
14th Conference on

DATA ANALYSIS 
METHODS
for Software Systems

Druskininkai, Lithuania, Hotel “Europa Royale”
https://www.mii.lt/DAMSS

LITHUANIAN COMPUTER SOCIETY 

VILNIUS UNIVERSITY INSTITUTE OF DATA SCIENCE AND DIGITAL TECHNOLOGIES

LITHUANIAN ACADEMY OF SCIENCES

November 30 – December 2, 2023

VILNIUS UNIVERSITY PRESS

Vilnius, 2023

https://www.mii.lt/DAMSS


Co-Chairmen: 	

Prof. Gintautas Dzemyda (Vilnius University, Lithuanian Academy of Sciences)
Dr. Saulius Maskeliūnas (Lithuanian Computer Society)

Programme Committee:

Dr. Jolita Bernatavičienė (Lithuania)
Prof. Juris Borzovs (Latvia)
Prof. Robertas Damaševičius (Lithuania)
Prof. Janis Grundspenkis (Latvia)
Prof. Janusz Kacprzyk (Poland)
Prof. Ignacy Kaliszewski (Poland)
Prof. Bożena Kostek (Poland)
Prof. Tomas Krilavičius (Lithuania)
Prof. Olga Kurasova (Lithuania)
Assoc. Prof. Tatiana Tchemisova (Portugal)
Prof. Julius Žilinskas (Lithuania)

Organizing Committee:

Dr. Jolita Bernatavičienė
Prof. Olga Kurasova
Assoc. Prof. Viktor Medvedev
Laima Paliulionienė
Assoc. Prof. Martynas Sabaliauskas
Prof. Povilas Treigys

Contacts:

Dr. Jolita Bernatavičienė  
jolita.bernataviciene@mif.vu.lt
Prof. Olga Kurasova   
olga.kurasova@mif.vu.lt
Tel. +370 5 2109315

https://doi.org/10.15388/DAMSS.14.2023

ISBN 978-609-07-0985-6 (digital PDF)

© Vilnius University, 2023

Copyright © 2023 Authors. Published by Vilnius University Press.
This is an Open Access article distributed under the terms of the Creative Commons
Attribution Licence, which permits unrestricted use, distribution, and reproduction in any
medium, provided the original author and source are credited. 

mailto:jolita.bernataviciene%40mif.vu.lt?subject=
https://doi.org/10.15388/DAMSS.14.2023
https://www.vu.lt/leidyba/en/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/


14th Conference on DATA ANALYSIS METHODS FOR SOFTWARE SYSTEMS 97

Evaluation of Consumer Confidence 
Indicators Using Social Media and 
Administrative Data

Akvilė Vitkauskaitė1,2, Andrius Čiginas1,2

1 	State Data Agency (Statistics Lithuania)
2 	Vilnius University

akvile.vitkauskaite@stat.gov.lt

Consumer confidence is an important economic indicator assessed by a 
survey. The administration of the Consumer Confidence Index (CCI) lies 
under the purview of Eurostat, the statistical office of the European Un-
ion, with monthly calculations conducted across all member countries. 
The State Data Agency (Statistics Lithuania) is responsible for conducting 
the corresponding survey in Lithuania. The main objective of the con-
sumer opinion statistical survey is to obtain information regarding con-
sumers’ intentions to make purchases, their saving capabilities, and their 
perceptions of the economic situation and its influence on their inten-
tions. Social media platforms and administrative registers are alternative 
data sources that can improve the estimation. Social media platforms 
allow individuals to openly express their opinions and experiences, while 
administrative data can provide a comprehensive and objective source 
of information. This study examines the relationships between tradi-
tional survey-based indicators and consumer sentiment expressed on 
social media platforms. It investigates social media using data from X 
(Twitter) that is retrieved using the official Twitter API. We create a Social 
Media Indicator (SMI) using sentiment analysis on tweet text as auxiliary 
data for our time series analysis of CCI. This study also explores the po-
tential of using administrative data, including key economic indicators 
like unemployment, inflation, and income data, as auxiliary variables 
to enhance the forecasting accuracy of CCIs. In general, obtaining data 
for research from popular social platforms such as Facebook and Insta-
gram is challenging due to stringent privacy policies and data protection 
regulations. The data are easily available from X, but this platform is not 
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popular in Lithuania. Therefore, the representativeness of X data raises 
special issues in our study. Nevertheless, we aim to integrate the tradi-
tional survey data, social media sentiment, and essential economic data, 
while addressing challenges and uncertainties. We also examine the CCI 
nowcasting possibilities using the constructed SMI.
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