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Abstract

Statistics Netherlands (CBS) contacts businesses in the Netherlands regularly with ques-

tionnaires on business data. In order to optimize response behaviour, CBS started a project

where businesses participating in the monthly and quarterly surveys received an incentive in

return. The aim of this study was to evaluate a possible long-term effect on response rates and

reminding rates, using an interrupted time series design. It was examined whether the effect of

time on the response rate as well as the reminding rate was the same for businesses before and

after the introduction of the incentive, while controlling for business size and economic activ-

ity. It was expected that businesses would respond more frequently, and less reminding would

be needed. Multilevel analyses show no support for these expectations. A visual inspection

shows a decrease in response rates and an increase in reminding rates after the introduction

of the incentive. Further examination is needed to understand this unexpected effect of the

incentive.
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1 Introduction

Statistics Netherlands (CBS) contacts businesses in the Netherlands regularly with questionnaires

on business data. Although participation is mandatory by law, often responses are late requiring

much reminding. Research has shown that businesses give no priority to participating in surveys

(Dale et al., 2007; Snijkers, 2007). Surveys are costly and time consuming for the businesses since

the surveys are not part of their main activity and yield no profit. High response rates, however,

are needed to compile and publish undisputed and coherent information. Therefore, special efforts

are undertaken to optimize the response rates for these surveys.

Groves et al. (1992) described a conceptual framework of factors that play a role in house-

hold survey participation. Cialdini (1988) specified six compliance principles that people use to

decide when to yield to a request; in cooperation with Groves and Couper, he related this to the

domain of survey participation. These six compliance principles are reciprocation, consistency

& commitment, social validation, authority, scarcity, and liking. These principals can be used as

motivation strategies to convince people to participate in a survey.

The main strategy to optimize response rates used by CBS is authority; mentioning the

legal obligation to participate (Snijkers et al., 2007). In spite of this legal obligation, achieving the

required response rates requires a great effort of CBS, including for example many reminders. The

compliance principle of reciprocation has rarely been used by CBS to improve survey cooperation,

despite the fact that this is a powerful principle (Groves et al., 1992). Reciprocation assumes that

people are more willing to comply with a request when they get something in return (Dillman,

2000; Groves et al., 1992). In surveys this is done, for example, by sending incentives.

In 2005, CBS started a project using reciprocation to improve survey participation (Boschma

and Snijkers, 2006). Businesses participating in the monthly and quarterly surveys receive an in-

centive in return. This incentive consists of a quarterly brochure containing tailor-made benchmark

information for individual businesses.

Compared to social surveys, in general business surveys have to deal with complex orga-

nizational business structures (Snijkers, 2007; Willimack et al., 2002). This may influence survey
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participation in a positive or negative way. With regard to the incentive, however, it is expected that

due to the complex structure, some time will pass before the business recognizes the connection

between the incentive and the survey and learns to appreciate the value of this incentive.

The aim of this study is to evaluate a possible long-term effect of the incentive on response

rates and reminding rates using an interrupted time series design. The design examines businesses

over a longer period of time, before and after the introduction of the incentive. The remainder of

this paper is structured as follows. In section 2, the theoretical framework of the study is described.

Section 3 will review some existing literature about the use of incentives in business surveys. The

research questions and hypotheses will be described in section 4, followed by the methods of anal-

yses in section 5. The results will be shown in section 6. The paper concludes with a discussion in

section 7.

2 Theoretical Framework

2.1 Conceptual model

Figure 1 presents the conceptual model of survey participation for this research. The model is based

on the response models of Snijkers (2007) and Willimack et al. (2002). Both response models

conceive of factors related to survey participation from the perspective of business respondents.

Business respondents weigh these factors in terms of response burden (costs) and business goals

(benefits) when deciding to participate in a survey, creating a cost-benefit model of participation

(see also: Dillman (2000)).

The conceptual model displays factors involved in the effect of the benchmarking brochure

being part of the communication strategy. The object of the communication strategy is to motivate

the business respondents to comply with a request to participate in a survey using reciprocation.
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The benchmarking brochure is intended as an incentive effectuating the compliance principle of

reciprocation.

The model also includes some other factors considered to play a role in business surveys:

organizational structure, business size (number of employees) and economic activity. The orga-

nizational structure and complexity may have a positive or negative influence on the effect of the

brochure and the motivation of the business respondents. The size and the economic activity of the

businesses may influence the motivation of the business respondents to participate.

