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Abstract. An important strategic goal of Destatis is to continuously collect information about the customer satisfaction and the
perception of important stakeholders and target groups. We conduct frequent customer surveys since 2007. But not all important
stakeholders and target groups are necessarily registered customers. To learn more about their demands a reputation analysis
was conducted in 2013 in cooperation with a market researcher. To determine a manageable frame for the study, we focused on
three target groups: Respondents (households and enterprises), fast multipliers (online and data journalists) and young multipliers
(young academics). The analysis was mainly based on the “Kano-Model”, a methodological approach, which is often used in
quality management and product development. In the following article the survey design and the main results will be presented.
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Beyond traditional customer surveys: The
reputation analysis

Destatis carried out a reputation and acceptance
study 2013 in cooperation with a market researcher
to learn more about the different demands of impor-
tant stakeholders and target groups [1]. The survey
was contracted out because otherwise respondents are
likely to give biased answers to questions about the
same organisation which carries out the survey [2], but
the main concept of the reputation analysis was devel-
oped at the Federal Statistical Office.

1. Purpose of the study

Reputation is considered as the most important im-
material value of a company or an institution [3,4]. It
is based on personal experiences and perceptions of
target groups and stakeholders. Their basic needs and
delighters concerning data search and data use are the
most important drivers of reputation. The first ques-
tion for the analysis was: How is reputation among tar-

get groups? The second question was: How to increase
reputation within less available resources and within
the fast changes of the media environment? Customer
surveys do not answer important questions about the
basic needs and expectations of stakeholders and tar-
get groups. They are very standardized and focus only
on registered customers and the available products and
services [4]. A reputation analysis goes beyond tradi-
tional customer surveys.

2. Survey design

A high-level-working group at the Federal Office
worked out the target groups and the main topics for
the questionnaires. Based on this frame the market re-
searcher (LINK-Institute Frankfurt) developed the sur-
vey design with qualitative and quantitative parts [3].
They realized overall nearly 5000 quantitative inter-
views so that we have a reliable and representative
database for every target group.

1874-7655/15/$35.00 c© 2015 – IOS Press and the authors. All rights reserved
This article is published online with Open Access and distributed under the terms of the Creative Commons Attribution Non-Commercial License.



286 I. Willand / Beyond traditional customer surveys: The reputation analysis

Table 1
Survey design

Respondents Fast multipliers Young multipliers
Qualitative Individual focussed interviews, n = 5 Discussion group, n = 12

Quantitative Private households,
Computer-assisted telephone interviews, n = 2200

Online questionnaire, n = 300 Graduates
Online questionnaire, n = 1000

Enterprises,
Computer-assisted telephone interviews, n = 1000

PhD students
Online questionnaire, n = 290

2.1. Target groups

There are many possible target groups for a reputa-
tion analysis depending on the different national set-
tings: Opinion formers, key institutions and other mul-
tipliers [5,6]. To determine a manageable frame we fo-
cused on three target groups who became increasingly
important for the work of the Federal Statistical Office
in the past years:

a) Respondents (households, enterprises)
b) Fast multipliers (online and datajournalists)
c) Young multipliers (young graduates and PhD stu-

dents of social and economic sciences).

a) The respondents are divided in two subgroups.
We needed to learn more about the willingness of
the population to respond in household samples
and about their attitude towards official statistics
in general (regardless of whether they have sur-
vey experiences or not). The market researcher
realized 2200 computer-assisted telephone inter-
views (CATI) based on a representative sam-
ple of German landline and mobile phone num-
bers. 14% among the 2200 persons in private
households participated already in surveys of of-
ficial statistics (census, microcensus or volun-
tary household surveys). Enterprises in Germany
must (depending on their number of employ-
ees and branch) respond to a variety of manda-
tory surveys monthly and annually. We wanted
to learn more about their attitude towards the
reporting process and their perception of offi-
cial statistics. Most of them are only in contact
with the Statistical Offices of the Länder because
they conduct most official surveys. The market
researcher realized 1000 CATI interviews with
managing directors or members of the higher
management who are in charge of the reporting
process. 91% of the enterprises with more than
250 employees participated already in an official
enterprise survey.
The respondents are a very important target
group that has been neglected in the past. They

play an important role as multipliers for the Na-
tional Statistical Office because compared to the
overall population and the number of enterprises
in Germany many of them got already in touch
with official statistics.

