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Last Month’s Key Events

The Gov ernment's new 
energy strategy is 

published, which includes a 
plan for 95% of electricity 
coming from low-carbon 

sources by 2030

10th March

Billionaire Roman 
Abramov ich and six other 

Russian oligarchs are 
sanctioned by the 

gov ernment over their 
links to the Kremlin

13th March

The Gov ernment 
announce plans 
to end free mass 
testing by 1st April

15th March

Additional Russian sanctions 
are announced, with an 

export ban on luxury goods 
to Russia, alongside a 35% 
import duty hike on £900m 

worth of products

16th March

Nazanin Zaghari-
Ratcliffe, detained 

by Iran in 2016, is 
freed and allowed 
to return to the UK

17th March

The Bank of England 
raises the interest 
rate from 0.5 to 

0.75% in a further bid 
to restrain inflation

21st March

NHS England launches its 
Spring Booster Programme, 
offering a booster v accine 

to 600,000 people aged 
ov er 75 or considered 

v ulnerable

23rd March

Rishi Sunak deliv ers his 
Spring statement to the 
House, which includes a 
raising of the National 

Insurance threshold and a 
cut in fuel duty

25th March

ONS figures suggest 4.3 
million people were 

infected with COVID in 
the week ending 19 

March, an increase of 
30% from the prev ious 

week

31st March

The prov ision of free 
lateral flow tests in 
England comes to 

an end

1st April

The energy price 
cap for domestic 

gas and electricity in 
Great Britain rises by 
54%, from £1,278 to 

£1,971

2nd April

6th April

7th April

Low-dose v accines for 
COVID-19 become 

av ailable for children 
aged fiv e to 11 in 
England, with five 

million eligible

The rise in National 
Insurance comes into 

effect, adding an extra 
1.25% in contributions paid 
by employees, businesses 
and the self-employed

12th April

13th April

Boris Johnson and Rishi 
Sunak are fined by the 
Metropolitan Police for 

breaking the law ov er the 
Partygate affair

Inflation hits 7%, up 
from 6.2% the 

prev ious month and 
the highest lev el 

since 1992

Fieldwork: 6th – 13th April
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Net spending 

expectations

Net household 

confidence

Net Trust

-29%

-34%

-15%

Expected spending sees further decline as 

household finances face squeeze

Household confidence reaches a new 

record low as cost of living surges

Trust in politicians declines further amidst 

issuing of fines relating to Partygate

There is no dilut ing or ameliorat ing the consumer mood. It  really is 
grim, with the headline numbers barely doing just ice to the hardship 
many households are feeling as bills soar. But they bear repeating: 
50% of people expect their household finances to decline over the 
next year, while 44% say their situation has already worsened in the 
previous 12 months. 

Despite this, there are silver linings. Overall sent iment is down only one 
point on March and an improvement in the weather can have 
corporeal impacts on financial wellbeing when we turn the heating 
down. Although overall fragmentation is down, some regions have 
seen improved scores this month. And although a score of 46 is pretty 
dire, we are not yet in record breaking territory for the Opt imism Index 
(the all t ime low was 45, recorded in Sept 2019, when the Brexit  
impasse reached its most acrimonious level).

However, things may get worse before they get better. Inflation 
continues to rise, as the War in Ukraine and shutdown in China wreak 
havoc on supply chains. There will be more financial pain for UK 
households in the autumn, when the energy cap is reviewed again. 
And we are losing faith in leaders. Trust in polit icians is – unsurprisingly, 
given events – falling as fast and as deep as consumer confidence. 

So, another month, another low. In keeping with the t imes, this report 
is becoming a barometer of pessimism rather than optimism.

46
Down one point on March 22

Down six points on April 21

47
Down two points on March 22

Down five points on April 21



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 fall by one point from a score of 47 down to 46 – now 
just one point higher than the lowest score we have ever 
recorded (45 – September 2019).

