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Response Burden and Response Quality in Business Surveys. 
Gustav Haraldsen, Statistics Norway 

In business surveys both sample management and measurement issues are heavily affected by the 

fact that business respondents are designated informants, set to gather information from business 

records and knowledgeable colleagues. This makes the characteristics of the social environment and 

the social processes within which the respondent operates a more important part of the business 

survey design compared to social surveys (Willimack and Nichols 2010). In social surveys the main 

source of information is the in the memory of the respondent. In business surveys information is 

distributed between different documentation sources or between people in different positions which 

are updated at different times (Lorenc 2007).   

Based on qualitative research interviews with people involved in a business surveys Bavdaz (2010) 

suggested a five-point typology which links the expected response quality to data accessibility. The 

accessibility indicator ranges from easy accessible at one end of the scale to nonexistent on the 

other. The corresponding, expected response quality ranges from exact datum to item nonresponse. 

Haraldsen (2013) has refined this typology by distinguishing between three dimensions of the data 

requested; the conceptual delineation and the delineation of which unit(s) and which reference 

period the requested data should cover. Bavdaz’s five-point scale can be interpreted as a of the 

retrieval process in business surveys. We will discuss to which extent questions posed in the 

Norwegian SBS-survey called for information gathered from other people or different information 

documentation sources, and to which extent this affected the perceived response burden and 

response quality. We will also expand the discussion by looking at the relationship between response 

quality and other response burden aspects (like comprehension, judgment or mismatch between 

available information and response options).  
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