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Last Month’s Key Events

14th July16th June

The Bank of England 
raises the interest 
rate from 1% to 
1.25%, the fifth 

successiv e increase

18th June

Thousands of 
protesters march 

through London to 
demand action from 
the gov ernment on 
the cost of liv ing crisis

21st June

The biggest rail strike since 
1989 takes place, 

affecting 80% of serv ices 
across England, Scotland 
and Wales, including the 

London Underground

24th June

Latest ONS data suggests 
another rise in the number 
of people infected with 
COVID, with 1.7 million 
people with the v irus in 

the week up to 18th June

28th June

Scotland's First Minister 
Nicola Sturgeon 

proposes 19th October 
2023 as the date for a 
second referendum on 

independence

30th June

An additional £1 
billion in funding 
for military aid to 

Ukraine is 
announced

1st July

Chris Pincher has the 
Conserv ative Party Whip 
withdrawn and will sit in 

the House of Commons as 
an independent MP 
following misconduct 

allegations

3rd July

One complainant 
against Chris Pincher is 

reported to hav e given 
details in February 2022, 
when he was appointed 

deputy chief whip

5th July

7th July

8th July

11th July

Multiple cabinet 
ministers resign amidst 
allegations that Boris 
Johnson appointed 
Chris Pincher whilst 

aware of misconduct 
complaints against him

Boris Johnson resigns as 
Conserv ative Party 

leader as a result of the 
resignations from his 
ministry, prompting a 
leadership election

Labour leader Sir Keir 
Starmer and deputy 
Angela Rayner are 
cleared of breaking 
lockdown rules ov er 
a Durham "beergate" 

meeting

Sir Graham Brady 
unv eils the timetable 
for the Conserv ative 
leadership election, 

with it due to complete 
on 5th September

Jeremy Hunt, Nadim 
Zahawi and Suella 

Brav erman are eliminated 
from leadership election, 

with Rishi Sunak and 
Penny Mordaunt the 

frontrunners

Fieldwork: 7th July – 14th July
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Scale 0-100. A score of 50 or more indicates higher levels of optimism

Net spending 

expectations

Net household 

confidence

Net Trust

-33%

-31%

-21%

Spending expectations have worsened 

slightly as cost of living crisis continues

Net household confidence remains stagnant 

at a far lower level than this time last year

Trust has worsened considerably this 

month as consumers begin to lose 
patience

Another month and another low. This month’s Index officially records 
no change on June but this a quirk of rounding – sent iment is slight ly 
lower than last t ime, just not low enough to nudge the digits to 43.

This is now the longest period of t ime (six months) that the Optimism 
Index has been negative and 2022’s miserable record continues. 
Every month this year the score is lower than the last. This raises two 
quest ions. First ly, should this be renamed the Pessimism Index? And 
secondly – and more seriously – what are the longer term 
consequences of sustained, pervasive pessimism?

That second quest ion is part icularly important because the drivers of 
sentiment are only part ly economic. The cost of living crisis is having 
some impact on the index but the negativity is also heavily influenced 
by terribly low trust – especially in polit icians but also the media and 
business – nostalgia and levels of autonomy. Pessimist ic consumers are 
worse consumers: their concerns narrow, they switch off the news and 
their belts t ighten. 

This index is a monthly one so inevitably concerns itself with shorter 
term changes. But there is a bigger challenge: people are not only 
pessimist ic about the short term, they are losing the ability to imagine 
a world better than the one we live in today.

Given the financial news on the horizon – inflat ion forecast to peak 
this autumn, the energy price cap revealed at the end of August – it  is 
unlikely we see either short or longer term prospects improve this year. 

44
No change on June 22

Down ten points on July 21

45
Down one point on June 22

Down nine points on July 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 remain at the same level for the 
second consecutive month with a score of 44.

• A sixth consecutive score below 50 indicates the 
extent to which the cost of liv ing crisis is damaging the 
overall sentiment of UK consumers. Households are not 
only facing unprecedented inflation growth, but also 
the prospect of further price rises in the months 
ahead, with a degree of pessimism that would have 
scarcely been believable at the end of 2021 now 
becoming deeply entrenched.

• In times of crisis, consumers typically turn to those in 
power in order to prov ide hope. Further accusations 
of misconduct are, however, preventing consumers 
from adopting any semblance of trust in the 
Government to resolve the current issues being faced 
across the country. The height of summer is usually a 
time for optimism and celebration. This year, it is the 
polar opposite.



The Extent of Fragmentation

• This month sees the extent of longer term fragmentation 
across demographics fall slightly, with a one point 
decline from eight points to seven reversing the trend 
that was seen last month.