• As the cost of liv ing crisis deepens amidst continued global 
uncertainties, consumers are facing a squeeze on their finances 
unlike anything we’ve seen previously. Consumer confidence, 
particularly at a household level, is at an unprecedented low, 
with half of all respondents now expecting their own finances to 
worsen over the next year. 

• Opportunities for leisure spending have naturally fallen to the 
wayside as spending on everyday essentials and household bills 
continues to rise. Unlike previous periods of caution, however, 
expected savings have not seen a paralleled increase. Price 
rises are crippling personal finances to such an extent that 
expected savings are now at a lower level than at any other 
point in the past four years (-18%). 

• This time last year, despite ongoing concerns surrounding the 
pandemic, there remained cause for hope as consumers 
looked forward to a reopening of the economy. This time 
around, there appears to be no such cause for optimism.



The Extent of Fragmentation

• This month we again assess the degree of fragmentation 
across demographics in regards to longer term outlook. 
Overall, there is a one point decline in fragmentation 
down from 9 to 8 points – the average gap in long term 
outlook across gender, age, income and region.

• Generational analysis reveals the greatest degree of 
fragmentation across any particular demographic lines. 
Month to month there is a slight increase in fragmentation 
by age, with the gap between under and over 40s more 
than twice the gap seen between men and women this 
month (11 to 5).

• Fragmentation across income also remains prominent, 
but has seen the greatest decline over recent months. 
Compared to the start of the year, the average gap in 
longer term outlook between high and low income 
households has fallen by seven points (16 to 9) – more 
than twice the decline in fragmentation overall (11 to 8).
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The Optimism Index: Rolling Average

• The three month rolling average of The Optimism Index 
falls by two points this month, down from 49 to 47.

• This month marks the second consecutive two point 
decline in the rolling average which, prior to the start of 
this year, had remained remarkably consistent 
throughout the pandemic as a whole. Whilst a score 
above 50 was maintained throughout 2021, topline 
scores below 50 in recent months have dramatically 
shifted the longer term narrative regarding outlook.

• Whilst outlook was improv ing at this point last year as 
consumers looked forward to the reopening of the 
economy, there is no such cause for optimism this time 
around. With this month’s rolling average being driven by 
three consecutive scores below 50, it would suggest that 
longer term sentiment may remain below the same 
threshold for some time. 

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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Economic and Household Confidence
(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 consumer confidence collapse even 
further, both regarding the economy as a whole (-34% to -
43%) and consumer’s own finances. Now a staggering 
28% lower than compared to the pandemic average as a 
whole (-5% to -34%), this month’s findings set another new 
record for the lowest ever level of household confidence 
that we have measured in the Optimism Index.

• Such is the collapse in confidence at a household level 
that has emerged as a result of the cost of liv ing crisis, that 
now exactly half of all respondents feel that their personal 
finances will worsen over the next year – 32% higher than 
at this time last year (50% to 18%) and 21% higher than at 
the start of 2022 (29%).

• It is not only future expectations for household finances 
that have worsened as a result of the cost of liv ing crisis, 
however. Since January, the proportion saying that their 
own finances have worsened in the past year has 
increased by 14% (30% to 44%).



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

• As both measures of confidence continue to collapse, 
there is continued growth in the proportion of ‘Hyper 
Pessimists’ in our sample. Now accounting for almost half 
of all respondents, this group has nearly doubled in size 
since the turn of the year (27% to 48%). 

• However, there remains a stubborn group of consumers 
who continue to adopt a greater degree of confidence 
amidst ongoing uncertainties. Despite falling by almost 
10% since the turn of the year (23% to 14%), there remain 
almost one in six respondents who feel that both their 
own finances and the economy will improve over the 
next year. 

