Universal Incentive Pilot Project - A Free Beverage for Every Survey Taker


The Incentive:
A Free Beverage at the Library Cafe

Each survey taker was offered a coupon for a free beverage of their choice at the Procrastination Station Café in the W.E.B. Du Bois Library.  

How it Worked:

· Survey takers provided their email addresses on the “optional drawing” final question of the LibQUAL+ Survey.

· At the end of the survey period ARL provided the email addresses as entered by survey takers.

· We sent an email that could be printed and redeemed at the conclusion of the survey period.
· Individual email addresses were included in the body of each email message.   This was to prevent multiple copies of the coupon from being redeemed.
· A number that represented each user group category (Faculty, Graduates, Undergraduates etc.) was included in the message to track redemption rates.
· Café staff wrote the item purchased, the cost, and the date on each coupon.  These coupons were collected and returned to the library when the coupons expired.

Marketing:

· Promotional flyers

· Facebook advertising 

· Library web site

The Challenges:
· We had to explain to our survey takers that the LibQUAL + survey text would prompt them for an email address to “be entered into a drawing for a prize” but that we were offering free drinks to everyone.  This took up extra space in the communications to users and was also potentially confusing before they even began the survey.   
· We sent all faculty members a paper survey with a paper coupon attached in addition to an email invitation to take the survey.  These coupons could have been redeemed by anyone.  This did not turn out to be a problem.

· All 782 coupons were emailed individually at the end of the survey.   A student was used to assist with this.  It would have been more desirable to provide the coupon immediately rather than waiting until the end of the 3 week survey period.

· Returned emails due to typos by users were deciphered and resent.  Coupons were valid for one month.

· We could not project how much this would cost.  We offered 9,468 individuals a free beverage to take out survey.  We sent 1,367 paper coupons upfront to faculty.
	Free Beverage Coupon Summary 



	
	Total Surveys Submitted
	Coupons Emailed
	% of Survey Takers Who Requested a Coupon
	Total Coupons Redeemed
	% of Coupons Redeemed
	Cost

	Graduates
	559
	413
	74%
	102
	25%
	$169.89

	Undergraduates
	218
	182
	83%
	62
	34%
	$111.25

	Faculty
	230
	129
	56%
	17
	13%
	$28.13

	Library Staff
	65
	52
	80%
	30
	58%
	$43.42

	Staff
	14
	6
	43%
	2
	33%
	$3.84

	Paper Survey*
	
	
	
	12
	
	$19.84

	Total
	1,086
	782
	72%
	225
	29%
	$376.37


*1,367 paper coupons were included with the paper copies of the survey sent to faculty. 34 paper surveys were returned to the library.  Library staff entered the paper survey responses into the web form and submitted each electronically. Paper totals are subsumed in each user group.

	Cost Summary

	   per survey returned
	$ .34

	   per valid survey used in results notebook (993)
	$ .38

	   per coupon provided
	$ .48

	   per coupon redeemed
	$1.67

	   by total survey population
	$ .05

	   total cost of incentive
	$376.37


Our Impressions:

· We believe the free beverage offer enticed our graduates and undergraduates to take the survey.  Two undergraduates who were not randomly sampled requested to take the survey.

· Faculty did not seem particularly motivated by free drinks.  Faculty typically have easy access to coffee or beverages near their offices.  They can more easily afford to purchase beverages than many students.

· We received thanks from some students after sending the free beverage coupons.  It was a nice way to connect positively with users about the survey.

· We considered the pilot a success as it attracted survey takers, we learned more about universal incentives, have since used this approach in other situations, and for the positive interactions generated with users. 

· The ability to customize the LibQUAL+ instrument is necessary to offer universal incentives.

· Additional comparisons will be needed to determine if providing universal incentives is significantly different from providing sweepstake style incentives.
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