• The main driver of this month’s trends in longer term 
fragmentation is a significant decline across generations, 
with the gap between under and over 40s almost 
halving from 15 points to just eight this month. With little 
change across income and gender, the other main 
driver of the decline in fragmentation this month is across 
region, with the difference between London/South East 
and the Rest of the UK falling by five points.

• Despite the cost of living crisis dampening the degree of 
fragmentation considerably throughout 2022, it is worth 
highlighting that consumers remain considerably more 
fragmented than throughout the pre-pandemic era. 
Only at the point of the reopening of the economy in 
early Spring last year did fragmentation appear to briefly 
return to these levels.
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The Optimism Index: Rolling Average

• This month sees the three month rolling average of The 
Optimism Index fall by a further point, down from 46 to 
45 – now the lowest rolling average that we have ever 
measured.

• Such a sustained decline in the rolling average 
highlights to what extent a more pessimistic outlook is 
becoming entrenched amongst the consumer 
mindset. Whilst scores as low as 45 have been seen 
prior to 2022, they have quickly reverted back to a 
score nearer to 50 in the following months. 

• With this month marking the sixth consecutive topline 
score below 50, such a reversal is unlikely to be seen 
any time soon. With further increases to the cost of 
liv ing a near certainty as we move towards the Winter 
and the rising cost of energy moves into the spotlight, 
it is likely that further records in long term sentiment 
are to be broken.

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 level of economic and consumer 
confidence remain at near record-lows for the fourth 
consecutive month – highlighting to what extent a 
pessimistic outlook regarding confidence is becoming 
entrenched amongst UK consumers.

• These findings make for a particularly damaging 
comparison with this time last year. With July of last year 
sparking a wave of positiv ity following the full reopening 
of the economy, consumers looked forward to the 
prospect of a summer of spending and a return to 
normality with regards to the economy. Both measures 
are now roughly 40% lower than a year ago.

• It is worth noting, however, that the gap between 
confidence in the economy and at a household level 
has more than doubled (6% to 13%) throughout this 
period. Whilst this lag may be able to sustain during the 
summer months, once we move towards the Winter 
when the rising cost of energy will fully come into focus, 
this lag is likely to disappear. 



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

• This month sees a continued stagnation in the 
distribution of our consumer confidence groups, with 
Hyper Pessimists remaining by far the most prominent 
group, despite a 1% fall from 47% to 46%.

• Recent trends in our consumer confidence groups 
prov ide further ev idence of the recent decline in 
fragmentation throughout the course of 2022 as the 
cost of liv ing crisis has seen experiences converge. 
When fragmentation was at it’s peak at the start of the 
year, the difference between ‘Hyper Pessimists’ and 
‘Left Behind’ was just 13%. Throughout the past three 
months, this gap has on average risen to 41%.

• Despite occupying almost half of the sample again this 
month, Hyper Pessimists display some demographic 
differences to our monthly total sample. Most notably, 
they comprise of an above average percentage of 
Baby Boomers (38% compared to 30%) as well as a 
higher than average proportion of women. 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

• As confidence stagnates and inflation rates break further records, consumers are continuing to tighten the purse strings. Spending 
expectations in every area have fallen compared to last month, most notably for big ticket items, other out of home leisure and 
subscription services (-3%), whilst expectations for saving have risen by 2% as consumers look ahead to further price rises in t he Autumn.

• That is not to say that everyone is expecting a surge in savings, however. With the cost of liv ing damaging household finances in such an 
unprecedented manner, expected savings remain substantially lower than at this point last year. Those who do expect to increase savings 
this month are likely to over-index in younger age groups, higher income households and are more likely to be male.

• Such has been the sustained decline in expected spending on out of home leisure throughout 2022 that net expectations are almost on a 
par with when leisure spending was not even an option throughout much of the pandemic. A net -44% for out of home food and drink this 
month is only 2% higher than in January 2021 (-46%), and only 4% higher than in April 2020 (-48%).
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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: -2%

Savings: +2%

Subscription Services: -3%

OOH Food and Drink: -1%

Other OOH Leisure: -3%

Big Ticket Items: -3%



Region
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• Regional trends in sentiment continue to highlight that those in London remain in somewhat of a league of their own regarding sentiment. A 
score of 54, despite a three point decline compared to June, represents a score at least nine points higher than any other region. 

• Worth noting, however, is that even within London itself, outlook remains considerably fragmented. The topline score of 54 for Londoners is 
comprised of a score of 64 in Inner London, and a score of just 46 in Outer London. Despite this, a score of 46 still places those in Outer London 
higher than every other UK region this month, with nine regions seeing a score below 45 - an increase of three compared to June.

