quickly (some responded within minutes of
receiving the e-mail) than those receiving the invitation via postal mail (Figure 2). Over 83% of the e-mail
group responded within 20 days (and, consequently, did not need to be sent a follow-up letter and
replacement questionnaire). In contrast, 44% of the Web preference group (that did not provide an e-mail
address) had responded within this time period (group 5, Table 3). Of those responding via the Web-hosted
survey, a large majority did so before the replacement questionnaire needed to be sent, irrespective of the
treatment group (greater than 80% in the e-mail and two Web preference treatments).

Figure 2.
Cumulative Percent of Completed Surveys by Treatment
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Table 3.
Percent Completed Surveys by Response Mode and Time

By mail By Web

Sample strata Treatment Group <21 days 21+ days
<21
days 21+days

E-mail address
available

1. Mail only 75.0 23.3 1.8a .0

2. Web preference 6.1b 19.7 68.2 6.1

3. E-mail
preference

.0 12.1 83.3 4.6

No e-mail available 4. Mail only 70.0 30.0 .0 .0

5. Web preference 8.8b 48.5 35.5 7.3

aRespondent asked to complete the survey on the Web rather than fill in the paper
form.
bRespondent requested a paper copy of the survey upon receipt of the Web invitation.

In terms of the cost per completed survey, the e-mail treatment was much less expensive ($1.08 in postage
per completed survey) than the mail-only and Web preference treatments with e-mail addresses ($3.18 and
$3.12, groups 1 and 2, respectively) and the mail-only and Web preference treatments without e-mail
addresses ($3.03 and $3.29, groups 4 and 5, respectively). Thus, using e-mail invitations can reduce postage
costs as compared to the other treatments.

Do Clients Who Use the Web Have Different Characteristics and
Answers from Those Responding by Mail?
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Given that some clients responded via the Internet, an analysis of how Web and mail respondents might
differ is important. First, characteristics and substantive answers of "early" respondents (who completed the
survey before the replacement questionnaire was sent) were compared. If there are only small differences
between the treatment groups then one can be confident that a survey using an e-mail or Web preference
invitation would provide representative results (Smyth et al., 2009). Given this, the results in Table 4 show
that clients who did not provide an e-mail address and responded by mail (group 4), tended to be older (61.7
years) and less likely to be female (48.1%) than respondents in the other groups (p=.002 and .030,
respectively). Among respondents who provided an e-mail address, there was no significant difference in age
or sex among the treatment groups (p=.411 and .918, respectively). One other demographic difference was
based on residence. Those responding by mail (of those in group 1 who provided an e-mail address) were
more likely to live in a subdivision while those in the e-mail and both Web preference groups were more
likely to live in a downtown residence of a city or town.

Table 4.
Comparison of Respondents by Treatment Group for Responses Prior to the Last Contact

E-mail address
No e-mail
address

1. Mail
only

2. Web
pref.

3.
E-mail

4. Mail
only

5. Web
pref. p-valueb

Demographic items

Age (Χ years) 57.3 57.6 54.3 61.7 57.1 .002

.411 .006

Sex (% Female) 66.1 62.2 64.8 48.1 60.0 .030

.918 .059

White, non-Hispanic 86.2 97.8 96.3 91.4 92.0 .230

Black, non-Hispanic 1.7 2.2 .0 3.4 3.5

Hispanic 8.6 .0 .0 3.4 4.6

Other 3.5 .0 3.7 1.9 .0

.069 .588

Educational attainment

Some high school or less 3.4 .0 1.9 2.4 2.2 .217

High school graduate or
GED

6.8 9.1 13.0 19.4 20.0

Some college 39.0 38.6 44.4 40.3 37.8

College bachelor's
degree

25.4 40.9 25.9 19.4 25.6

Post graduate degree 25.4 11.4 14.8 18.5 14.4
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.376 .768

Place of residence

Farm 10.5 21.4 5.5 26.1 22.2 .012

Rural, non-farm 42.1 26.2 38.2 27.1 28.9

Subdivision in a town or
city

10.5 2.4 1.8 4.4 3.3

Downtown residence in
city/town

36.8 50.0 54.6 42.5 45.6

.029 .862

Use of Extension's
services items

Number of years (Χ) 9.0 8.3 8.9 13.4 12.0 .012

.929 .402

Number of contacts last
year (Χ)

6.9 7.2 6.0 6.6 7.6 .924

.792 .507

Visited Solutions for
your life website

Yes 20.7 22.7 20.8 19.2 23.6 .058

No 70.7 75.0 71.7 80.3 71.9

Don't know 8.6 2.3 7.6 .5 4.5

.765 .029

Satisfaction and outcome
items

Information accuracy

Very dis./Dissatisfied/No
opiniona

1.7 9.8 3.9 2.4 5.6 .524

Satisfied 22.4 24.4 23.1 25.7 25.6

Very satisfied 75.9 65.8 73.1 71.9 68.9

.429 .370

Timely delivery

Very dis./Dissatisfied/No
opiniona

1.7 12.2 6.1 2.8 7.8 .163

Satisfied 22.0 19.5 24.5 29.4 25.6
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Very satisfied 76.3 68.3 69.4 67.8 66.7