• With such dramatically divergent outlooks regarding the 
economy and their own finances, it is little surprise that 
the demographics of the two groups are equally as 
polarised. Hyper Optimists this month have more than 
twice the proportion of under 40s as Hyper Pessimists (67% 
to 28%) with a similar discrepancy seen in regard to the 
proportion of low income households (65% to 76%).

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

• Spending expectations continue to plummet. The biggest casualties this month are big ticket items and subscription services, with net 
expectations down 10% and 7% respectively – whilst both out of home food and drink (-37% to -38%) and other out of home leisure (-34% to -
39%) also see further declines this month.

• Despite recent months seeing consistent net positive expectations for spending on groceries and everyday items, this month bucks the trend, 
with a 7% fall in net spending expectations from 7% to 0% suggesting that some consumers may naively feel that the worst of the price rises 
regarding food in particular may be coming to an end. 

• Such a dramatic decline in expectations for leisure spending will draw many comparisons to periods of peak lockdown during the pandemic. 
Net expectations for out of home food and drink are now only 9% lower than they were in the third (Jan 21) lockdown, but crucially, 
expectations for saving remain considerably lower – this month being 28% lower than they were at the start of last year (-18% to 10%), and at 
a lower level than we have ever previously measured in The Opt imism Index. 
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Over the next few months, how will you change spending on the following? [% Net Increase minus Decrease Spending]

Groceries and everyday items Out of home food and drink Other out of home leisure

Big ticket items Subscriptions to products and services Saving

Monthly Changes

Groceries and Everyday Items: -7%

Savings: -8%

Subscription Services: -7%

OOH Food and Drink: -1%

Other OOH Leisure: -5%

Big Ticket Items: -10%
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The Optimism Index by Region
Scale 0-100. A score of 50 or more indicates higher levels of optimism
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• This month continues to highlight inconsistencies in the direction of trends in sentiment across regions. Whilst some parts of the country see a 
significant improvement in outlook, such as the South West (39 to 46) and London (53 to 56), elsewhere the trends are more concerning, with 
both the East of England and the North East seeing a score of just 40 – down four and ten points respectively.

• April also sees every UK region experience a lower score for sentiment than compared to the average scores seen throughout the pandemic 
as a whole (April 20 to March 22). This analysis again makes for grim reading for those in the North East, with a difference of ten points (40 to 
50) between the two values at least three points higher than all other regions. 

• It is worth noting, however, that even amongst the more positive regions, there remains a considerable degree of fragmentation. Whilst the 
topline score for London this month is 56, this is primarily being driven by Inner Londoners (63) whilst those in Outer London are less optimistic 
(50). Similarly, outlook amongst Londoners is equally as fragmented by age as the total sample. Throughout 2022 so far, Baby Boomers within 
London have been substantially less likely to expect their finances to improve than under 40s (13% to 44%).
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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

• With women remaining at the same score of 45 for the 
third consecutive month, a one point fall in outlook for 
men from 49 to 48 brings the gap down to just three 
points – less than half what we saw at the start of the 
year (8 to 3).

• Despite men experiencing a far sharper decline in net 
confidence in the economy since the turn of the year (-
39% to -25%), women remain less than half as likely as 
men to expect the economy to improve this month (22% 
to 10%).

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place



Generation
• Whilst the overall extent of fragmentation has further 

dampened this month, the gap between older and younger 
cohorts with regards to outlook has actually widened since 
March.

• Both Baby Boomers and Gen X see a score of just 41 this 
month – more than ten points fewer than respondents under 
the age of 40. Despite a two point decline amongst the 
Silent Generation, an increase of three points for Gen Y sees 
the overall gap between under and over 40s increase by 
two points (9 to 11).

• Such discrepancy likely remains driven by the ongoing cost 
of living crisis. The generations which are currently able to 
afford a more optimistic outlook are those who would 
typically have fewer financial responsibilities, either due to 
retirement (Silent Generation) or not having yet started a 
family or moved out of their family home (Gen Z and Gen Y). 

