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This report explores the differences and the similarities between male
and female consumers within the UK, around optimism, consumer
confidence, and trust, and how these are impacting their approaches to
spending and their interactions with and choices of brands and
businesses.
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Introduction
Men are from Mars, Women are from Venus – or so, the now more than a little
out-dated, saying goes. The reality of the matter is, of course, much more
complicated.
We’ve been tracking consumer optimism for an awfully long time here at
Trajectory. There’s interesting patterns and trends whatever way you look at it –
but one of the most enduring has been the gap in optimism between men and
women in the UK. However, that doesn’t tell the whole story.
The two gender cohorts show remarkable differences – but also similarities.
Optimism remains stubbornly lower amongst female consumers, yet both men
and women often follow similar trends in optimism – similar hills and troughs.
Consumer confidence and trust are other areas where we can see divergence
between men and women, sometimes following similar trends – sometimes not.
There are real, important, differences in how consumers of different genders
think about both the present and the future – and these have very real and very
important impacts on how they approach their finances, their spending, and
their interactions with brands and businesses.
By looking at these differences, at what might be driving them, and how they’re
impacting consumer actions, we might be able to understand consumers as
whole just that little bit more – whatever their gender.
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Optimism
Throughout the past five years, there has been a consistent pattern dividing gender optimism rates. Men are frequently five to ten points more optimistic than women.
An example of this, and of the continuing gap between women and men’s optimism, was the winter of 2018. This was, at the time, most pronounced difference we’d
seen between men and women since the beginning of The Optimism Index – a six-point gap. This change was thought to be driven by perspectives on household
financial situations – with women having a significantly more negative outlook than men here. Whilst men’s net confidence dropped from -7% to -10%, women’s fell
from -19% to -24% among women. This drove spending behaviours, with women anticipating greater reductions in spending compared to their male counterparts.

The Optimism Index by Gender
Scale 0-100. A score of 50 or more indicates higher levels of optimism
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More recently, we can see that both the pandemic and the rising cost of living have
negatively impacted optimism for both men and women. From March 2020, when the
first lockdown was announced, to June 2020 male optimism dropped by three points,
with female optimism dropping by a staggering ten points. Both men and women hit
some of the lowest levels of optimism on record during this period.
Similarly, we can see optimism rise for both men and women as lockdown measures
began to ease. However, the sharp decline quickly returned at the start of 2022 – likely
due to the rising cost of living. Interestingly, unlike the pandemic, the gap between men
and women’s optimism scores has narrowed during this time, with only a two-point
difference in April 2022.
This suggests that the cost of living is affecting the majority of consumers, both male and
female, equally – and that the scale and breadth of its impact might be reversing the
inclinations of the usually more optimistic male cohort. But, during June and July 2022
we can see this gap widening once again, with women hitting their lowest levels of
optimism, scoring 41, and men higher with an optimism score of 47, resulting in another
six-point difference – like that of 2018 and to the gaps seen regularly during 2020.
Overall, optimism tends to be impacted by individual’s perspective of the economy
and their household finances, this in turn effects their anticipated spending habits for
the following month. Whether this impacts their spending behaviour will be explored in
a following chapter.
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Male and Female Population (%) and Overall Optimism
English Region
May-July 2022
Male
The graph above shows the divergence of men and women in
different regions of England, alongside the optimism rate
depending on region. As with the Optimism Index, we can see a
clear pattern showing optimism fluctuating between regions –
and often closely linked the ratio of men to women within each
region.
Areas with a higher male population tend to have higher
optimism – with the inverse also being true.
London has one of the greatest differences in the population of
men and women, with the majority being men, and it also has
the highest optimism rate of all the regions of England. Whereas
South East England, the South West, and Yorkshire and
Humberside have some of the lowest rates of optimism, and a
greater ratio of women to men.
This doesn’t always explain all of the overall differences in
optimism between regions – income, age, housing tenure, and
other factors all have their own impacts. Yet it’s a clear indicator
of how the differences in gender optimism can combine with
different regional demographics to shape optimism in those
areas.
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What might be driving these differences?
So, what is optimism and what drives it?
Optimism encapsulates our perceptions of the future, whether that is our personal future or the future of our country. It’s
influenced by a wide range of factors - although it is not influenced by the same combination of those factors all the time.
Sometimes, there can be clear external forces driving the change, such as inflation, Covid-19 or changes in legislation. But
more frequently, the shifts are more subtle. Year on year, factors driving optimism remain consistent, but the extent of their
influence can vary.
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Consumer confidence, alongside people’s expectations of their own
finances, have been a consistent dominant influence. But even this
can vary, when we look at 2019 and 2020, consumer confidence
was much less impactful compared to today.
Other indicators, like trust, tend to have greater variability depending
on current affairs. For example, trust in business leaders, politicians,
and media has been a weak driver in the past. But the role of trust in
optimism has significantly grown over the last year, especially due to
the rise of recent political and business scandals, resulting in trust
becoming one of the biggest influencers on our outlooks of the
future.
Other variables have little influence on optimism. Concerns around
the danger of the world – war, natural disasters, climate change and perceptions of our own place in the world, have low influence
on our optimism. Yet this has been rising of the past few years.
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Various Indicators by Gender
July 2022
Men

