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Expected spending has risen by 1% this 

month across all categories

Household confidence has been 

dampened slightly

Levels of trust have improved very 

marginally this month

The good news? Optimism remains high and concern about going to 
public spaces continues to decline, now at its lowest level since we 
started asking the quest ion in July last year.

The bad news? Optimism is falling while economic concerns grow. 
Consumer confidence is at its lowest level since March and worries 
about the financial impact of the pandemic on household budgets is 
on the rise.

The result? The first  sign of crossover – that consumers are moving from 
the health phase of this unique crisis to the economic phase.

Even casual observers of current affairs will have noticed two things 
over the summer: the end of almost all public health restrict ions in day 
to day life and the litany of financial announcements. Tax rises, 
benefit  downgrades, inflat ion, supply pressures and the winding down 
of support. At the t ime of writ ing, the government are reassuring the 
public that the lights won’t go out this winter. If consumers are 
switching gears from health concerns to financial ones, they are 
following the government, who switched gears a while ago. 

That economic concerns are a feature of consumer outlook over the 
winter is inevitable. What is uncertain is the trajectory of health 
concerns. If they continue to fall then the impact of price worries will 
be more muted – people will st ill be keen to socialise, shop, commute 
and spend. If the trend reverses – because, say, of a spike in cases, or 
worst case, a new variant – we will be breaking uncomfortable new 
ground. 

52
Down one point on August 2021

Up four points on September 2020

53
Down one point on August 2021

Up five points on September 2020



Last Month’s Key Events

19th August

Sajid Jav id confirms a 
COVID jab booster 

programme will take 
place, with September 
set as a prov isional date 

for it to begin

20th August

Ronapreve is approved for 
use in the UK. It is shown to 

lower hospitalisation or 
mortality by 70% and to 
shorten the duration of 

symptoms

23rd August

The gov ernment agrees 
a contract for 35 million 

more doses of the 
Pfizer/BioNTech 
v accine, to be 

administered in 2022

25th August

A study of more than a 
million people shows a 

decrease in the 
effectiv eness of COVID 

v accinations after a 
few months

27th August

The last ev acuation 
flight for British nationals 
and Afghans who are 

eligible for resettlement 
in the UK leaves 

Afghanistan

A record number of daily 
COVID cases is recorded 

in Scotland. The news 
comes as Scottish Health 
Secretary says that the 

NHS in Scotland is facing a 
"perfect storm"

29th August

1st September

The JCVI recommends 
people with weakened 
immune systems should 
be prioritised for a third 
COVID v accine, with a 

separate booster 
scheme beginning later

3rd September

The JCVI decides 
against recommending 
COVID v accinations for 
healthy children aged 

12−15, saying the 
benefits of doing so 

would only be marginal

5th September

Nadhim Zahawi 
confirms that v accine 

passports will be 
required for nightclubs 

and other indoor 
v enues in England from 
the end of September

7th September

Boris Johnson 
announces social care 

reforms, including a 
1.25% rise in National 

Insurance and a cap of 
£86,000 on lifetime care 

costs in England

9th September

11th September

12th September

13th September

14th September

The MHRA approves 
use of Pfizer and 

AstraZeneca 
v accines for use in 

booster jab 
programme

Sources report COVID 
Winter Plan includes 

measures to be taken if 
cases begin to rise steeply 
could be used, but that 
future lockdowns have 

been ruled out

Sajid Jav id confirms 
plans to introduce 

v accine passports for 
nightclubs and other 

v enues in England have 
been scrapped

The UK's four chief 
medical officers 

recommend that healthy 
children aged 12–15 

should be offered a single 
dose of COVID v accine

Sources report that all 
ov er 50s and clinically 

v ulnerable will be 
offered cov id booster 
jabs in autumn and 

winter



The Optimism Index: Headlines
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The Optimism Index
Scale 0-100. A score of 50 or more indicates higher levels of 

optimism

• This month’s edition of The Optimism Index sees consumer sentiment decline by one point from a score of 53 to 52.

• After three months at a score of 54, two consecutive declines in overall outlook over the last two months imply that we have already 
passed the peak in terms of a post-lockdown surge in sentiment. 

• Trends in optimism are paralleled this month by a rise in concerns over the financial impacts of the pandemic. It appears that reforms to 
national insurance contributions, coupled with the imminent ending of universal credit top ups and concerns about energy prices have 
seen many consumers adopt a more cautious approach as we move out of the summer.

• Despite rising case numbers, concern about visiting public spaces has declined slightly this month, overtaken by worries over household 
finances. This indicates that, in terms of consumer sentiment, we could be entering the acute economic phase of this crisis.
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The Optimism Index: Rolling Average

• The three month rolling average of The Optimism Index 
declined by one point this month from a score of 54 to 53.

