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• Privacy

• Consent

• Apps and Sensors 

Content

OPEN YOUR BROWSER ON 
YOUR MOBILE DEVICE

MENTI.COM
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Privacy



Consent

Mentimeter Mini Survey

Privacy

(menti.com – 40 85 31)



Willingness to collect smartphone 
sensor data in a Dutch probability-based 

general population panel
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Willingness to share data collected via smartphone/wearables

Reasons to refuse or to accept data sharing

How to influence the willingness?

How does willingness change over time?

Research Objectives



8

LISS Panel Consent Survey

Longitudinal Internet Studies for the Social Sciences (LISS)

5000 households, 8000 individuals in the Netherlands

https://www.website.lisspanel.nl/
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Research Design

NOVEMBER
2017

JAN - MAY
2018

• Seven-minutes Questionnaire
• Smartphone Use & Concerns
• Willingness
• Trust
• N = 3023 (Completion rate = 88.4%)  

• One-minute Questionnaire
• Longitudinal willingness to 

participate 

WAVE 1A

WAVE 1B

AUGUST
2018

• Framing
• Benefits
• Control 
• Assurance of confidentiality

• N = 1965

WAVE 2
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─ Sensor-based measurements

─ Sponsor: 
- CBS vs. University vs. Market research company

─ Framing:
- Benefits
- Control
- Assurance of Confidentiality

Measurement and Conditions
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In-browser

• GPS Location
• Video of Surroundings
• Picture of House
• Picture of Purchase Receipt
• Picture of Self

Measurements
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Framing

Benefits

Control

Trust / Privacy
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Willingness
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Share photo house
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Share video
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Wear fit bracelet
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Sponsor
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Share GPS location
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Share photo house
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Share video
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Share photo self
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Wear fit bracelet

For all tasks: p < .001

Stat office

University

Market research

Sponsor
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Willingness and Actual Participation

Type of data Willingness in %

GPS location 66.5  43.4
Video surroundings 15.7
Photo house 12.4
Photo receipt 18.7
Photo face 14.5

n=1965 Dutch smartphone users

PRELIMINARY
RESULTS
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• Outer Side / Front of the House 
(e.g.  # of Floors, Height, Height of Floors)

• Garden / Terrace (e.g. Level of Concreting over)
• Heater / Boiler (Energy Use)
• Bathroom / Toilet (Adaptations)
• Living room (e.g. to assess condition)?
• GPS location

• N≈2000

NOTE:
How to analyze pictures? Maybe machine learning 

Housing Survey

2019
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• Sponsor effect: higher for university vs. market research / statistical
office

• Benefits / Control / Assurance of confidentiality: do not affect
willingness

• Willingness varies by the type of sensor & task

• Frequency of related user behaviors increases willingness

• Previous participation in similar tasks increases willingness

Summary of Findings
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Apps and Sensors



Consent

Mentimeter Mini Survey 

Sensors
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Testing:

• Willingness to participate

• Approach Strategy

• Incentives

• Data Quality

Measuring Mobility: Field Test

OCTOBER
2018

ODIN Survey:  Mobility in the Netherlands
(Sample of 1900 respondents)

Possible Future Tests: International Tourism, Domestic Tourism
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 Overview of Locations and Trips

 Gamification for Engagement

 Transportation Modes

 Location Name and Motive

 Reuse of User Input

 Additional Questions and Remarks

Measuring Mobility: Field Test
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Video: App 
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• Health
• Movement, Heart Rate, Breathing, Location
 Activity classification, Affordability, Logistics

• Time Use
• Activity measurement with App
 Data for Time-Use Survey, Media Time Survey, Free Time survey

• Budget Survey
• Receipt scans and Geotagging
 Data to be linked with household survey

Future Research
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 Appropriate Methodology

 Infrastructure for App Development and Maintenance

 Approach strategy of Respondents

 Balance Trade-off between Accuracy and Costs

 Align new Processes with Data Collection Infrastructure

 Link external Sensor Data with traditional Microdata

Required Research towards use of Apps
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ADVANCED DATA COLLECTION
Vision on Data Collection with Sensors
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage

• Data difficult to recall
• Data new to the respondent
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage

• Experience Sampling
• Accelerate Statistics / 

Nowcasting
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage

• Time
• Location
• Behavior
• Health
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage

• Return information to
the respondent

• Gamification
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage

• Citizens approach NSIs
to share their data

• More data, less
background
(“big data-ish”)
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Vision

measurements

24/7

context specific

incentives

crowd sourcing

multiple usage

• Reuse of 
measurements

• Time spending, 
mobility, health