———- Figure 1 ———-

2.2 Benchmarking brochure

The benchmarking brochures are sent to the director or board of directors of businesses in the same

week as the questionnaire for the monthly and quarterly survey, on a quarterly basis. The brochure

contains tailor-made benchmark information for individual businesses. An example of the brochure

is presented in the appendix. The benchmark information is presented in charts showing the avail-

able turnover rates/employment hours for the last two years of the individual business compared to

the mean turnover rates/employment hours of businesses of a similar size and economic activity.

Furthermore, the brochures are enriched with information that is related to the branch of industry

of the business. The brochure also regularly presents an interview with a representative from an

prominent business or organization.

The main purpose of the brochure is to effectuate the compliance principle of reciprocation,

i.e. to give something in return (the benchmarking brochure) to the businesses participating in the

survey. According to Cialdini, an incentive has the most impact when it contains at least three

characteristics (Goldstein et al., 2008; Zevenhuizen, 2008). It has to be unexpected, personal and

relevant. The brochure of CBS satisfies these characteristics in the beginning. It is unexpected,

because the brochure is sent unannounced and unrequested; it is personal, because the brochure

gives individually adapted information. Furthermore, the relevance is provided by the fact that the
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benchmark is expected to be useful for the business. The first characteristic of unexpectedness

dissolves later on when the business receives the benchmarking brochure regularly.

Although the main compliance principle used with the brochure is reciprocation, other com-

pliance principles are utilized as well: consistency & commitment, social validation, and liking.

Consistency & commitment is the tendency to behave in a similar way in situations that resemble

one another, and to commit oneself to that position. When receiving the brochure, businesses be-

come aware that the filling in of the questionnaire gives them access to the information given in

the brochure. The information of the brochure is aimed at providing feedback on how CBS uses

the information of the business, thus creating commitment. Social validation is the tendency to

behave according to the norms and values of the social group to which one belongs. An interview

with a representative from an influential business or organization, specifies the importance of the

statistics generated at CBS. Liking means that one is more willing to comply with the requests

from attractive requesters. With the brochure, CBS also tries to present themselves in a friendly

way to the businesses and thus tries to improve the relation with them.

2.3 Business Characteristics

The brochures are sent separately from the survey questionnaire to the businesses and - as indicated

- they are sent to the director or board of directors. Therefore, the organizational structure and

complexity (figure 1) of the businesses are of special interest to the survey process (Snijkers, 2007;

Willimack et al., 2002). The respondents of the survey, i.e. the employees who complete the

questionnaire, do not have to be the same as the people who get to see the incentive. Depending on

the structure and complexity, it is expected that either the incentive never reaches the respondent

of the survey or it takes some time to reach the respondent. When the incentive does reach the

respondent, the respondent can either recognize immediately the link between the incentive and

the survey or it may take some time before the connection will be recognized. It is even possible
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that the respondent never sees the connection. Therefore, it may at first take some time before most

of the businesses arrive at the point of increased motivation to respond to the survey.

Response behaviour may vary with business size (number of employees) and economic

activity. In the conceptual model, these characteristics are presumed to influence the motivation

and thus the response behaviour of the respondents. Therefore, information about the size and the

economic activity of the business is taken into account and included in the conceptual model.

3 Literature Review

Research on improving survey participation by incentives is limited for business surveys. This is

a striking contrast with the attention given to this issue in the area of social surveys (Groves et al.,

2004; Kaplan and White, 2002; Singer, 2002). However, some research in the area of business

surveys is available and can be classified in a monetary or non-monetary incentive.

Research examining monetary incentives shows consistently positive effects on survey coop-

eration, regardless the amount of the monetary incentive or the frequency of the incentive. Both the

use of incentives offered with the initial mailing (Moore and Ollinger, 2007; Paul et al., 2005) and

incentives received after returning the questionnaire (Newby et al., 2003) resulted in an increase of

the response rates. Studies investigating both pre- and post-incentives concluded that both enclosed

and promised monetary incentives raise response rates, but the former is more effective (Beckler

and Ott, 2007; Jobber and O’Reilly, 1998).

Studies examining the effect of non-monetary incentives, do not give straightforward results.

