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The world is changing
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How to measure the output of official 
statistics? 

A survey carried out on 28 countries indicates that the most 
frequently used output indicators include: 
number of publications (or number of releases); 
number of publication copies sent to subscribers; 
number of visits to the Internet page; 
number of indicators accessible in the Internet databases; 
number of tables viewed in the Internet databases; 
number of presentations at conferences and seminars; number of 
media quotations. 

Many NSOs also try to measure the quality of output with quantitative 
indicators (punctuality of releases, number of errors discovered in 
published information, revisions in statistical database, etc.) or 
user’s satisfaction surveys. 
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The value added of statistics

A formula :

VAS = { N * [(QSA * MF) * RS * TS * NL]} - CS

VAS = value added of official statistics
N = size of the audience
QSA = statistical information produced 
MF = role of media
RS = relevance of the statistical information
TS = trust in official statistics
NL = users’ “numeracy”
CS = cost of producing statistics 
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How is information disseminated?  

As Einstein said, “information is not knowledge”: knowledge is a 
complex and dynamic process involving cognitive mechanisms 
and the person’s interest plays a key role in activating the 
cognitive mechanism.  

The “epidemiologic” approach states that information is spread 
like a virus in a society. 
Therefore, data providers need to reach as many people as 
possible at the beginning of the chain, to “vaccinate” them 
against the “ignorance disease”. 
To do that, they have to: 

disseminate information relevant to people; 
present it in a way that people can relate it to their own 
interests;
use language/tools coherent with those used by people in 
other contexts. 
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The new website: from a tool to retrieve 
information to a service provider platform
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Each press release becomes a portal
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The data deluge
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The Petabyte Era (1)

Sixty years ago, digital computers made information readable. 
Twenty years ago, the Internet made it reachable. Ten years ago, 
the first search engine crawlers made it a single database. Now 
Google and like-minded companies are sifting through the most 
measured age in history, treating this massive corpus as a 
laboratory of the human condition. They are the children of the 
Petabyte Age.

At the Petabyte scale, information is not a matter of simple three-
and four-dimensional taxonomy and order but of dimensionally 
agnostic statistics. It calls for an entirely different approach, one 
that requires us to lose the tether of data as something that can be 
visualized in its totality. It forces us to view data mathematically 
first and establish a context for it later. 
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The Petabyte Era (2)

Speaking at the O'Reilly Emerging Technology Conference in 
March 2011, Peter Norvig, Google's research director, offered an 
update to George Box's maxim: "All models are wrong, and 
increasingly you can succeed without them."

This is a world where massive amounts of data and applied 
mathematics replace every other tool that might be brought to 
bear. Out with every theory of human behavior, from linguistics to 
sociology. Forget taxonomy, ontology, and psychology. Who 
knows why people do what they do? The point is they do it, and 
we can track and measure it with unprecedented fidelity. With 
enough data, the numbers speak for themselves.
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A ‘storm’ or a ‘paradigm shift’?

Some people may argue that all these “signals” are part of a 
“storm” and not as indicators of a paradigm shift: therefore there 
is no need for a radical (and quick) change in the way statistics are 
disseminated and communicated.
According to several people, we are facing a real paradigm shift 
and radical changes are necessary to stay on the market
I believe that statistical data providers need to evolve from 
“information providers” to “knowledge builders” 
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The next big thing

BIG DATA
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Consequences for Official Statistics

More investments in new measurement frameworks (RS)
More synergies with research centres and with NGOs
Invest in international organisations

More investments on communication (MF)
New ways to feed media with information/stories
Develop innovative visualisation tools and bring data where 
people discuss
Change products to make them relevant for people

More investments in statistical literacy (NL)
Engage media, foundations and schools 
Engage new generations and use their “collective intelligence”

Rethink the way in which we deal with confidentiality
More access to microdata for research purposes
More data at “local” level
International exchange of microdata
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What does it mean? 

New devices for data collection (sensors, mobile devices, under-
skin devices, etc.)

Geocoded data: who establishes the spatial classifications (UN-
GGIM)?  

Data use and sharing: who establishes the rules?

Data integration: how can these data be integrated with classical 
statistical data?

Use of microdata for research purposes 



15

Back to the future
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Towards a continuous census: the 
ARCHIMEDE service

E. Baldacci - St. Petersburg, 3-5 October 2012
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Stat2015
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Conclusions and recommendations 

Be innovative

Think differently

Recruit the right people

Engage users and ICT specialists

Take time to think about the future

Look at “The hunt for Red October”


