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Why this matters
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Online surveys 
look simple…

but they’re full of hidden 
technical decisions

Technology impacts…

response rates, data 
quality, speed, and cost

AI is now changing…

the entire survey workflow 
from design to reporting



The Online Survey Workflow (Big Picture)
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Design the questionnaire

Program & test logic

Launch & deliver invitations

Monitor responses + quality control

Clean, code, analyze, visualize

Report results

Use AI to accelerate and enhance every step
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Survey Design & Programming
Part 1



Reliable uptime + 
strong tech support

AI and Tech roadmap

Advanced logic capabilities 
(skip patterns, quotas, randomization, 
custom scripting)

Ability to customize branding 
(logos, templates, themes, domains)

Security and compliance 
requirements (SSL, privacy)

Choosing the survey platform
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Question programming: 
Where errors are born
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Question type selection 
(single, multi, grid, ranking, open-end, etc.)

Labels vs. values 
(critical for clean data exports)

Required vs. optional questions 
(response rate vs. completeness tradeoff)

Piping and carry-forward 
(personalized wording, reduces fatigue)

Skip logic / branching 
(simple skips → advanced conditional flows)
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Advanced logic that improves research quality

Randomization

Rotation

Quota logic

Validation rules

Timing controls

Avoid order bias

Control sample composition

Range checks, numeric-only inputs

Open/close automatically, soft vs. hard cutoffs

Rotate lists and blocks
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Customization & scripting

Custom JavaScript enables…

✓ dynamic displays and interactive questions

✓ complex logic beyond platform tools

✓ respondent experience enhancements

✓ Important reality: if JavaScript is blocked, some features may fail

Custom CSS enables…

✓ branded look & feel

✓ better mobile formatting

✓ accessibility improvements



9

Testing isn’t optional

…on multiple browsers (Chrome, Safari, Edge, mobile)

…with real devices (desktop vs. phone behavior differs)

…quotas and skip logic using dummy data

…piping + embedded data

…speed and load time

Test… especially after late changes

GOAL:

Catch failures 
BEFORE 

respondents do



Sending Invitations & 
Getting Respondents In

Part 2
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Sample lists and ID handling

Unique links 
vs. passwords

(unique links 
usually safer 
and cleaner)

Hidden ID 
capture 

(embedded data) 
for tracking 

and logic

Merging 
variables from 
the database 

into the survey 
(age, segment, 
customer type)

Mapping fields 
correctly is 

essential for 
analysis later

Branding the 
survey link to 
you or a client 
(CNAME record)

Depending on the type of survey 
(Member survey, Employee Survey or a Panel survey where you need to buy respondents)

QR codes and 
Tiny URLs
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Email deliverability is a technology problem

SENDER 
IDENTITY: 
Display/ From / 
Reply-To 
/ Subject line

SPF RECORDS: 
Prove you’re 
an authorized 
sender

SMTP SERVER 
CONFIGURATION: 
Volume and 
reputation matter

BLACKLISTING / 
GREYLISTING: 
Can quietly kill 
response rates

WHITELISTING: 
May be required for 
corporate domains



BEST PRACTICE:

Test both 
depending on 

audience 
technology 

footprint
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Text vs. HTML invitations

HTML:

➢ looks better, 
can include 
branding and 
images

➢ more likely to 
be blocked or 
routed to 
junk.

TEXT:

➢ not as visually 
appealing but 
more reliable 
delivery

THE LOOK OF THE LINK:

➢ Showing the actual 
unique link or a tiny URL 
scares people to click on 
it; thinking it is a phishing 
attempt

➢ Instead, embed your link 
in text such as “Click here 
to take survey”



Disposition tracking: 
The invisible dashboard
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Track…
➢ bounces (soft, hard, definitively bad through a tool like Brite 

Verify), unsubscribes, partials, completes, abandons, time-
to-complete, and quota fill speed

Automated reminders…
can boost completes and save your time

but can also increase complaints

Compliance matters!
➢ (CAN-SPAM requirements)