Beckler and Ott (2007) investigated incentive stimuli in the form of a wall clock and the promise

of a report that compared the operation’s data to an overall group average. The results showed,

however, that the incentives did not increase the response rates. In the review study of Jobber and

O’Reilly (1998) different articles investigated the effect of various non-monetary incentives. An

enclosure of an academic or trade article actually resulted in lower response rates (Kalafatis and

Tsogas, 1994), as did the offer to send the respondent a copy of the survey results (Dommeyer,
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1989). By contrast, a study by London and Dommeyer (1990) had a positive effect on response.

Mail survey recipients who completed a questionnaire, were told to be included in a drawing for

three HP Calculators. Jobber et al. (1991) investigated the effect of incentives on response rates

of business surveys implemented in different countries (cross-national). When the incentive was

given in the form of a bookmark, response rates increased. However, a promise to send a free copy

of the results to respondents had no effect on response rates.

To summarize, the literature of monetary incentives shows a positive effect on response

rates. The literature presents, however, a mixed effect for non-monetary incentives. Comparing

the available research is difficult since the topic of the surveys, the mode used, the branch of

industry, and the size of the businesses vary across the studies.

4 Research Questions and Hypotheses

CBS started the project of incentives on a small group of businesses participating in the monthly

and quarterly survey. The response behaviour of these businesses that are eligible to receiving

an incentive (see methods section for more information), is investigated over a longer period of

time (experimental period) and is compared to the response behaviour in the period before the

businesses were eligible to receiving an incentive (control period). This study will investigate two

research questions:

Research Question 1:

Is the effect of time on response the same for businesses eligible to receiving an incentive and

businesses not eligible to receiving an incentive, while controlling for size and economic activity?

• Hypothesis 1: It is expected that businesses eligible to receiving an incentive respond more

frequently over the successive measurements than businesses that are not eligible.
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Research Question 2:

Is the effect of time on the need to send a reminder the same for businesses eligible to receiving

an incentive and businesses not eligible to receiving an incentive, while controlling for size and

economic activity?

• Hypothesis 2: It is expected that businesses eligible to receiving an incentive less frequently

need a reminder over the successive measurements than businesses that are not eligible.

5 Methods

5.1 Design

The effect of an incentive on the response behaviour by businesses participating in the monthly

and quarterly survey is evaluated according to the intention to treat principle Hollis and Campbell

(1999). This means that a business eligible to receiving the incentive is considered for analysis,

even though it might not receive the incentive anymore after some time. The reasons for not re-

ceiving the incentive after some time are:

• No response in the previous three periods (months or quarters depending on the survey)

• An increase or decrease of turnover rates/employment hours by more than 300 percent

• Businesses who ask not to be given the brochure anymore

The reason that the businesses not receiving an incentive are also included in the analysis

is to estimate the effect of the intervention in practice. It provides a realistic reflection of what
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happens when implementing the brochure in practice.

Since no experimental and control group were defined beforehand, an interrupted time series

design is used to compare response data before (control period) and after (experimental period)

the introduction of the interrupter (the incentive), see figure 2. The control period lasted from the

first quarter of 2004 until the first quarter of 2006. The experimental period lasted from the second

quarter of 2006 until the second quarter of 2008.

———- Figure 2 ———-

5.2 Population

A random selection of businesses in two economic activities, the hotel and catering industry and

employment agencies, has been selected to receive an incentive. Businesses eligible to receiving

the incentive during the entire experimental period are enrolled in this study. A subdivision of the

catering industry and employment agencies is presented in Table 1. As can be seen in the table,

the economic activities of the businesses differ in the monthly survey from the quarterly survey.

———- Table 1 ———-

5.3 Short term statistics

The monthly and quarterly surveys are two distinct observation periods of the short term statis-

tics (STS) of CBS. CBS uses surveys to measure characteristics in the Dutch population of busi-

nesses and its economy. The STS is a survey used to monitor short-term developments of the

turnover/employment hours of businesses in the Netherlands. Businesses are given the possibility

to respond to this survey using a paper or electronic questionnaire.
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5.4 Variables

The first dichotomous outcome variable is the response (yes/no). A business is considered to

have responded if the questionnaire is returned, regardless whether it is completed or not.

The second outcome variable is the need to send a reminder. The number of reminders is

recorded during the data collection. The outcome variable is dichotomised into either one or more

reminders sent, or no reminders sent.