Women
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Gender Cohorts: Breaking Down the Topline
When we break down the two gender cohorts by other factors, be that
wealth, working status, housing, or education, we can see some of the
drivers that are creating the gap in optimism begin to emerge. There are
some clear differences between men and women. Our data shows that
over a third of men are earning over £41,000, compared to 37% of women
earning less than £21,000.
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There is a similar pattern in working status with nearly half of men working in
a full-time role – whereas 21% of women are working in part-time positions,
more than double the number of men working part-time (10%). This could
be one partial explanation for the dramatic differences in optimism
displayed between men and women.

30%

20%

Whilst a greater number of men are earning a higher income with full-time
job as financial security, women are more exposed to financial
vulnerability with the majority on smaller incomes or in part-time work.
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This is also reflected in home ownership. Nearly two thirds of men either
own their home outright or with a mortgage, yet 43% of women are
currently renting, suggesting that men surveyed for the optimism index had
more equity in property compared to women. Again, this could also
impact their confidence and optimism of their financial futures and the
economy.
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Over the past year men have been significantly more confident about the economy, as well as their own finances, while the number of women feeling more
pessimistic about both the economy and their own financial position has been increasing. More recently, the rising cost of living has been driving changes amongst
both men and women. The number of Hyper Pessimists (those who think both the economy and their own finances will get worse) has been increasing for both
cohorts - whilst Hyper Optimists (those who think the economy and their own finances will improve) continue to decline.
There is less variation between the other consumer confidence three groups. This includes the Bubble (those who think the economy will get worse, but their finances
will stay the same), the Left Behind (the economy will improve, but their finances will continue to worsen) and the Settled (who think both the economy and their
finances will stay the same). The similarity between these three groups across genders, as well as the growing Hyper Pessimist group, highlights just how impactful
inflation has been on consumer confidence and perceptions for the future. It’s at the extremes, the most pessimistic and most optimistic, where the change is most
keenly felt.
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Net Trust by Gender
May-July 2022
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But how has this impacted people’s trust for institutions that are supposed to be supporting and improving our economy?
Overall, both men and women show distrust in leaders of businesses, politicians, newspapers and social media. Although trust levels fluctuate, there is a subtle downward
trend of trust overall when comparing trust from last year to the levels we’re seeing in 2022.
However, women are significantly less trusting than men in most areas – only showing a significantly greater level of trust in people of other nationalities. Levels of trust can
be linked back to optimism and confidence in personal finances and the economy. Women, who are on average at greater risk of being financially vulnerable during
times of financial crisis, tend to be showing far greater distrust than their male counterparts.
An example of this is the drastic difference in trust towards politicians, with trust levels showing an 18-point difference between women and men. Interestingly, the levels of
trust towards social media only has a one-point difference – again this could be seen to suggest that those who have influence over finances and the progression of the
economy tend to receive greater levels of distrust from individuals, especially those who have less financial security. In this case, women are less likely to have full-time
work, on average earn less than men, and are less likely to own a home, resulting in this group being more likely to be at financial risk.
Another interesting deviation from the general trend is the difference in women and men’s trust in people of other nationalities. Women’s net trust is 11 points higher here
than that of men. When looking at many of the other roles and organisations mentioned in these questions, they are often roles or organisations that have some level of
control, power, and influence to make based on public perceptions of them – more closely linked with what could be termed `the Establishment`. The more decentralised
and individualised idea of `people of other nationalities` might play into the greater trust shown here by both men and women. Why trust in this group is significantly higher
amongst women is less easily explained.
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Spending and Brand Choices
What’s clear is that, for many of the data points we explore in our monthly
tracker here at Trajectory, real differences emerge between male and female
consumer cohorts. Optimism remains consistently lower for women than it does
for men – with female consumers more likely to fall into the most pessimistic of
consumer groups when thinking about both their own finances and those of the
country.

