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I Existing theories used in explanation of survey behavior (social exchange theory as proposed
by Dillman, 1978; leverage-saliency theory by Groves, Singer, & Corning, 2000) are in essence
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OISPs(shortest)  CINet.Basics (medium)  [CINet.Services (longest) T o e to Elestion) based on expected utility model of decision making. Classic expected utility models imply that
P people make decisions in an impractically long and cumbersome way.
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£ 0w only on few attributes of the situation (Kahneman & Tversky, 1982; Groves, Cialdini, & Couper,
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¥ No difference for closed questions (p>.05). difference (p<.001) in number of questions previously
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" h A = answer the last four questions.
I Possible explanation: answering open questions demands N . . . / .
more effort; less motivated respondents simply quit. W This is in accordance with mosFﬁndlngs for classic survey : i Should I answer the next question? fatigue
methods (for example Yammarino et al 91) incentives ] 5 ! Do )
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Length of answers on open questions depending on the questionnaire length.*
o et o r | o i  After initial decision on participation in the survey, a sequence of additional decisions often
Thisiresulbisnon-intuitive and oppositeitothelrestRSion occurs during the questionnaire completition. For each question, respondents can decide
L 50 f2f surveys (Johnson et al, 74; Herzog & Bachman, h £ off hould thell 4 A q
Sz 81). Possible explanation: whether to answer and what amount of effort should they invest in answering it.
gz s  Less motivated respondents qitted before arriving to - If the respondents' perception of survey situation changes while completing the questi.onnaire,
25 5 the last two open questions. they can modify their initial decision and stop responding or reduce the level of effort invested
zﬁ 2 w Those who stayed — especially in longer questionnaires in responding. In the same way, potential respondent who at first refused participation in a
<5 W - decided to invest more effort in responding in survey can often be convinced to convert this decision — for example, by use of additional
= general, which reflected in their longer answers on monetary incentives.
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S L. interest in survey topics is high. Questions simple, 1. ISPs : Shortest (M=15 quest_lons, 3 were open)
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s 02 w This result is in accordance with the studies . Sample? Panel members randomly assigned t(_) one of 3 questionnaires (Nis=2272,
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What was observed? Last four questions (2 open, 2 closed) were equal for all questionnaires.
Unit response rates and data quality were compared among the questionnaires of three lengths.
Answers on the question about perceived length of the questionnaire ..........were also analyzed.
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