The independent variables are condition (experimental period/control period) and time (time

period from first quarter of 2004 until second quarter of 2008). The survey is sent every month

for the monthly survey and every quarter for the quarterly survey. As such, the monthly survey is

measured 54 and the quarterly survey 18 times.

Secondary variables are size class and economic activity. Businesses are divided into three

size classes. Small businesses are defined as businesses with less than 10 employees, middle-sized

have between 10 and 100 employees and large businesses are defined as businesses with more than

100 employees. The classes of economic activities (MEA) used for analyses are presented in Table

1.

5.5 Analyses

The data consists of repeated measures for every business. Multilevel analyses are performed

to account for the hierarchical structure of the data, with repeated measures at the lowest level

and businesses at the higher level. Multilevel analyses are carried out with Mlwin 2.02.The two

outcome variables, as discussed above, are used to evaluate the two research questions for both the

monthly and the quarterly survey.

The analyses tests the following multilevel logistic models:
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Logit(πij) = β0j + β1ijTimeij + β2ijConditionij + β3ijTime.Conditionij + β4ijSizeij + β5jMEAj

(1)

β0j = β0 + u0j

u0j ∼ N(0, σ2
u0)

where π represents the probability of a positive outcome (i.e. Y = 1) of either the first outcome

variable of response, or the second outcome variable of the need to send a reminder. Subscript i

denotes the measurement occasions (lowest level) and subscript j the businesses (higher level).

Within the model β1ij indicates the (logit) trend over time for businesses in the control period.

β2ij denotes the change in level (difference) for businesses of the experimental period

immediately after the interruption of the incentive. β3ij indicates the differential trend over time

in the experimental period with respect to the trend over time for the control period (difference

between slopes). This latter term indicates whether there are changes in time after the

introduction of the incentive and therefore is of primary interest here. A two-sided test is used to

examine the effect of time, while the effect of the other predictors is tested one-sided (α=0.05).

Business size and economic activity (MEA) are controlling variables and measured at the

lowest level and highest level respectively. Both variables will only be included in the model

when p<0.05(two-sided). β0j denotes the random intercept, with a fixed intercept component β0

and a random effect u0j. u0j follows a normal distribution with mean zero and variance σ2
u0.

The outcome measures for both research questions are evaluated in terms of the odds ratio. It is

tested for both outcome variables whether the odds are different for the different conditions

(experimental or control) and whether there is a different trend over time for the different

conditions.
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6 Results

6.1 Population

The number of businesses examined for this research are presented in the Table 2 for both the

monthly and the quarterly survey.

———- Table 2 ———-

6.2 Response

Monthly Survey

The regression coefficients and odds ratios of the logistic regression model for the monthly

survey are presented in Table 3. This model shows the main effects of time and condition, and

the interaction of time and condition. The effects of size and economic activity were not found

significant and were therefore excluded from the model. Given the other variables, there is a

significant positive regression coefficient for the explanatory variable of time. The estimated effect

of a one month increase in time for businesses in the control period on the odds of response is 1.05,

indicating a 5% increase over time before the interruption of the incentive.

The regression coefficient and odds ratio of condition indicates that the odds of a response

for businesses in the experimental period is significantly smaller immediately after the interrup-

tion, indicating a lower probability of responding. A significant negative regression coefficient for

the interaction of time and condition is found whereas a smaller absolute value for the positive

regression coefficient of time is found. This implies that while businesses in the control period

will have an increase in the probability of responding, businesses in the experimental period will

have a decrease in the probability of responding. The regression coefficients of condition and the

interaction of time and condition show opposite results to what was expected. The first hypothesis

examined for the monthly survey can therefore not be accepted.
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Quarterly Survey

The final model of the multilevel analysis consists of the main effects of time and condition, and

the interaction of time and condition (Table 3). The size and economic activity of the businesses

were also found significant and thus included in this model.

The estimated odds of a response for middle-sized businesses is not significantly higher than

the estimated odds for small businesses. The estimated odds for large businesses is 2.33 times

higher than the estimated odds for small businesses. So large businesses have a higher probability

of responding. The estimated odds of responding for both businesses of camping sites and busi-

nesses of canteens and catering are significantly higher than the estimated odds for businesses of

temporary employment agencies.

The odds ratio of time is statistically significant and indicates that a quarterly increase in time

for the control period yields a 6% (1/0.94 = 1.06) decrease in the estimated odds of a response.

The effects of condition and the interaction of time and condition are not found to be statistically

significant. The first hypothesis examined for the quarterly survey cannot be accepted.