• It is not only topline findings that suggest sentiment has 
begun to decline as we edge further towards a return to 
normality. This month’s one point fall in the rolling average 
marks the first decline in longer term sentiment in almost a 
year – last occurring in October 20 (49 to 47).

• Trends in sentiment in prev ious years suggest these findings 
may in part be caused by seasonal influences. Both in 2019 
and 2020, longer term sentiment fell between August and 
October, before gradually rising again in the approach to 
Christmas and the New Year.

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Economic and Household Confidence 
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(Net: % thinking will improve minus % thinking will get worse over next 12 months)

Net confidence in household financial situation

Net confidence in national economic situation

• This month sees a further decline in confidence, both at a 
household level and with regard to the UK economy as a 
whole, declining by 2% and 10% respectively.

• Prev ious months appeared to suggest that confidence, 
whilst still far from positive, appeared to have settled at a far 
higher level than at this point last year. This month’s findings, 
however, present cause for concern, with both measures 
declining for a second consecutive month.

• Whilst rates of economic growth high, consumer confidence 
has likely been dampened by other factors, especially 
product shortages, price inflation, the looming spectre of tax 
rises and by the imminent end of universal credit uplifts and 
the furlough scheme. 

• The litany of financial announcements and headlines over 
the last few weeks has had an obv ious effect: consumers 
are shifting their attention onto the economy, and 
becoming more cautious as a result.



Consumer Confidence Groups
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Do you think the economic situation in the UK/the financial situation in your 

household will improve, stay the same or get worse in the next 12 months?

Hyper Optimists Bubble Left Behind Settled Hyper Pessimists

• Amidst a second consecutive decline in both economic 
and household confidence, this month brings greater shifts 
in our consumer confidence groups than have been seen 
in the months prior.

• Perhaps most notably we see a 3% increase in ‘The Bubble’, 
up to almost one in four respondents this month, whilst we 
see a decline of the same magnitude in those feeling ‘Left 
Behind’, down from 18% to 15%. 

• Whilst 3% might not seem particularly significant, it is worth 
highlighting that this month’s trends see somewhat of a 
return to the pandemic normality. For the first time since 
March, ‘The Bubble’ accounts for the greatest proportion of 
consumers, whilst we see the fewest feeling ‘Left Behind’.

• If current trends continue, and the economic situation 
worsens, we see ‘The Bubble’ and the ‘Hyper Pessimist’ 
groups again dominate. Hyper Optimists = Economy and own finances will improve

The Bubble = Economy will get worse, own finances improve or stay same

Left Behind = Economy will improve, own finances get worse or stay same

Settled = Economy stay the same, own finances stay the same

Hyper Pessimists = Economy will get worse or stay same, own finances get worse

Sum = 100%



Spending Expectations

• This month sees little change in net spending expectations amongst consumers, bringing a welcome halt to the decline in net expectations for 
spending on out of home leisure activities that has been seen since the peak in April.

• Businesses can perhaps take confidence in the fact that, despite a decline in topline sentiment and both measures of consumer confidence, 
this month still brings little change to expectations for leisure spending. Of even greater promise is that spending expectat ions appear to have 
stalled at a far more positive level than was seen at this point last year.

• Despite these positive signs, a certain degree of caution must be taken when considering that net levels of saving remain pos itive, and that 
although better than this time last year, consumers are still far more likely to expect to decrease the amount they are spending on out of home 
leisure than they are to increase it. With the cost of liv ing expected to rise further amidst already growing concerns about the financial impacts 
of the pandemic, we can expect out of home leisure spending to continue to fall in the months ahead.
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Scale 0-100. A score of 50 or more indicates higher levels of optimism
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• Whilst topline sentiment still appears somewhat positive despite declining economic confidence and spending expectations, 
regional trends indicate that Londoners are the driv ing force behind this finding. With a remarkable score of 65 this month, those in 
London are now 15 points higher than the rest of the UK (50), a greater gap than at any other point this year.

• Such is the disparity between London and the rest of the UK that despite a topline score of 52, almost half of all UK regions actually 
saw a score below 50 this month, an increase of three in comparison to August (two to five).

• Amidst talks of ‘levelling up’ across the UK, our recent findings indicate that the reopening of the economy has only led to greater 
polarisation in outlook between those in London and the rest of the UK, with Londoners adopting more bullish spending expectations 
as well as greater levels of confidence in the economy and their own finances as a result.
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The Optimism Index by Gender
Scale 0-100. A score of 50 or more indicates higher levels of optimism

Male Female

• This month sees the gap in optimism between men and 
women increase by two points, as men see a one point 
rise from 54 to 55 whilst women see sentiment decline by a 
point from 51 down to 50.

