Non-response Bias in Readership Surveys
Ana Slavec, Vasja Vehovar
On of the main issues when evaluating a survey is the non-response bias, how the non-respondents differ from respondents. In the Slovenian National Readership Survey (NRS) non-respondents represent two thirds of all eligible units. Their difference presents a threat to the validity of a survey. Analyzing bias on key variables enables us to better estimate true values. There are several methods for assessing the extent of non-response bias, depending on data available.  In the NRS 2008 we studied bias using core information on non-respondents. The design included both a pre-questionnaire and a subsequent survey on non-respondents. The first was actually a neighborhood characteristics form (based on the European Social Survey example) with an additional question on household newspaper subscription to ask the non-respondent or another household member in case of non-contacts. This information was acquired for 5,862 units (almost 60% of all eligible units) and was used in combination with the NRS database of respondents to compute absolute and relative non-response errors and biases.  Results show that omitting non-respondents overestimates subscription (and with it probably also readership) for most newspapers – in some cases the relative error is higher than 50%.  Next, a survey on a sample of 683 non-respondents was conducted by phone where we were interested in their eligibility, interviewer falsifications and especially in their media consumption habits (newspaper subscriptions, internet use). A little over a half (356) responded and based on this data additional comparisons and estimates of non-response bias were made confirming lower figures of subscribers among non-respondents than among respondents indicating that readership is overestimated in the NRS, at least for certain publications.
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