There are also differences in trust between the two genders. Male consumers are
generally more trusting of `establishment` organisations, businesses and
politicians, whilst trust amongst women is higher when thinking about people of
other nationalities – and both men and women are remarkably similar in the trust
(or lack of) that they have when thinking about both television and social
media.
The previous chapter discussed some of the reasons that might be driving the
differences we’ve seen emerging – but another facet of our data also offers
insight into how these differences manifest when it comes to how consumers
from the two gender cohorts approach and think about their spending and
about the businesses they interact with.
The question is – are the differences we can see on optimism, trust, and
confidence driving different approaches to spending habits and brand choice?
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Spending: Expectations and Realities
Every month in our tracker survey, we ask respondents both about how they think their
spending will change over the months to come and how their spending has changed
over previous months. Comparing the answers to those questions from different months
shows the differences that emerge between consumer expectations and the realities of
their spending habits – and there are clear gender splits here.

For the purposes of this report, we’ve compared answers from our January survey to the
question of how consumers expect their spending over the next few months to change
with the answers from this month’s survey to the question of how their spending has
changed over the previous few months.
The charts themselves show the `net spend` for each question, i.e. the percentage of
those saying they would/had increased spending minus the percentage who said they
would/had decreased it.
The key topline takeaway here is that, for the most part, consumers are pretty bad at
predicting their spending – understandable considering the cost-of-living crisis, inflation,
and the difficult financial circumstances many consumers and households are currently
experiencing. Yet, whilst not always as extreme a gap as it has been these last six
months, as a rule consumers to always tend to be fairly bad at predicting their future
spending – and that holds true for both men and women.

As we’ll see, however, there are clear differences in just how poorly each gender cohort
predicts its (average) spending habits. A key takeaway here, especially for businesses, is
that female consumers tend to both expect to spend less and do spend less – perhaps
driven by the lower optimism we’ve discussed earlier in the report.
In times of financial hardship, as the country is experiencing now, female consumers are
likely to be aiming to reduce their future spending, likely impacting longer-term future
purchasing, and often reduce it by more than expected – especially when compared
to male consumers. Advertising may need to have particularly strong cut-through at
times like this to continue to appeal to women looking to drastically reduce spending
on some items.
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Expectation vs. Reality
Spending on Everyday Items
25%

Spending Differences: In-Home Items and Day-to-Day Spending
When we look at some of the everyday spending and in-home purchases made
by consumers some interesting patterns already start to emerge. The first chart
here shows how the two gender cohorts have answered the two questions in
January and July of this year for spending on `everyday items` - including but not
limited to groceries.
Compared to some of the charts we’ll see later in this chapter, there’s only a
small difference for both men and women when it comes to spending
expectations at the start of this year compared to how consumers have actually
perceived their spending changing on the same items six months later. Yet that’s
where the similarities between the genders end. Men were, in January, expecting
to spend significantly more than women were on everyday items over the next
few months.
Six months later their actual net spending was down but remained far above that
of female consumers – who had instead seen a slight increase in real spending
compared to expectations but were still at a level some 22 points below that of
men. This leaves `groceries and everyday items` as the only area of spending in
which the trend for men and women diverges, with men spending less than
expected and women spending slightly more – but, as we’ll see, other
differences continue to emerge when we look at other areas of spending.
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The next two charts illustrate a general trend in our data– with spending expectations and realities trending in the same direction for both men and women but with
male consumers being more optimistic about future spending and generally worse at predicting the actual changes in their actual spending.
Showing spending expectations in January and the changes in previous spending in July for both subscription services (e.g. Netflix) and for `Big Ticket` items (e.g.
furniture) the trend in both charts is remarkably similar. Women expected to reduce spending by far more than men, over four times more when it came to
subscriptions, and were also more accurate at predicting how their spending would change – with men reducing spending more than twice as much as predicted
compared to just an increase of around a fifth to a quarter for women.
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Expectation vs. Reality
Spending on OOH Leisure