• This month Gen X and Baby Boomers were almost twice as 
likely as Gen Z (66% to 36%) to feel worried about being able 
to pay their regular household bills amidst the 
unprecedented inflation we are currently experiencing. 

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Income
• This month sees outlook remain far less fragmented by income 

than it was just a few months prior. The gap between the two 
highest and lowest income bands remains at 10 points for a 
second consecutive month, less than half the gap that we saw 
at the end of last year (22).

• A sharp fall in sentiment amongst respondents in higher 
income households continues to drive these findings. This 
month sees those earning more than £83k experience a six 
point fall from 64 to 58 – the first time this group has seen a 
score below 60 at any point in the past twelve months. With 
sentiment remaining stagnant amongst lower income 
households, experiences are continuing to converge. 

• In a similar vein to recent trends across gender, the closing of 
the gap in overall outlook for different income bands has had 
a paralleled impact on expectations for household finances. 
Despite highest earners being more than twice as likely as 
those earning less than £21k to feel their own finances will 
improve (25% to 12%), since the start of the year this proportion 
has fallen by a significantly greater extent amongst higher 
earners compared to the lowest earners (-30% to -5%).

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Pessimistic outlook driving more cautious trends in spending

• Whilst non-essential spending cutbacks have been a consistent response to the cost of living crisis across the UK, more pessimistic 
consumers have become the driving force behind the growing emergence of thrift in recent months.

• Compared to the start of the year, the proportion of those who feel ‘worse and worse’ (life is worse than it was 50 years ago and expect 
life to get worse in 20 years time) who have cut back on spending across a variety of categories has increased to a far great er extent 
than for those who feel ‘better and better’.

• Most notably, the proportion of those feeling ‘worse and worse’ who have cut back on the amount of heating they are using has risen 
by 13% (32% to 45%) since the start of the year – almost three times the growth amongst those feeling ‘better and better’ (32% to 37%). 
Outlook and nostalgia are having a growing impact on recent spending habits and the adoption of thrift -conscious behaviours.

*Better and Better = Life is better than 50 years ago/Life w ill improve over the nex t 20 years. W orse and W orse = Life is w or se than 50 years ago/Life w ill get w orse over the nex t 20 years

Proportion who have cut back on each of the following over the past few months

Life is ‘Better and Better’* Life is ‘Worse and Worse’*

39% 38% 39%

32%

28%

22%

46%
44%

40%

45%

32%

26%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Buying New
Clothes

Buying Fewer
Non-Essentials

Buying Fewer
Takeaways

Heating your
Home

Amount of
Driving

Eating Red
Meat

Jan-21 Apr-21



33%

6%

-7%

3%

-20%

-9%

-35%

16%
13%

-21%
-26%

-31%

-50%
-56%

-70%

-60%

-50%

-40%

-30%

-20%

-10%

0%

10%

20%

30%

40%

People of Another

Nationality

Television National Business Leaders Multinational Business

Leaders

Newspapers Social Media

Comments/Blogs

Politicians

Please think about how much you trust each of the following - % Net Trust January ‘22 to April ‘22
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Generational cohorts polarised by views on trust

• Recent months have seen generations grow more fragmented in their outlook, with the gap in The Optimism Index scores between 
under and over 40s almost tripling since this time last year (4 to 11). One potential cause for this discrepancy in outlook is the similar 
degree of polarisation that we have observed with regards to trust since January of this year.

• Throughout 2022 so far, with the exception of television, all other categories see a difference of at least 10% in net trust between those 
over and under the age of 40, with under 40s in every case experiencing a far greater level of trust than older cohorts.

• Whilst one might expect trust in social media to be far lower amongst older generations than compared to Gen Z, the same degree of 
fragmentation regarding trust in business leaders and politicians provides more concern. With Gen X and Baby Boomers in particular 
more susceptible to issues relating to the cost of living crisis, a more cynical view towards those in power has emerged as a result.



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


