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Aims of Economic Tendency Surveys

Base for business cycle relevant indicators
Receive timely signals about general business cycle course
Change point detection

Information about assessments of current situation and
expectations for the coming months of enterprises, e.g.

® assessment of stocks

= expectations about price changes
= plans about employment

¥ capacity utilization
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Aims of Economic Tendency Surveys

Aims of Economic Tendency Surveys

The information covered by ETS goes beyond topics which are

usually captured by conventional quantitative statistics.
Examples include

B assessments (e.g. capacities, stocks)
B plans and expectations

B pottlenecks
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Business Climate in Afghanistan

Business Climate in Afghanistan
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Graph 1b- Business Climate by Regions, Oct 2013 and March 2014
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Quantitative data versus qualitative data

Quantitative data versus qualitative data

B easier for respondents

B can be completed quickly

B timely results

B smaller sample size possible
B |ess seasonal distortion

B reduced influence of outliers
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Customers of ETS results

Two broad categories of users according to their needs:
]

‘Executives’ (e.g. senior business executives, politicians, senior
civil servants responsible for government policy, senior personal
in banks and financial institutions and the press and other
media)
[

’Analysts’ (e.g. economists and researchers operating in
the academia, research institutions and governmental
bodies)
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Financial Times

August 14, 2014 5:04 pm

Russian shadow unsettles German
business confidence

By Stefan Wagstyl and Chris Bryant in Berlin

Financial Times

FT .com

FINANCIAL TIMES
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Financial Times

August 4, 2014 12:02 am

UK business confidence dips for first time
in two years

By Brian Groom, Business and Employment Editor

FT .com

FINANCIAL TIMES

Any questions? Ask Customer Services

Financial Times
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Financial Times

Financial Times

July 30, 2014 11:59 pm

UK consumer confidence falls for first
time in six months

By Emily Cadman

FT .com A

FINANCIAL TIMES
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Financial Times

Financial Times

Last updated: July 1, 2014 5:07 am

Japan’s Tankan business survey falls after
consumption tax rise

By Ben McLannahan in Tokyo

FT .com Ay auestions?

FINANCIAL TIMES
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The Economist

The Economist

The Intelligence
Economist Unit Country Industry Risk

Our site uses cookies. By continuing to browse you are agreeing to

My EIU > Country > Hong Kong > Economy: Recent developments

Hong Kong
DEETAETR -~ BN

Displaying article 1 of 4 articles » M

January 26th 2012

Poor business confidence points to
challenges ahead
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The Economist
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Country

Industry Risk Special req
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&) Print
Business confidence falls to ten-year low

The Economist
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UK consumer confidence falls as election nears
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Markets | Tue Apr 28, 2015 10:13am EDT

NEW YORK

U.S. consumer confidence sinks in April
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Markets | Tue Apr 28, 2015 3:11am EDT

French consumer confidence at highest in five years

Reuters
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Reuters

Markets | Fri Apr 24, 2015 3:00am EDT

LONDON, APRIL 24

Related: CURRENGIES, MARKETS.

Euro rises to two-week high ahead of German IFO survey
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Economic Tendency Survey data results are a popular
ingredient of composite indicators.

The advantage of composite indicators over the individual
component series are:

B fewer false alarms and fewer missed turning points than its
individual components

u]
o)
1l
n
it

RN Ge



Composite Indicators

Composite Indicators

Economic Tendency Survey data results are a popular
ingredient of composite indicators.

The advantage of composite indicators over the individual
component series are:

B fewer false alarms and fewer missed turning points than its
individual components

® more stable lead-times

u]
o)
1l
n
it

RN Ge



Composite Indicators

Composite Indicators

Economic Tendency Survey data results are a popular
ingredient of composite indicators.

The advantage of composite indicators over the individual
component series are:

B fewer false alarms and fewer missed turning points than its
individual components

B more stable lead-times

B capacity to react to various sources of economic
fluctuations

u]
o)
1l
n
it

RN Ge



Composite Indicators

Composite Indicators

Economic Tendency Survey data results are a popular
ingredient of composite indicators.