• These findings continue to highlight the extent to which 
male and female optimism has diverged since the 
reopening of the economy in April, with last month’s gap 
of three points appearing to be no more than anomaly as 
opposed to a reversal of this trend.

• The disparity in outlook between men and women 
continues to be paralleled by vastly differing levels of 
economic confidence. This month, men were almost 
twice as likely as women (40% to 21%) to expect the UK 
economy to improve in the next year, meaning men are 
far more likely to fall into the ‘Hyper Optimists’ confidence 
segment than women (27% to 16%).

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place



Generation
• This month sees slightly greater polarisation between older 

and younger generations in regards to sentiment. Both Gen Z 
and Gen Y saw slight increases, whilst Gen X and Baby 
Boomers saw optimism decline further.

• Despite our latest findings implying a further movement into 
the economic phase of the pandemic, trends by generation 
suggest that health concerns still hold weight with regard to 
sentiment. The gap between under 40s and over 40s was nine 
points this month – two points above average for the last 12 
months.

• Whilst many under 30s are only just receiv ing their second 
jabs, those over the age of 50 are already being adv ised to 
take booster jabs in the coming months, with outlook 
amongst older generations, particularly those still likely to be 
economically active, declining as a result.

• Recent prov ision of a second vaccine dose appears to have 
driven a sharp rise in spending expectations amongst Gen Y 
in particular. Whilst expected spending at a topline level only 
stalled this month, this group saw a 7% rise in those expecting 
to increase out of home food and drink spending.

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Income
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The Optimism Index by Income 

(annual, pre tax household income)

Less than £21k £21k-£41k £41k - £62k More than £62k

• This month sees the highest earners move further clear 
with regard to sentiment, up three points from 62 to 65, 
whilst consumers in the lowest income households see 
optimism decline further, down two points from 50 to 48.

• These findings prov ide further ev idence that we are 
mov ing into a new phase of the pandemic. Throughout 
much of the past year, when health concerns were more 
prevalent, it appeared more of a unifying experience 
across different income groups, with top earners typically 
far closer in outlook to those in lower earning households.

• Amidst the reopening, however, and with the economic 
implications of the pandemic coming to the forefront, we 
have seen the top earners quickly race clear of the rest.

• With much of the current rhetoric centering around the 
greater damage that increased national insurance 
contributions, ending of universal credit top ups and rising 
prices will have on lower earners, it is no surprise to see 
our lowest income group fall below a score of 50 for the 
first time since the reopening. Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Gen Y and Gen X drive increase in concerns about finances

• Whilst at a topline level, concerns regarding the financial impacts of the pandemic rose from 41% to 45% this month, trends across 
generations have been anything but consistent. For both Gen Z and the Silent Generation, cohorts who are least likely to be 
economically active, we actually see a sharp decline in net agreement with the statement.

• This contrasts with trends amongst Gen Y and Gen X this month, with both seeing a significant increase in net agreement, up 17% and 
10% respectively. These findings suggest that increased concerns regarding the financial impacts of the pandemic this month are 
related to the recent reforms to social care – resulting in an increase in national insurance contributions.

• With Gen Y and Gen X comprising of the majority of the economically active population, it is little surprise that the proposed increase 
in contributions has led to a rise in financial concerns. With these consumers already feeling squeezed by rising prices amidst the 
‘pingdemic’, these latest reforms will likely further drive down confidence at a household level.
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Most optimistic more likely to have increased spending amidst reopening

• Throughout the pandemic, our data has consistently highlighted that more optimistic respondents have expressed a greater degree of 
economic and household financial confidence, as well as adopting more bullish expectations for spending.

• This month, our findings also suggest that a more optimistic outlook coincides with having already begun spending more than average. 
Across all five categories of spending, our most optimistic respondents in terms of future outlook were in some cases almost three times as 
likely than average to have already increased their spending over recent months. 

• These findings provide further evidence to businesses that the most optimistic consumers must be targeted amidst the post -pandemic 
recovery. Not only are they expecting to spend more, but they appear to be following through with these expectations.



Trajectory
www.trajectorypartnership.com

@TrajectoryTweet

Each month Trajectory survey 1500 adults in the UK on a range of issues 
including consumer confidence, personal choice and control, social trust, 
opportunities in technology, optimism and their place in the world.

This data is analysed and produces The Optimism Index. The data presented 
here is a snapshot of the full data, which can be used for bespoke analyses on 
request – including time-series analysis (from 2011 onwards) and global 
comparisons.

Enquiries: info@trajectorypartnership.com