———- Table 3 ———-

6.3 Reminders

The regression coefficients and odds ratios of the logistic regression models for both the monthly

survey and the quarterly survey for the second research question are presented in Table 4.

Monthly Survey

The effect of time is not found to be statistically significant for the monthly survey. The esti-

mated odds of needing a reminder for businesses in the experimental period is significantly higher

(20%) immediately after the interruption of the incentive. There is a significant positive regres-
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sion coefficient for the interaction of time and condition whereas a smaller absolute and negative

value is found for the coefficient of time. This means that while the probability for businesses in

the control period of getting a reminder decreases over time, the probability for businesses in the

experimental period of needing a reminder increases over the successive measurement occasions.

This is the opposite effect to what was expected and therefore the second hypothesis examined for

the monthly survey is not accepted.

Quarterly Survey

For the quarterly survey, the effect of time is not statistically significant. The estimated odds

of needing a reminder for businesses in the experimental period is found to be significantly higher

(77%) after the time of interruption. As with the monthly survey, the estimated effect of the inter-

action of time and condition is statistically significant, indicating an increase in the probability of

getting a reminder over the successive measurement occasions for the experimental condition. The

second hypothesis examined for the quarterly survey can therefore not be accepted.

———- Table 4 ———-

6.4 Further Examination

Multilevel analyses resulted in the rejection of the hypotheses. Moreover, the response behaviour

showed a deterioration whereas an improvement was expected. The mean responses (%) over time

of the businesses in the monthly and the quarterly survey illustrate this unexpected deterioration

(figure 3 and 4). In the monthly survey the response seems higher in the control period (period be-

fore vertical line) than the response in the experimental period (period after vertical line). A visual

inspection shows that initial increases over time change into a decrease as time progresses. This

change seems to start before the interruption by the incentive. Although there is not a clear visible

trend in the experimental period for the quarterly survey, a decrease seems to have started half way
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through the control period. It looks like a change is visible in both the monthly and the quarterly

survey, even before the incentive was sent out. Furthermore, it has to be taken into consideration

that the response (%) was already rather high.

———- Figure 3 & 4 ———-

The mean of the businesses that receive a reminder (%) over time in the monthly and the

quarterly survey is presented in figure 5 and 6. These figures indicate an increase over time in

the experimental period whereas an decrease was expected. As in the figures for the responses, a

change seems to occur before the interruption of the incentive.

———- Figure 5 & 6 ———-

7 Discussion

CBS started the project of incentives to optimize response behaviour. Businesses participating in

the monthly and quarterly surveys received an incentive in return. Businesses were examined over

a longer period of time, before and after the introduction of the incentive. The aim of the study was

to evaluate a possible long-term effect of the incentive on response rates and reminding rates. It

was expected that businesses would respond more frequently after the introduction of the incentive

and that they would need a reminders less frequently over a period of time. However, the results

of the multilevel analyses reject these expectations for both the monthly and quarterly surveys.

The probability that businesses respond decreases or shows no change after the introduction of

the incentive. Furthermore, the probability that businesses need a reminder increases in both the

monthly and quarterly survey. These effects are contrary to what was expected. A number of

reasons can be given for these unexpected results.

A visual inspection of the observed response and reminding rates (figures 3 - 6) suggests
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that the response rates already started decreasing before the introduction of the incentives whereas

the reminding rates started increasing at the same moment. This could imply that an unknown,

but strong factor already started to influence the response behaviour in a negative manner before

the introduction of the incentive. The interrupted time series design used in this study did not

account for such a factor to be present. This design is based and analysed under the assumption

that only one interrupter is present and not two. This may affect the interpretation of the results

of the multilevel analyses. A possible positive effect of the incentive may be countered by an

unknown, but stronger negative factor. This could explain the absence of the expected improvement

of the response behaviour. Supposing that the incentive had worked as intended, it may well be

that, although the response rates decrease and the reminder rates increase, the incentive makes the

response rates decrease less and that less reminding is needed than would be the case without the

incentive. Further investigation is needed to identify the unknown factor and its influence on the

effect of the incentive.

But again, the intended effect of the incentive is not clear. An important factor, discussed

throughout this research, is the organizational structure and the complexity of the internal processes

of businesses, which may differ from business to business (figure 1). Because of this complex

internal process, it was expected that it would take some time before most of the businesses would

recognize the connection between the incentive and the survey and arrive at the point of being

motivated to participate. But it may well be that the incentive never reaches the respondent of the

survey, or that the respondent does not recognize the link. Thus, no effect on response is present at

all.