The advantage of composite indicators over the individual
component series are:

B fewer false alarms and fewer missed turning points than its
individual components

B more stable lead-times
capacity to react to various sources of economic fluctuations

B resilient to perturbations affecting only one of the
components
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Composite Indicators

B Soft/general questions vs. hard specific questions
B Selection of indicators

B Aggregation of indicators

Composite Indicators
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Soft questions: Business Climate

Soft questions: Business Climate

Current Situation (CS)

We assess our current hus,.i ness situation for xy as

good

: ||
satisfactory | ]
bad

Expectations for the next 6 months (EX)
Qur business situation for XY will be — excluding seasonal
fluctuations —

better. m

about the same n

worse =




Ifo Business Climate

Ifo Business Survey
Industry and Trade,” September 2014

Ifo Business Climate
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KOF Business Situation
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KOF Business Situation Radar
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KOF Employment Plans

Eidgenbssische Techmische Hochschule 2arich~
55 Federal Institute of Technotogy

KOF Employment Plans
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KOF Employment Indicator
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Hard questions: European Union

B Assessment of current stock of finished goods
B Production expectations

Hard questions: European Union

Industrial Confidence
B Assessment of order books
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Hard questions: European Union

Service Confidence
B Development of business situation

B Development of demand

B Expected demand
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Hard questions: European Union

B Assessment of stock of goods

B Expected business activity

Hard questions: European Union

Retail Trade Confidence
B Development of business activity
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Hard questions: European Union

Hard questions: European Union

Construction Confidence
B Assessment of order books

B Employment plans
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Hard questions: European Union

Hard questions: European Union

Consumer Confidence

B Expected financial position of household
B Expected general economic situation
B Expected number of people unemployed

B Household intention to save
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DG EFCIN Economic Sentiment

!
i

‘source: European Commission services

H
m_
2
H

m
&
8
g o
. g
— 3 g
c 3
(O] ] g
£ g &
o) HER :
w a8 2 g
o g -
= S > ] &
£ = g
o N &
c . | B
o T |8
o : | &
L g3
pd Plg
L : | 8
L g
©)
)

cidg




Approaches

Approaches

Question:
How can we condense information contained in various

indicators into one (or at least in a view) indicator(s)?

B Classical (NBER)

B Factor analysis
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Classical Approach

Classical Approach

Steps in Classical Approach

B Choose and classify indicators (de-trending, cross-correlations,
turning points, co-spectral analysis)

B Standardize indicators

B Average indicators (and standardize)
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Factor Analysis

Factor Analysis

Factor Models

® a3 common force drives the dynamics of all variables

B common force, also known as common factor, is typically of low
dimension and is not directly observed because every
macroeconomic variable embodies some idiosyncratic noise or
short term movements

B factor models clean every variable from these idiosyncratic
movements and estimate the common component in every
series
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3 Special Graphical Representations
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Ifo Business Cycle Clock

Ifo Business Cycle Clock

Ifo World Economic Climate
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Ifo Business Cycle Clock

Ifo Business Cycle Clock

Ifo Business-Cycle Clock Germany
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Example of a Business Monitor (Clock)

Example of a Business Monitor (Clock)

German Federal Statistical Office: Business Cycle Monitor

Statistics Netherlands: Business Cylcel Tracer
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DG EFCIN Turning point indicator for the euro area

DG EFCIN Turning point indicator for the euro
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Ifo Business Cycle Traffic Lights
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KOF Business Situation Matrix

KOF Business Situation Matrix

Situation good but worsened Situation good and improved

40 Frequency
® Month

A . ° A Quarter

Sector
Construction

Finance

Hotels Restaurants
Manufacturing
Planing

Retailing

Services

Business.situation

a0 Wholesaling

Situation poor and worsened Situation poor but improved

T T T T
-20 -10 10 20
Situation.change
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KOF Business Situation Radar
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KOF Business Situation Altimeter for Industries

KOF Business Situation Altimeter for Industries
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KOF Business Situation Map

KOF Business Situation Map

KOF Geschaftslage der Unternehmen der Privatwirtschaft

Salden

= 55bis 100

B 30 bis unter 55
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o

smooo

Die Winkel der Peile spiegen die Veranderung der Geschaftslage Quelle: KOF
im Vergleich zum Vormonat wider
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KOF Business Situation Altimeter for Regions

KOF Business Situation Altimeter for Regions

Salden der Lagebeurteilung
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Targeted audience

Targeted audience

Usually various user groups are targeted. One has to decide for
each user group how to address them in the best way. Typical
audiences targeted are

B The general public. The public can be reached directly (e.g. via

the internet) or with the help of the media by using journalists as
a kind of conduit.

® The media
B Expert users (analysts, scientists, well informed public)

B The survey respondents
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Elements of a publication strategy

Elements of a publication strategy
Nowadays statistical information is mainly distributed via two
channels: The internet and the media.

