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The quiz s hould be over in three minutes , or els e ris k los ing the taker's attention. Image credit: Riddle Technologies

By Boris Pfeiffer and Mike Hawkins

T aking a look at any social media page will show you the incredible popularity of online quizzes. In the highly viral
world that we live in today, quizzes fill the perfect niche.
T his has led to marketers taking advantage of the virality of quizzes in marketing campaigns. T his makes sense:
every time someone shares a quiz, the company is able to promote its product without any additional work.
However, quizzes are not simply a plug-and-play commodity. T here is an art form to crafting the topic and questions
so that consumers can share it across their social media accounts.
Here are five easy ways for you to optimize your quiz and make it irresistible to the masses.
A title that makes you want more
If you think titles are not important, think again.
T he title will be your audience's first exposure to your quiz and will need to immediately grab their attention.
For your quiz to go viral it needs to persuade users that taking this quiz will be worthy of their time.
Luckily, there are a few simple hacks that can vastly improve the effectiveness of your title.
T ry to keep the length between eight and 60 characters short and punchy titles allow the user to quickly read, then
click to start the quiz.
It also helps to keep it informal: Use "you" and "your" to establish an easy rapport with the user.
A recent study found that posts with a headline in the second person are almost three times more likely to be highly
shared across social media.
Do not be afraid to challenge the quiz taker.
Include bold words such as "actually," "always" or "the most."

At a psychological level, the user is much more likely to start and share titles such as "How much do you actually
know about < your topic> ?" or "Do you have what it takes name all these < your topic> ?"
Lastly, odd numbers in titles work well. Really well.
Consider adding an odd number to your title to grab attention (e.g. "7 thing you actually don't know about < your
topic> ")
It may seem strange, but quiz titles with odd numbers get up 20 percent more quiz starts.
If you are undecided between multiple titles, test out a few variations of it.
Upworthy challenges its teams to create 25 titles for each quiz. Pick the best couple, then measure how many times
each quiz gets shared and pick the best one.
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T he "T hree Minute Rule"
Users today simply do not have the attention span to sit through more than a few minutes of a quiz no matter how
eager they are to see the results.
Research shows that anything more than three minutes will lose the quiz taker's attention.
T he goal is to get the user to the results as quickly as possible.
T o achieve this, you should have between five and 10 total questions.
T he goal is virality, so you want to get your users from start to finish in a short amount of time so they can share it
across their social media accounts.
Simple, high-impact images
T he image that corresponds with each specific result is also important.
Posts with high-quality pictures that perfectly complement the description in the results are much more likely to be
shared.
T he audience can often see through the blandness of stock photos it pays to invest a bit in your images.
When choosing your images, there are a few things you need to consider.
First, make sure you match the mood of the specific result with the image.
If you are trying to be funny, be sure the picture makes the user laugh. Likewise for a serious result.
When in doubt, keep it simple.

A good image will convey everything in an instant, so there is no need to use anything overly complicated or with a
visually cluttered background.
For free high-quality images, we recommend using Pexels. It has thousands of high-quality photos that can be
accessed without need to obtain the copyright.
Google is another great option but be careful by default, searching on Google will not filter for copyright purposes.
Vary your quiz format
T he great thing about quizzes is that there are so many options to choose from right/wrong questions, trivia quizzes
and personality tests. T here is no one right type of quiz, so try lots of different formats.
If you have viral success in one format, perhaps you have found your niche keep designing quizzes until the well
runs dry. Variety always helps, but it does not make sense to move away from a good thing.
However, if you are struggling to get users to share the quiz, switch it. You never know what skills you have until you
try.
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It is all in the results
A good title will get someone to start a quiz, but you still need to make sure that her results are well-written so that she
will want to share her results at the end.
T he results are ultimately what makes a user decide whether or not to share the quiz.
T herefore, it is imperative that your results are something worth sharing.
From a quiz taker's perspective, it is one thing to find out that your true color is actually blue, but you want to know
exactly why.
T here are a few ways that you can do this: Either have the results' description say something funny or something that
makes the quiz taker seem smart.
T he key? Make users want to show their followers how interesting they are.
Good copywriters follow the 50/50 rule half their time on questions, and half on the results.
If you are stumped, you might want to turn to a freelancer. T here are some great copywriters you can hire to craft
your quiz results.
Once optimized, your quiz is ready to be shared again and again, and again..

Do not be afraid if you strike out. Regroup, rethink your strategy, perhaps even pick a different topic, then try again.
Use your network to your advantage
Simply ask five to 10 of your friends or colleagues to take your quiz
Get their feedback it often pays to gain a different perspective.
AS LONG AS social media rules the online world, pictures will be commented on, hashtags will trend and, most of
all, quizzes will be shared.
Get involved and make your quiz a part of the online conversation.

Boris Pfeiffer is cofounder and Manchester, England-based Mike Hawkins is cofounder and director of marketing
at online quizmaker Riddle T echnologies, Saarbrcken, Saarland, Germany. Reach them at boris@riddle.com and
mike@riddle.com.
© 2020 Napean LLC. All rights reserved.
Luxury Daily is published each business day. Thank you for reading us. Your feedback is welcome.