• Those liv ing in Inner London are not only substantially more optimistic than those elsewhere in the UK, however, with similar disparity also seen 
in regards to recent trends in household finances. Over the past three months, Inner Londoners have been almost three times as likely as the 
UK as a whole to say their household financial situation has improved over the past year, (38% to 14%).



Gender
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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 remain at six points for the second 
consecutive month, as both men and women see 
the same scores of 47 and 41 respectively.

• Whilst the gap between men and women closed 
from six to two points between February and May, 
this months findings highlight that the increase 
back up to six points last month was more than just 
an anomaly.

• Disparities in sentiment across gender continue to 
drive similar differences in leisure spending 
expectations. This month, net expectations for 
both out of home food and drink (-35% to -54%) 
and other out of home leisure (-38% to -51%) are 
both considerably more positive for men than 
compared to women.

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place



Generation
• This month sees experiences grow more consistent 

across generations, with both Gen Z and Gen Y seeing a 
decline of eight and two points respectively whilst both 
Gen X and the Silent Generation see increases in 
sentiment, despite still remaining less optimistic than their 
younger counterparts.

• The increase amongst over 75s this month is likely being 
driven by recent announcements regarding the pension 
triple lock. Whilst being suspended for the 2022/23 tax 
year, it was announced in early July that it would be 
restored in April of next year, bringing a considerable 
degree of financial security for those who have retired.

• Further analysis of our data indicates that these findings 
may be linked with similar trends in economic 
confidence. Compared to June, both Gen Z and Gen Y 
have seen a decline in net economic confidence of 7% 
and 3% respectively, whilst both Gen X (-56% to -49%) 
and the Silent Generation (-59% to -37%) have seen an 
improvement in confidence.

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 a similar convergence of experiences 

across income groups, primarily driven by a sharp decline 
in sentiment amongst those in households earning more 
than £83k (62 to 51) alongside minor increases in outlook 
amongst those earning £21k to £41k (45 to 48) and those 
earning £41k to £62k (45 to 47).

• Such has been the recent cost of liv ing crisis-driven 
convergence of sentiment across income groups, that this 
month marks the smallest gap in outlook between the 
highest and lowest income consumers that has been seen 
in more than a year. This month’s gap of just eight points is 
a remarkable 20 points lower than in November 2021, as 
well as being 10 points lower than the average gap that 
we have seen over the last year as a whole.

• The convergence of sentiment across income bands has 
been paralleled by similar trends regarding household 
financial confidence. Compared to November of last 
year, the difference in net household confidence 
between those earning less than £21k and those earning 
more than £62k has fallen by 36% (57% to 21%).

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Political apathy increases as consumers lose faith in politicians
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% Paying High Attention to Politics % Saying They Don't Trust Politicians

• Amidst ongoing allegations of misconduct within the UK Government, spearheaded by the resignation of Boris Johnson as the Conservative 
Party leader, consumers are adopting an increasingly distrusting outlook towards politicians. Since the turn of the year, the three month 
rolling average of those saying they do not trust politicians has increased by 6% from 62% to 68%.

• Since January, alongside the rising proportion who distrust politicians, we have observed a 3% decline in the long term trends in those who 
pay a high level of attention to politics. These findings are of little surprise, given that those who pay the highest attent ion to politics are 
almost twice as likely as average to say that they trust politicians (25% to 13%) this month.

• It is not only trust in politicians that is straining under the pressure of the cost of liv ing crisis however. Since January of this year, long term 
trends in those who distrust both the traditional media (television and newspapers) have fallen by 2% whilst the percentage who distrust 
both national and multinational business leaders has fallen by 5% during the same period.



Cost of living crisis failing to stunt demand for holiday spending
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• With the rising cost of everyday spending continuing to damage consumer confidence and levels of disposable income, recent months 
have seen a sustained increase in the proportion who have made cutbacks to spending on new clothing, non-essentials and takeaways, 
with almost half of consumers cutting back in each category in June and July of this year.

• At the same time, however, we have actually observed the opposite trend regarding spending on both air travel and holidays/trips. 
Compared to November to January, both areas of spending have seen a reduction in spending cutbacks, despite the growing focus on
the impacts of the cost of liv ing crisis on consumer’s appetite for spending.

• Whilst this finding could in part be influenced by seasonal trends in holiday spending, as well as the fact that many holidays for this summer 
were likely booked well in advance of the cost of liv ing crisis taking hold, it is still interesting to note that consumers appear to be cutting 
back on certain smaller ticket areas of non-essential spending in order to fund big ticket purchases such as holidays.



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