Quality Control & 
Fraud Prevention

Part 3
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Duplicate prevention methods other than manually reviewing

➢ Digital fingerprinting 
(strongest, common in panels who use tools like 
RepData)

➢ Unique ID link validation 
(strong in list survey but N/A on panel surveys)

➢ IP address checks 
(moderate, but shared networks exist)

➢ Cookie-based prevention 
(weak)

➢ VPN doesn’t capture ANY geo data and when 
combined with a tech tool can indicate fraud

➢ When buying respondents from a panel you need to 
block excessive takers

➢ Cellular often defaults to IPv6
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Bad responses:  Human vs. bot detection

➢ Speeders
(too fast overall and per page average)

➢ Straight-liners
(selecting the same response on a grid)

➢ Nonsense open-ends 
("asdf", "none of your business”)

➢ Geo mismatch (ex. County vs. Zip)

➢ CAPTCHA and invisible bot checks

➢ AI-generated responses are getting 
harder to spot.  Hard not to bias.



Working With the Data
Part 4
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When do you cut off data collection?

Quota completion triggers 
(automatic close)

Timing rules 
(survey closes on date/time)

Soft launch → full launch

Monitor quality before scaling up sample spend



20

Reporting: quick looks vs. final deliverables

EARLY READS:

directional 
insights, check 
distributions

FINAL REPORTING:

weighted tables, 
segmentation, 
significance 
testing

✓ Cross-tab automation 
saves time but can hide 
errors

✓ Always validate base sizes 
and skip pattern
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Data cleaning: where the real work happens

Remove 
duplicates 

& suspicious 
records

Review open-
end quality

Check 
consistency 

across related 
questions

Confirm skip 
logic executed 

correctly

Coding open-
ended 

questions 
(manual vs. 

auto)

Prepare 
clean exports 

for clients
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APIs and integration

APIs can feed dashboards 
and reporting tools

API

Survey data can be piped 
directly into other tools 

Modern platforms 
connect to sample 
providers automatically

Automation reduces human error—but only if configured correctly



AI: What’s Real vs. 
What’s Hype

Part 5
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Where AI is already useful today

Questionnaire drafting and polishing 
(wording improvements) Generating 
response option lists (better coverage, 
fewer missed categories).

AI summaries for headlines and noting 
significance differences

Synthetic research summaries 
(secondary research support)

Using AI for auto-coding open-ends 
into themes and buckets

Detecting duplicates and 
suspicious patterns
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Where AI is already useful today

Some platforms can import 
Word questionnaires and 
auto-build surveys

AI can recommend logic structures 
(skips, quotas, piping)

Still requires a human 
programmer to QA

AI accelerates the build, but 
doesn’t guarantee correctness
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AI for insight generation

➢ Automated summaries of verbatims and themes

➢ Finding significant differences across segments

➢ Surfacing unexpected correlations

➢ Generating client-ready narrative drafts

➢ Best practice: AI + human review (always)
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Risks & ethical concerns

➢ AI bots completing surveys (fraudulent completes)

➢ Synthetic answers that sound real but aren’t

➢ Confidentiality concerns when using external AI tools

➢ Need for transparency: what was AI-assisted vs. human-produced

➢ We’re trying to stop AI bots NOW, but some market researchers 
say the future is training digital twins/avatars to take surveys – 
so we are going to harness the same technology that is bad now… 
for good?
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Best practices: 
AI as an assistant in the office

Use AI to 
accelerate 

routine tasks Never outsource 
judgment or 

research design

Treat AI outputs 
as a draft, not a 

final answer
Build validation 

rules and QC 
checkpoints

Be transparent 
with your process 

to clients



In Closing
Part 6
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Key Takeaways

Online surveys are technical systems…not just questionnaires

Small configuration mistakes can destroy response rates or data quality

Good programming = better respondent experience + cleaner data

AI is improving survey workflows, but also increasing fraud risk

The future: faster execution, smarter analysis, and heavier QC
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Discussion / Q&A

What parts of the 
survey process are 

most painful today?

Where would AI save 
the most time for 

our team?
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