Tailoring the use of the incentive might, however, have an effect. The organizational structure

and complexity of businesses that was never specified for this study, may for example vary with

business size, economic activity or the communication within the businesses. There is some indi-

cation from the analyses that smaller businesses have a lower propensity to response and that the

response varies for businesses in different economic activities. For this research, only businesses

were included that were involved in the economic activities of hotel and catering and temporary
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employment agencies. The results can therefore not be generalized to businesses involved in other

economic activities. It could be important to further investigate the above mentioned business

characteristics in relation to the use of incentives.

The effect of an incentive is evaluated according to the intention to treat principle. A business

eligible to receiving the incentive is considered for analysis even though it might not receive the

incentive anymore after some time. The reason that businesses that do not receive an incentive are

also included in the analysis is to estimate the effects of the intervention in practice. The exclusive

effect of businesses receiving the incentive is therefore not measured. Measuring the effect of the

brochure for only these businesses could provide other results, but has no relevance for the practice.

To summarize, the analyses did not show the expected results and many aspects of survey

participation in businesses still need to be investigated. The outcome of this study is in line with

most other studies evaluating the effect of non-monetary incentives. However, it has to be pointed

out that for this research the response rate on the monthly and quarterly survey was already high and

thus hard to improve. Furthermore, the results may be influenced by an unknown factor influencing

the effect of the incentive. Without clear identification of this factor and its effect on response

behaviour, it is difficult to draw a final conclusion on the effectiveness of the incentive based on

this study.
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Figure 2. Interrupted time series design

Moment of interruption
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Table 1: Main Economic Activity (MEA) of Businesses

MEA Monthly Survey MEA Quarterly Survey

551 Hotels, pensions and conference centres 552 Camping sites and other facilities

for recreational purposes

553 Restaurants, cafeteria’s, snack-bars 555 Canteens and catering

554 Café’s 745 Temporary employment agencies,

labour exchange companies, job centres

testing, recruiting and selecting personnel
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Table 2: Number of Businesses and Measurements for both Surveys

Monthly Survey Quarterly Survey

MEA N MEA N

Businesses 175 195

551 49 552 11

553 87 555 33

554 39 745 151

Total Measurements 9450 3510

551 2646 552 198

553 4698 555 594

554 2106 745 2718
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Table 3: Regression Coefficients and Odds Ratios for Response.

Final models Monthly Survey Quarterly Survey

(N=9450) (N=3510)

Variables Coeff. (s.e.) O.R. Coeff. (s.e.) O.R.

Time 0.05 (0.01)* 1.05 -0.06 (0.03)* 0.94

Condition -1.16 (0.23)* 0.31 -0.07 (0.23) 0.93

Time*Condition -0.07 (0.01)* 0.93 0.07 (0.05) 1.07

Size middle 0.42 (0.22) 1.53

Size large 0.85 (0.28)* 2.33

MEA 552 1.46 (0.40)* 4.31

MEA 555 1.34 (0.64)* 3.82

*p < .05; with time, size and MEA tested two sided and condition and

time*condition tested one sided.
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Table 4: Regression Coefficients and Odds Ratios for the Need for

Reminders.

Final models Monthly Survey Quarterly Survey

(N=9450) (N=3510)

Variables Coeff. (s.e.) O.R. Coeff. (s.e.) O.R.

Time -0.01 (0.01) 0.99 -0.02 (0.02) 0.98

Condition 0.18 (0.10)* 1.20 0.57 (0.15)* 1.77

Time*Condition 0.03 (0.01)* 1.03 0.10 (0.03)* 1.11

*p < .05; with time tested two sided and condition and time*condition

tested one sided.
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Figure 3 & 4. Percentage of Businesses Responding over Time for the Control (Left Side of Vertical

Line) and the Experimental (Right Side of the Vertical Line) Period.
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Figure 5& 6. Percentage of Businesses Receiving Reminders over Time for the Control (Left Side of

Vertical Line) and the Experimental (Right Side of the Vertical Line) period.

