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Consumer  Surveys 

 Pioneer of  a psychological approach in 

consumption, Katona (1975): 

Consumer expenditures = F (Capacity, 

willingness to buy) 

 

 Why are confidence measures followed? 

Observed relationship between confidence and 

household consumption growth 
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Consumer  Surveys 

Consumer Surveys aim:  

 To find out consumer tendencies and expectations 

to assess their expenditure behavior 

 

 To determine monthly consumer tendencies in the 

short run 
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BEST QUALITY  

Studies in OECD, EU Commission  

and other organizations have been 

discussing the index design 

method and questions used as  

indicators 

Index Method Survey Methodology 

To maintain good macroeconomic indicators? 

• Data Collection Method 

• Sampling Method 

• Questionnaire Design 

                  Surveys 

Goal 
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Consumer Surveys 

How to choose the best mode?  

The desired level of data quality  

The survey budget 

The content of the survey instrument  

The time available for data collection 

The type of population that is being studied 

Recent literature investigating on mixed mode 

designs 

Goal is to optimize the trade off among different 

sources of error and cost 
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Consumer Surveys 

Telephone?  

Response rate: Less (57%-80%) 

Coverage: Lower 

Social desirability bias: Less 

Cost:Lower costs 

Face to face?  

Response rate: Higher (74%-96%) 

Coverage:Higher 

Social desirability bias:More 

Cost:Higher costs 



9 

Consumer Surveys 

Literature on rotation panel design says: 

“ A fixed panel should be used, established on a 

statistically sound basis using a rotating pattern of 

updating, with a fixed proportion of units being replaced 

at a regular intervals”. (European Commission 

Documentation Summary) 

 

Further research is recommended on the benefits 

of use of a rotating panel design over the use of an 

independent sample selected each month. 
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Consumer  Tendency Survey 

Consumer Tendency Survey aims 

 To find out consumer tendencies and expectations 

for general economic course 

Cooperative survey by the Central Bank (CBRT) 

&Turkish Statistical Institute (TurkStat) 

On a monthly basis, launched in December 2003 

Consumer Confidence Index (CCI) calculated by 

sum of diffusion indices which are weighted 

percentages of responses multiplied by 1, 0,5, 0,      

-0,5, -1 
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Consumer  Tendency Survey 

Characteristics of survey respondents  

 Age:15-24, 25-34, 35-54, 55-above 

Gender:Female, male 

Labor force status: Salaried employee, waged 

employee, employer, self employed 

Income: 0-499 TL, 500-999 TL, 1000-2999 TL, 

3000-4999 TL, 5000-above TL 

Area of living: Urban, rural 
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Consumer  Tendency Survey 

Annexed to Household (HH) Labor Force 

Survey, covers individuals at age >=15, 

employed in rural and urban areas of Turkey 

Sampling frame: Regularly updated address 

registers of all 7 regions urban and rural in Turkey 

from another study at TurkStat 

Sampling unit: Household member 

Sampling method: Stratified sampling  

Weighting: Weights from Labor Survey and 

additionally weighted for age, work status and income  
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Consumer Tendency Survey 

Rotation Panel Design  

Sample changes each month but overlaps 50% with 

the sample taken 3 months previously 

Provides regular assessment of change in attitudes 

and behavior both at aggregate and individual level 

Permits research strategies made possible by 

repeated measurements 
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Transition Probabilities 

Transition probabilities are calculated by using 

individual expectations (Dominitz & Manski, 2003) 

Reinterview of same respondents after 3 months 

Survey responses in that month conditional on 

responses 3 months ago are interpreted in 2011 

3 months ago    That month 

Much more better  Much more better 

A little better    A little bit worse  

Remain the same  Remain the same  

A little bit worse   A little bit worse 

Much more worse  Much more worse 
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Consumer  Tendency Survey 

Consumer Confidence Index (CCI)  

Index questions: 

Present purchasing power situation (PPNOW) 

Over the next 6 months, purchasing power situation 

(PP6) 

Over the next 3 months, general economic situation 

in Turkey (GES3) 

Over the next 6 months, job oppurtunities in Turkey 

(JO6) 

Now, good time for buying durable consumption 

goods (DCNOW) 
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Transition Probabilities 

 On average, around 50% expect their purchasing power to remain 

the same after 3 months  

 43% and 40% of respondents to PPNOW and PP6 who initially 

foresee “a little bit worse” subsequently report “a little bit worse” 
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Transition Probabilities 

 On average, respondents, who have extremely better or worse 

expectations at the first interview, foresee more positive at the second one 
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Transition Probabilities 

 On average, 50% of respondents do not change their expectations 

for buying durable consumption goods 
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Probabilities 

 Average probabilities of general economic situation in Turkey 

expectations of the rotated respondents 
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Concluding Comments 

 In 3 months time period, not big shifts in panel 

respondents’ expectations: rotation on  

Timing matters for leading indicator concerns: 

have an independent survey  

 Standardized questions for harmonization and 

country specific questions: add questions to be 

harmonized 

To decrease sampling variance and avoid 

duplications: randomly selected one person from 

HH to be selected in sample 
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Concluding Comments 

 

 To observe pros and cons of different 

methods, some supplementary studies/ad hoc 

surveys by using the current surveys on process 

are being worked and there is always a gap; big 

or small to maintain better data quality 
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