b) The needs of datajournalists are interesting for
Destatis because their work is often data
driven [7]. They tell stories with interactive
charts via blogs or websites of the big news-
papers. For the qualitative part of the study the
LINK Institute interviewed five leading data jour-
nalists via Skype to identify relevant topics in
the context of data search and data use. The re-
sults were integrated in the quantitative online-
questionnaires for the fast multipliers (n = 300).

c) Statistical data was important for the studies of
many young multipliers and will be important
for their work in the future. Most of the young
academics will get jobs in the private or pub-
lic sector or in the scientific community where
they can play the role of multipliers for official
data. A focus discussion with 12 young multi-
pliers from different German universities served
as a basis for the development of the quantita-
tive online-questionnaire. 1000 online-interviews
with young graduates and 290 online-interviews
with postgraduates were realized.

2.2. How to find out what target groups think

How can the needs and expectations of target groups
be measured? Destatis was closely involved in the
development of the questionnaires and the pretest-
ing. The reputation analysis was mainly based on the
“Kano-Model”. It was developed by Narioki Kano, a
former psychologist at Tokyo University. The model
classifies user needs in different categories and is of-
ten used in quality management and product develop-
ment [8,9]. The approach was adapted for the purposes
of the reputation analysis.

The most important category is the basic needs. Ba-
sic needs are taken for granted and they are typically
unspoken. If they are fulfilled, they do not increase
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reputation

very good
(7)

fast multipliers
(5,3)

private
households (4,7)

graduates (5,3)

PhD students
                (5,3)

enterprises
(4,6)

very bad
(0)

Fig. 1. Reputation results by target groups.

satisfaction. If they are not fulfilled, they will cause
dissatisfaction. For example: If you have booked a
flight, you expect your checked-in luggage at the des-
tination for sure. Otherwise you are dissatisfied which
would have caused a serious damage of reputation for
your airline. Another important category is the de-
lighter. Delighters are unexpected features that make
customers happy. They do not necessarily cause dissat-
isfaction when not fulfilled, because they are not ex-
pected. For example: You booked an economy class
flight and the stewardess serves hot towels for refresh-
ment which is usually a service only in business class.
Delighters are important because they can make the
difference in comparison to competitors and can in-
crease reputation. Target groups were asked for their
basic needs and delighters concerning data search, data
use and the reporting process.

For the measuring of the reputation values a multi-
dimensional method which is common in market re-
search, was used. The target groups had to assess
Destatis in different dimensions (responsibility, prod-
ucts, vision, and environment). The average over the
different fields is the reputation index for every target
group [3].

3. Results and conclusions

Regarding the reputation values, the Federal Statisti-
cal Office is considered as a trustworthy and competent
institution. Destatis is the most important data source
for the fast and the young multipliers. About 60% of
the journalists and young academics have used data
from the Federal Statistical Office already. But the rep-
utation values differ between the respondents and the
multipliers (Fig. 1). Part of this difference is explained
by the fact, that respondents are asked to fill out the

questionnaire and multipliers are asking for our data.
Nevertheless we have to improve the results especially
among the respondents.

3.1. Respondents

Most of the managing directors in enterprises (59%)
are of the opinion, that official data is important for the
German economy and democracy. But only 29% think
that the results of enterprise surveys are important for
their company. Obviously they are not aware of how
they can benefit from the data – which may have a neg-
ative impact on data quality. The analysis reveals sim-
ilar effects for the private households.

In private households the reputation of Destatis and
the willingness to participate in surveys increases with
the educational level of the respondents.

Most important basic needs and delighters: Espe-
cially for the responding enterprises it is a basic need
important to get survey results after the survey is com-
pleted. A telephone service is a basic need especially
for the bigger companies and the households to support
the reporting process.

It is a delighter for enterprises to respond only on-
line. This is currently being implemented in Germany,
regardless of the results of the survey.

The results show how important it is to reflect the
results of surveys directly to the respondents. It is a de-
mand that is not yet met by Official Statistics in Ger-
many. This result affects the Statistical Offices of the
Länder in particular, who are in charge of the data col-
lection and the communication with the respondents.