.293 .143

Information relevance

Very dis./Dissatisfied/No
opiniona

.0 17.1 6.1 3.3 7.8 .018

Satisfied 25.4 19.5 24.5 29.1 27.8

Very satisfied 74.6 63.4 69.4 67.6 64.4

.023 .247

Ease of understanding

Very dis./Dissatisfied/No
opiniona

.0 14.6 7.8 2.9 6.7 .034

Satisfied 22.4 24.4 19.6 25.2 28.9

Very satisfied 77.6 61.0 72.6 71.8 64.4

.060 .225

Opportunity to use
information

Yes 86.4 85.4 86.5 85.9 84.3 .891

No 10.2 12.2 7.7 12.1 13.5

Don't know 3.4 2.4 5.8 1.9 2.3

.877 .933

Shared information with
another

Yes 84.5 59.1 75.9 79.3 78.7 .015

No 10.3 40.9 22.2 17.8 20.2

Don't know 5.2 .0 1.9 2.9 1.1

.004 .599

Overall satisfaction

Very dis./Dissatisfied/No
opiniona

6.9 9.1 7.3 4.3 2.2 .522

Satisfied 22.4 20.5 14.6 23.0 27.8

Very satisfied 70.7 70.5 78.2 72.7 70.0

.840 .496

aThe responses categories were combined in calculating the Chi-square statistic.
bCompares across the 5 treatment groups. P-values within experimental treatment
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groups (1-3 and 4-5, respectively) are shown below the percentages or means for the
groups. Chi-square test for independence was used in calculating p-values for
categorical and ordinal variables and analysis of variance was used for interval-level
variables.

Differences among the treatment groups with regard to using Extension's services were substantively minor
(see the middle of Table 4). Although the mean number of years using Extension's services was lower for
respondents providing an e-mail address than for those who did not, the number of years did not significantly
differ between treatments within the two strata. On the other hand, among respondents who did not provide
an e-mail address, those returning the questionnaire by mail were more likely to report that they did not visit
FCES' Web portal, Solutions for your life website, than did those responding via the Web (80.3% and 71.9%,
groups 4 and 5, respectively). Overall, all of the groups were similar in the percentage that affirmed using the
website.

Finally, there were differences among the treatment groups for the satisfaction and outcome items that
indicate that respondents for the Web preference treatment among those providing an e-mail address (group
2) differed from respondents in the other treatment groups (see the bottom of Table 4). Respondents for the
Web preference treatment among those providing an e-mail address were more negative about the relevance
of and ease of understanding information (p=.023 and .060, respectively) and less likely to share information
(p=.004) than respondents in the mail only and e-mail groups. Among those who did not provide an e-mail
address, there were no significant differences between the treatments for any items.

Given that there were differences among the treatment groups for "early" respondents, the next phase of the
analysis examined whether the differences are reduced by adding responses from the final contact (which
sent a replacement questionnaire to nonrespondents in all the treatment groups via postal mail). The results in
Table 5 show the difference by age were no longer significant between mail and Web preference groups for
those who did not provide an e-mail address (p=.227 for groups 4 and 5). Overall, the average age of
respondents who provided an e-mail address was less than that of those who did not provide an e-mail
address (p=.006). Similarly, the difference for sex also remained. Clients who did not provide an e-mail
address and responded by mail (group 4) were less likely to be female (46.1%) than respondents in the other
treatment groups (p = .001). Finally, the differences between the treatments for place of residence were still
present after sending the replacement questionnaire.

Table 5.
Comparison of Respondents by Treatment Group for All Contacts

E-mail address
No e-mail
address

1. Mail
only

2. Web
pref.

3.
E-mail

4. Mail
only

5. Web
pref. p-valueb

Demographic items

Age (Χ years) 57.8 56.3 54.5 61.0 59.5 .006

.379 .227

Sex (% Female) 65.8 68.2 63.5 46.1 53.8 .001
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.854 .075

Race

White, non-Hispanic 87.2 97.0 95.2 87.8 90.0 .067

Black, non-Hispanic 1.3 1.5 1.6 6.1 4.4

Hispanic 7.7 .0 .0 3.4 4.8

Other 3.9 1.5 3.2 2.7 .8

.086 .248

Educational attainment

Some high school or less 2.5 .0 1.6 6.4 3.2 .007

High school graduate or
GED

11.4 12.3 14.3 22.2 25.8

Some college 36.7 40.0 42.9 36.9 37.7

College bachelor's
degree

26.6 35.4 25.4 17.8 20.2

Post graduate degree 22.8 12.3 15.9 16.8 13.1

.659 .258

Place of residence

Farm 13.2 23.8 7.9 26.5 22.1 .013

Rural, non-farm 32.9 30.2 36.5 37.9 31.9

Subdivision in a town or
city

10.5 1.6 1.6 3.4 5.5

Downtown residence in
city/town

43.4 44.4 54.0 42.2 40.2

.024 .325

Use of Extension's
services items

Number of years (Χ) 9.3 9.0 8.3 12.7 12.4 .014

.845 .766

Number of contacts last
year (Χ)