Expectation vs. Reality
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Spending Differences: Out-of-Home
When it comes to out-of-home spending we see a similar story. Again, the expected reduction when asked back in January is significantly lower for male consumers
than for female – although for both cohorts expected spending on OOH leisure remains slightly more resilient. However, whilst expected spending on OOH food and
drink was significantly lower for both men and women the actual changes in spending come July were, whilst still lower, relatively close to expectations – although
again, men were worse at predicting how their spending actually changed. It’s around OOH leisure that we can see a real gap in expectations versus reality,
especially for male consumers – who saw the expected -7% change in spending turn into -29% when looking back at their spending in July. Amongst women, the drop
was also larger for OOH leisure – at a 12-point decrease.
For both men and women then, OOH leisure has been particularly hard hit over the last six months – but for men the reduction in spending has been particularly acute
and stands as the lowest `net spend` for any of the products or outgoings we included in the survey. The last six months have seen the gap in spending habits
between male and female consumers reduce, even as men remain generally more positive – and it’s been OOH spending that’s been hit the hardest.
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Expectation vs. Reality
Savings
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Spending Differences: Savings
We also ask consumers about their saving habits – both expectations in the next
few months and the reality when looking back over the previous months.
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Once again, the trend for both men and women is similar – both expected to be
saving more when asked in January and both have instead seen a reduction in
spending when surveyed in July. For male consumers however, the reduction in
savings is much smaller, at -18 points compared to a reduction of -33 amongst
women.
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This is likely tied to the higher average income amongst men – which is itself a
reflection of the increased prevalence of part-time and low-paid work amongst
women. Looking ahead to the end of the cost-of-living crisis, whenever that may
be, it seems likely that male consumers will – on average – have been more
protected. Their higher average income and the higher rate of saving that
comes with it could see them more able to increase their spending once cost of
living pressures ease.

-30%
Jan-22
Jul-22
Jan-22
Jul-22
"Over the next few "Over the previous "Over the next few "Over the previous
months, how will you months, how has months, how will you months, how has
change spending?"
your spending
change spending?"
your spending
changed?"
changed?"
Men

Women

3
3
17

Brand Choices
Consumers of all genders have expectations of brands and look at a variety of different factors when deciding where to shop and what to buy. Interestingly, when
looking at which of these factors are most important to each gender cohort we can see, despite all the other differences we’ve explored so far in this report, that
things are remarkably similar.
The largest gap between men and women on any of the five factors we look at is just two percent. For both, value and quality are by the far the biggest drivers of
brand choice – whilst ethics is the least important, chosen by under a fifth of each gender cohort. Interestingly, ethics and brand actually rank marginally higher
amongst men. Yet the overall trend here is of overarching similarity between men and women when it comes to what factors drive their consumer choices. Value and
quality still reign supreme.

`What are the Most Important Factors in Determining Which Brand You Choose?
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July 2022
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What are the Implications?
• Optimism remains lower amongst women and has been lower, bar a single switch-over in
February of 2019, since we started measuring optimism amongst consumers. After a period of
increasing convergence in optimism between the two genders cohorts at the start of this year,
driven by the impact of the cost-of-living crisis, we’re now once again seeing it diverge – with a
six-point gap between men and women in July 2022. Optimism is at its lowest ebb for both
cohorts – but amongst women it is particularly, drastically, low.
• This story isn’t the same everywhere – in London men are significantly more optimistic than
women, but in other parts of the UK, including the South West and the South East, women are
more optimistic than men. As with many of the trends we deal with here at Trajectory, there is
no one-size-fits-all approach.
• Differences also emerge when we look at trust – men tend to be more trusting of business
leaders and politicians than women, although both show low overall trust. There’s more similarity
when we look at television and social media. Advertising using these platforms should have
similar responses when it comes to consumer trust on both these platforms – with television by
far the most trusted form of media.
• Confidence around both the national economy and household finances is much lower amongst
women – and this has fed through into a general trend for much lower spending expectations
and spending habits for female consumers. Men tend to show lower reductions in past
spending and lower reductions in expected future spending – and are generally worse at
predicting either. OOH spending has been particularly hard hit over the last six months – but the
relative resilience of savings amongst male consumers means their spending habits could
recover faster once the current economic hardship wanes.
• The factors driving brand choices remain remarkably similar across both men and women – as
always, value and quality remain the key drivers.
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Subscribers get access to all our trends analysis, presentations, reports
and articles, including our monthly barometer of UK consumer sentiment,
the Optimism index.
More information can be found here:
https://trajectorypartnership.com/subscribe-to-trajectory/
You can contact us at the following places:
Online: www.trajectorypartnership.com
info@trajectorypartnership.com
Twitter: @TrajectoryTweet
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