3.2. Fast multipliers

The satisfaction among the group of the fast multi-
pliers is very high. 89% of them are satisfied or very
satisfied with the services of the Federal Statistical Of-
fice and even 94% would recommend it. The most im-
portant information source for the fast multipliers is the
internet. The results concerning the media use showed
that printed publications are still very important for
their work, so it is obviously too early to do without
printed publications, which must be taken into account
in the communication strategy. Also interesting is that
every second journalist works with smartphones and
tablets.

Most important basic needs and delighters: Fast
multipliers expect more than databases and datasets.
For almost every second a telephone-support is a basic
need. This is quite interesting because there are many
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Table 2
Results at a glance

Respondents Fast multipliers Young multipliers
Basic needs – Results of surveys (enterprises)

– Telephone-support
– Telephone-support
– Data quick to find
– All data for free

– Data quick to find
– All data online
– All data for free
– Detailed methodological descriptions

(PhD students)

Delighters – Results of surveys (households)
– Online surveys (enterprises)

– Interactive charts
– Explanatory texts for charts and tables
– Application programming interfaces

(data journalists)

– Explanatory texts for charts and tables
– Data on mobile devices (Graduates)

internal discussions at Destatis to give up that service
for the journalists. Also they expect to find data they
are looking for as fast as possible and for free on the in-
ternet. After an average of 14 minutes of searching on
the Destatis website they will contact the information
service if they are not able to find what they are look-
ing for. To satisfy their basic need to find data as quick
as possible we have to improve the search engine.
Most of our data is already available for free. Interac-
tive charts would delight most of the journalists. Ap-
plication programming interfaces (APIs) to grab huge
amounts of primary data are the delighter especially for
the data journalists. Destatis has an API connected to
the Database but the analysis showed that the data jour-
nalists never heard of the Destatis API before. We have
to find new ways to draw their attention to this service
and we have to improve the marketing. Another im-
portant delighter are explanatory texts on how to read
tables and charts. It seems that we have overestimated
the statistical knowledge of journalists because obvi-
ously many of them do not know how to read compli-
cated tables and charts.

3.3. Young multipliers

95% of the young multipliers are satisfied with the
Federal Statistical Office and 64% can imagine work-
ing at Destatis. Most of them use data that was recom-
mended by their lecturers. But only one third of them
stated that their lecturers recommended statistical data
of the Federal Statistical Office. The lecturers are obvi-
ously the most important multipliers for Official Statis-
tics at universities. This share should be enlarged to
reach more young multipliers.

Most important basic needs and delighters: There
are intersections between the young and the fast multi-
pliers. Young multipliers also want data as fast as pos-
sible and for free on the internet. Most of the PhD stu-
dents expect detailed methodological descriptions re-
lated to the datasets. What are the delighters? Surpris-

ingly one half of the young academics mentioned ex-
amples on how to read tables and charts as a delighter.
Similar to the fast multipliers we have overestimated
their statistical knowledge in the past. Already more
than one third of them see the opportunity to search
for data via smartphone or tablet as a delighter. That
means we have to offer more appropriate publication
formats in the future.

3.4. Conclusions

The results are of great value because they show if
the Federal Statistical Office is on the right track with
its (dissemination-) strategies and investments. The re-
sults enable us to manage resources more effectively.
On a scale from 0 (very bad) to 7 (very good) the repu-
tation values are 5.3 for the fast and the young multipli-
ers, 4.7 for the households and 4.6 for the enterprises.
After the analysis we know the basic needs and de-
lighters of our target groups and we can use this know-
ledge to manage and improve our reputation.

The analysis showed how we can achieve quick wins
to delight target groups. To add explanatory texts re-
lated to charts and tables is not much effort. We have to
publish our data in a way that enables people without
special knowledge in statistics to understand the facts.
Surprisingly social media had no impact on the Kano-
Model for the fast and the young multipliers – not as a
basic need, nor as a delighter.

The most difficult challenge is to meet the needs
of the respondents. The results show that there is an
urgent need to provide data for respondents after the
surveys which is not common practice at the moment.
This affects the work of the Federal Statistical Offices
of the Länder because they conduct the surveys and
cooperate with the respondents.

Basic needs and delighters of target groups are dif-
ferent in other countries for sure but the methodology
and the survey design might be helpful in other na-
tional settings as well.
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