B Transparent publication calendar (and systematic)

B Published information must be accurate and neutral. The given
information may not reveal information on individual companies
Oor persons.

B Try to write an interesting story.
B Give the date of the release and a contact.

Often the "inverted pyramid” style is used . Simply, you write
about your conclusions at the top of the story, and follow with
secondary points in order of decreasing importance throughout
the text.
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Elements of a publication strategy

Elements of a publication strategy

The availability of statistics also depends on the extent to which
survey respondents understand that data serve an important
purpose by providing a mirror on the world in which we live. The
more a statistical agency can show the relevance of its data,
the more respondents will be encouraged to provide the data.
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Eidgensssische Techmische Hachschule Zari

. Swiss Federal Institute of Techwlogy Zurich

DG ECFIN Publication schedule

DG ECFIN Publication schedule

= E
= ﬂ Commizsion BUSINESS AND CONSUMER SURVEYS

Publication dates 2015

Flash Consumer Confidence Indicator Economic Sentiment Indicator & Business Climate Indicator
Publication Publication

Month Month

Day Date Time Day Date Time
lanuary IThursday |22 January 2015 16h00 vanuary Thursday 129 January 2015 11h00
February Thursday |19 February 2015 16n00 February Thursday 26 February 2015 11h00
March Monday |23 March 2015 16h00 March Monday 30 March 2015 11h00
[April [ Wednesday [22 April 2015 16h00 RE Wednesday 29 April 2015 11h00
May Thursday |21 May 2015 16h00 May Thursday 128 May 2015 11h00
uune Monday |22 June 2015 16n00 luune Monday 29 June 2015 11h00
ouly Thursday (23 July 2015 16h00 Loaly Thursday 30 July 2015 11h00
[August Friday 21 August 2015 16h00 [August Friday 28 August 2015 11h00
September Tuesday |22 September2015 | 16h00 September Tuesday p 2015 11h00
[October [Thursday ~ [22 October 2015 16h00 [October ! [Thursday 29 October 2015 1100
INovember Friday 20 November 2015 | 16h00 November 2 Friday 127 November 2015 11h00
December Monday |21 December 2015 | 16n00 December Thursday 07 January 2016 11h00

"V includes quarterty surveys industry, services

2 includes investment survey
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KOF Press release
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Press Release

Zurich, 3 March 2015, 9 a.m.
Results of the KOF Business Tendency Surveys of February 2015

Consequences of the Decision by the SNB Become Apparent
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GFK Press release

Press release

press embargo: March 26,2015, 8.00 am.

Bright prospects for German consumer climate

March 2015

st =

wel as willingness to buy.

impactwhatsooter on the consumer mood of Germans. Consumers con-
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The lead: The first paragraph

The lead: The first paragraph

The first paragraph, or lead, is the most important element of
the story. The lead not only has to grab the reader’s attention
and draw him or her into the story, but it also has to capture the
general message of the data.

The lead is not an introduction to the story. On the contrary, it
should tell a story about the data. It summarizes the story line
concisely, clearly and simply.

It should contain few numbers. In fact, try writing the first
sentence of the lead using no figures at all.

Don’t try to summarize your whole report. Rather, provide the
most important and interesting facts. And don’t pack it with
assumptions, explanations of methodology or information on
how you collected the data.
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The lead: The first paragraph

The lead: The first paragraph

The lead paragraph should also place your findings in context

which makes them more interesting. Research shows that it is

easier to remember a news report if it establishes relevance, or

attempts to explain a particular finding. Exercise caution,
though. It is not a good idea to speculate, especially if your
statistical office cannot empirically establish causality, or does
not produce projections.

Give enough information so the reader can decide whether to
continue reading. But keep it tight. Some authors suggest five

lines or fewer - not five sentences - for the opening paragraph.



Graphs

Graphs

A picture is indeed worth a thousand words, or a thousand data
points. Graphs (or charts) can be extremely effective in
expressing key results, or illustrating a presentation.

An effective graph has a clear, visual message, with an
analytical heading. If a graph tries to do too much, it becomes a
puzzle that requires too much work to decipher. In the worst
case, it becomes just plain misleading.
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Tables

Good tables complement text. They should present numbers in
a concise, well-organized fashion to support the analysis.
Tables help minimize numbers in the statistical story. They also

eliminate the need to discuss insignificant variables that are not
essential to the story line.
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Economic research (macro and micro)
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Economic research (macro and micro)

Economic research (macro and micro)
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