6.5 8.5 5.9 6.0 5.9 .414

.364 .894

Visited Solutions for
your life website

Yes 20.8 24.6 20.6 16.2 12.7 .014
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No 72.7 72.3 73.0 82.8 84.9

Don't know 6.5 3.1 6.4 1.0 2.5

.873 .235

Satisfaction and outcome
items

Information accuracy

Very dis./Dissatisfied/No
opiniona

1.3 6.5 3.2 3.7 5.1 .796

Satisfied 26.0 25.8 25.8 27.2 29.9

Very satisfied 72.7 67.7 71.0 69.1 65.0

.599 .507

Timely delivery

Very dis./Dissatisfied/No
opiniona

2.6 8.1 5.1 4.0 7.5 .503

Satisfied 25.6 24.2 25.4 31.1 27.7

Very satisfied 71.8 67.7 69.5 64.9 64.8

.700 .171

Information relevance

Very dis./Dissatisfied/No
opiniona

1.3 11.3 5.1 5.4 8.7 .314

Satisfied 26.9 25.8 27.1 29.2 29.1

Very satisfied 71.8 62.9 67.8 65.4 62.2

.152 .304

Ease of understanding

Very dis./Dissatisfied/No
opiniona

.0 11.5 6.6 3.7 5.9 .135

Satisfied 27.3 26.2 24.6 29.6 30.0

Very satisfied 72.7 62.3 68.9 66.7 64.0

.063 .467

Opportunity to use
information

Yes 84.2 83.6 87.1 79.9 75.5 .247

No 10.5 14.8 6.5 15.7 19.7

Don't know 5.3 1.6 6.5 4.4 4.8
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.436 .452

Shared information with
another

Yes 84.0 67.7 76.6 71.9 68.1 .080

No 12.0 32.3 18.8 24.4 28.7

Don't know 4.0 .0 4.7 3.7 3.2

.024 .515

Overall satisfaction

Very dis./Dissatisfied/No
opiniona

5.2 6.2 6.2 5.7 4.7 .541

Satisfied 26.0 26.2 16.9 24.5 31.4

Very satisfied 68.8 67.7 76.9 69.8 63.9

.708 .190

aThe responses categories were combined in calculating the Chi-square statistic.
bCompares across the 5 treatment groups. P-values within experimental treatment
groups (1-3 and 4-5, respectively) are shown below the percentages or means for the
groups. Chi-square test for independence was used in calculating p-values for
categorical and ordinal variables and analysis of variance was used for interval-level
variables.

Regarding the use of Extension's services, differences existed (middle of Table 5) between respondents who
provided an e-mail address and those who did not. Respondents in the three treatment groups (1-3) that
provided an e-mail address had been using Extension for fewer years than those in the two groups (4 and 5)
that did not provide an e-mail address (p=.014). Similarly, respondents in the three treatment groups that
provided an e-mail address were more likely to have visited the Solutions for your life website than did those
in the groups that did not provide an e-mail address (p=.014). There was no difference between the three
treatment groups within each of the strata (that is, whether an e-mail address was provided or not).

Finally, most of the differences between treatment groups were reduced and not significant for the
satisfaction and outcome items, as shown in the bottom of Table 5. Respondents who provided an e-mail
address and were in the Web preference group showed, however, lower satisfaction on the ease of
understanding item and were less likely to share information than were respondents in the mail and e-mail
groups (p=.063 and .024, group 2 versus groups 1 and 3, respectively). Overall, none of the satisfaction and
outcome items were significantly different when all five treatment groups were tested simultaneously.

Conclusions and Discussion

The study reported here assessed the utility of using an e-mail invitation for collecting data from Extension
clients. The results from FCES' customer satisfaction survey suggested that many clients would be excluded
from participating in the survey if the survey invitation is sent via e-mail only because they lack access to the
Web or will not provide an e-mail address. When an e-mail address was available, the results between clients
who responded to a postal mail invitation were substantively identical to those for clients who responded to
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an e-mail invitation and significant savings were achieved over the standard postal administration.

Given that Extension professionals have client groups without universal access to the Web, relying solely on
e-mail invitations will likely bias the results to under represent respondents who are older, male, and living in
a downtown residence of a city or town and longer-term clients and those unlikely to use Extension websites
for getting information. Thus, it appears the best strategy for minimizing the cost of collecting data and
maximizing the representativeness of the data is to use postal invitations and paper surveys to complement an
e-mail invitation to a Web-hosted survey. Care also should be exercised in the design of the paper and Web
versions to avoid mode-based errors (Dillman et al., 2009).

It is clear that the Web preference approach, which uses the mail to send the invitation to complete a
Web-hosted survey, results in fewer completed surveys and a lower response rate. This was true in studies by
Kongsved, Basnov, Holm-Christensen, and Hjollund (2007) and Smyth et al. (2009). At the same time, this
method had the highest cost per completed survey. These findings are consistent with those obtained by
Israel (2010), Messer and Dillman (2009), and Smyth et al. (2009). In short, pushing clients to a Web-hosted
survey by sending a URL in a letter is a poor strategy for collecting data.
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