28



Appendix

Benchmarking Brochure Statistics Netherlands
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Voor u ligt alweer uw derde CBS-bedrijfs-

barometer. Op pagina 3 ziet u in één

oogopslag hoe uw bedrijf het afgelopen

kwartaal ‘gescoord’ heeft ten opzichte van

uw branchegenoten. Wist u overigens dat we

de branches uitsplitsen? Zo krijgen cafés te

zien hoe hun eigen bedrijf scoort ten opzichte

van andere cafés, en restaurants worden

vergeleken met restaurants. Appels met

appels dus. Op die manier kunt u écht goed

zien hoe u ervoor staat! Lees meer over het

belang van benchmarking en cijfers in het

interview met ‘horecagoeroe’ Ton Lenting.

Ton Lenting, bedenker van de ‘Ladder van Lenting’ en

de ‘Grolsch Horeca Academie’ maakte, na 22 jaar zelf

in de horeca gewerkt te hebben, de overstap naar de

advieskant. Altijd onderweg, altijd op zoek naar

kansen en mogelijkheden voor ‘zijn’ bedrijven. Hoewel

Ton niet helemaal kaal is, geen sigaren rookt én niet

op tv komt, dringt de vergelijking met Herman den

Blijker zich toch op. Ton Lenting: “Een horecagoeroe?

Laat anderen daar maar een oordeel over geven. Maar

het hameren op cijfers hebben we zeker gemeen!”

Blijven hameren op cijfers

Contactcenter
Het contactcenter beantwoordt vragen die verband
houden met het aanleveren van bedrijfsgegevens.

E-mail: contactcenter@CBS.nl

Telefoon: (045) 570 64 00
algemene vragen.

Telefoon: (045) 570 66 27
technische ondersteuning bij elektronisch
aanleveren van bedrijfsgegevens.

Infoservice
Het service centrum geeft informatie over het CBS,
zijn producten en de uitkomsten van onderzoek.

Telefoon : 0900 - 0227 (€ 0,50 per minuut).

Kloosterweg 1 6412 CN Heerlen

Zakelijke dienstverlening als
banenmotor

Aan het eind van het derde kwartaal van 2006 stonden in

de zakelijke dienstverlening 51 duizend vacatures open.

Dat komt neer op ruim een kwart van alle vacatures in

Nederland! In de zakelijke dienstverlening ontstaan bij

economisch herstel snel extra banen. Het omgekeerde

geldt ook: bij economische neergang daalt het aantal banen

in de zakelijke dienstverlening sterker dan in andere

bedrijfstakken. Hieruit blijkt dat de zakelijke dienstverlening

erg belangrijk is voor het volgen van de ontwikkelingen in

de totale arbeidsmarkt. In totaal zijn zo’n 274.000 mensen

in het derde kwartaal van 2006 begonnen met een nieuwe

baan. Niet eerder was dit aantal zo hoog.

CBS start wervingscampagne

De arbeidsmarkt wordt krapper. Dat weten wij als geen

ander, omdat wij daar regelmatig cijfers over publiceren.

Maar dat voelen wij ook. Het CBS heeft de komende jaren

honderden nieuwe mensen nodig. Vanwege andersoortig

werk en natuurlijk ook pensionering.

Daarom is het CBS gestart met een nieuwe, landelijke

wervingscampagne. Hierin wordt een duidelijk verband

gelegd tussen ‘harde’ cijfers en belangrijke maatschappe-

lijke thema’s, zoals gezondheidszorg of verkeersveiligheid.

Gebleken is namelijk, dat vooral de maatschappelijke

relevantie het werken bij het CBS zo interessant maakt!

Campagne met cijfers

Hebt u één van de lijsttrekkersdebatten gezien? Dan is u

vast opgevallen hoe belangrijk cijfers zijn geweest tijdens de

verkiezingscampagnes. Of het nu ging over de staat van de

economie, over integra-

tie, de situatie in de zorg,

de vergrijzing van de

bevolking of over de

veiligheid: over en weer

werd er geargumenteerd

met cijfers van het CBS als parate kennis. Dat is natuurlijk

ook logisch. Het CBS werkt voor de overheid, en dus voor

ons allemaal. Wij leggen de cijfermatige basis onder

Nederland, en de cijfers zijn voor iedereen beschikbaar. Via

onze website, rapportages, persberichten maken wij onze

cijfers wereldkundig. Veel brancheorganisaties publiceren ze

op hun websites. De cijfers zijn er voor iedereen, dus ook

voor u!

Reageren? www.cbs.nl/contactcenter

Zonder cijfers niet welkom Ton coacht op dit

moment zo’n 28 bedrijven. Daarnaast verzorgen Ton en zijn

collega’s voor ongeveer 400 bedrijven trainingen over ‘actief

ondernemerschap’. Ton: “Je mag alleen aan die training

meedoen, als je bereid bent openheid te geven over je cijfers.

Alleen dan kun je concreet worden, en serieus iets leren!”

Ton maakt veel gebruik van benchmarkgegevens. “Elke onder-

nemer, horeca of niet, moet dagelijks weten hoe hij of zij er

cijfermatig voorstaat. En weten waarom je beter of slechter

scoort dan je collega’s. > Lees verder op pagina 2

C
B
S
-b

ed
ri
jfs

b
ar
o
m
et
er

ui
tg

av
e

va
n

he
t

C
en

tr
aa

lB
ur

ea
u

vo
o

r
d

e
S

ta
tis

tie
k

|n
um

m
er

3
|d

ec
em

b
er

20
06

80

60

40

20

0

-20

-40

-60

%-mutatie t.o.v. een jaar eerder

Totaal

Zakelijke dienstverlening

 2000 2001 2002 2003 2004 2005 2006

Nederland is één van de meest verkeersveilige landen van Europa. In 2005 vonden

er op onze wegen 817 dodelijke ongevallen plaats. In 2000 waren dat er 1166 en in

1972 zelfs 3264. Bijna 10% van de slachtoffers in 2005 was voetganger. Op

zaterdag en zondag vallen er relatief meer slachtoffers dan doordeweeks. Vooral de

nacht van zaterdag op zondag haalt vaak de krant. Afgelopen jaar was er bij zo’n

55 dodelijke ongelukken drank in het spel. Bestuurders onder de 24 jaar veroor-

zaken ruim 2 keer zo vaak een ongeval, reden waarom er in 2002 een beginners-

rijbewijs werd ingevoerd. Veel cijfers over verkeersveiligheid zijn, het zal u niet

verbazen, afkomstig van het CBS. We verzamelen, analyseren en publiceren elk

jaar duizenden cijfers die als basis dienen voor belangrijke beslissingen bij de over-

heid en in het bedrijfsleven. Het CBS heeft op dit moment diverse vacatures voor

doortastende, communicatief sterke mensen met een kwantitatieve achtergrond

en een analytische geest. Heb je een opleiding op HBO- of WO niveau en wil je

helpen Nederland cijfermatig in kaart te brengen? Kijk op www.cbs.nl/vacatures.

Je kunt pas iets over de verkeersveiligheid zeggen

als je de cijfers kent.

/vacatures

Het CBS wenst u een
voorspoedig 2007

Het jongetje dat vannacht in Nederland is geboren wordt naar

verwachting 77 jaar, het meisje 82 jaar. Worden wij ouder dan andere

Europeanen? Nee, in landen als Spanje en Zweden overleeft men

ons. Japan heeft trouwens de hoogste levensverwachting ter wereld.

Bijna 32% van de Nederlanders overlijdt aan de gevolgen van

hart- en vaatziekten, bijna 29% aan kanker. Zo’n 30% van alle

burgers boven de 12 jaar rookt. Van de mannen lijdt volgens officiële

definities 50% aan overgewicht, van de vrouwen ruim 40%. Vrouwen

hebben veel vaker psychische klachten, maar onder mannen komt

zelfdoding ruim twee keer zo vaak voor. De kosten van onze

gezondheidszorg zijn de afgelopen 5 jaar met gemiddeld 8% per jaar

gestegen. Deze cijfers zijn, het zal je niet verbazen, afkomstig van het

CBS. We verzamelen, analyseren en publiceren elk jaar duizenden

cijfers die als basis dienen voor belangrijke beslissingen bij de

overheid en in het bedrijfsleven. Het CBS heeft op dit moment diverse

vacatures voor doortastende, communicatief sterke mensen met een

kwantitatieve achtergrond en een analytische geest. Ook mensen

met (leidinggevende) ervaring zijn zeer welkom. Heb je een opleiding

op HBO- of WO-niveau en wil je helpen Nederland cijfermatig in kaart

te brengen? Kijk op www.cbs.nl/vacatures.

/vacatures

Je kunt pas iets over de volksgezondheid zeggen als je de cijfers kent.
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