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Last Month’s Key Events

The Queen’s coffin is 
mov ed to Westminster 

Hall for her lying in state. 
Public mourners begin 

queueing across London 
to pay their respects

21st August

Felixstowe Dock 
Workers walk out for 

eight days in a dispute 
ov er pay, their first 
strike in 30 years

Barristers in England 
and Wales v ote for an 

indefinite strike 
beginning on 5th 

September

22nd August

26th August

Ofgem announces an 
80% rise in the price cap 
for household energy bills, 

with the average 
household set to pay 

more than £3500 a year

29th August

The Notting Hill carniv al 
returns for the first time 

since 2019

31st August

By the end of 
August the pound 
has experienced 

its biggest monthly 
fall since 2016

2nd September

Unions call off school 
and bin strikes in 

Scotland, following 
lengthy negotiations

5th September

Liz Truss is elected 
as the leader of 

the Conserv ative 
Party, beating 
Rishi Sunak with 
57% of the v ote

8th September

8th September

9th September

10th September

14th September

Liz Truss announces 
plans to limit energy 
bills, with a typical 

household capped at 
£2500 a year for the 

next two years

At 6.30pm, 
Buckingham Palace 

announces that 
Queen Elizabeth II 

has died peacefully 
at the age of 96

Parliament  begins 
two days of tributes to 

the Queen, before 
being suspended until 

21st September

The UK Government 
announces that the 

Queen’s Funeral will be 
held on Monday 19th 
September and will be 

a bank holiday
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UK Optimism

September 2022

Rolling Average
September 2022

Scale 0-100. A score of 50 or more indicates higher levels of optimism

Net spending 

expectations

Net household 

confidence

Net Trust

-41%

-39%

-23%

Net expected spending has fallen even 

further as the cost of living crisis worsens

Despite a minor improvement, household 

confidence remains exceptionally low

This month we see a slight decline in 

levels of net trust

There are months in which decades happen; this is one such month.

In the few short weeks since our last report the country has a new 
Prime Minister, a new Monarch and a new – or at least updated – set 
of financial challenges. This month’s fieldwork was completed after Liz 
Truss became PM, either side of the death of Queen Elizabeth, either 
side of the government’s cap on energy bills and before the less than 
brilliant ly received ‘mini-budget’ delivered by the new Chancellor.

Despite this extraordinary collection of events there is relat ively lit t le 
change in the consumer out look. Perhaps there is not much further for 
it  to go. Optimism remains grimly negative, dropping again, but by just 
one point (to a new record, 40). Consumer confidence rose just 
slight ly, but remains subterranean. Spending expectations, especially 
on leisure, dip further.

Instead, it  is the uniformity of pessimism that is clearest in this data. 
Those with high household incomes (more than £83k per year) are 
nearly as pessimist ic as those with low incomes (£20k or less). By age, 
the generations have rarely been as close in outlook. Although a 
substantial gap remains between men and women, both are deeply 
negative.

Whatever the next few weeks brings in terms of further turmoil or 
possibly even calm (let’s hope, eh?) one thing is clear. Everyone will 
be affected by the financial crisis this winter. 

40
Down one point on August 22

Down twelve points on September 21

42
Down one point on August 22

Down eleven points on September 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 down to another new record-
low score of just 40 points.

• With the death of Queen Elizabeth II occurring during this 
month’s fieldwork, we have seen some significant 
changes to consumer’s wider attitudes. Responses that 
were collected after her death see higher levels of trust 
and a more positive outlook on life today than compared 
to the past. Overall sentiment, however, is still being 
heav ily influenced by the current economic climate.

• Despite the announcement that household energy bills 
will be frozen at current unit rates for two years to combat 
the cost of liv ing crisis, confidence remains at rock-bottom 
levels. Whilst some consumers may simply be less aware of 
the changes as a result of the lack of media coverage 
following the death of the Queen, the majority are simply 
already feeling the impacts, and the measures that are 
being put in place do not appear to be sufficient to stem 
the entrenched pessimism felt by consumers.



The Extent of Fragmentation

• This month sees the overall degree of fragmentation fall 
slightly compared to August, although it still remains 
considerably higher than it was both prior to the 
pandemic, and at this time last year.

• The most notable change in fragmentation across 
demographics month to month is seen between older 
and younger generations, with a nine point fall from 16 
points down to seven being primarily driven by a sharp 
fall in outlook for under 40s and a slight increase in 
optimism for the Silent Generation.

• Elsewhere, we see minor growth in fragmentation across 
gender and region, with men and those in London 
growing further apart from the average, whilst there is 
little change across income groups, as experiences 
remain significantly more consistent than they were at 
this time last year for higher and lower earners.
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Overall Degree of Fragmentation
[Average gap in long-term outlook across gender, generation, income and region 

0 = no fragmentation at all]



The Optimism Index: Rolling Average

• This month sees the rolling average of The Optimism 
Index fall by one point from 43 to 42.

• A one point fall marks the third consecutive month in 
which we see a new record-low score for our longer term 
measure of sentiment, falling three points lower than the 
record-low that was seen in July. It is also the second 
month in a row in which we see a gap of eleven points 
between the current rolling average and the same point 
at this time last year (42 to 53).

• The only prev ious occurrence in which the rolling 
average fell below 50 for such an extended period was 
between August ‘20 and January ‘21, in which we saw six 
consecutive months below this threshold. With this month 
now marking the seventh score below 50 in a row, this is 
now yet another new record. Of even greater concern, a 
score of 42 this month is five points lower than the lowest 
point that was reached during that period.

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 a minor increase in both measures of 
consumer confidence, with a 2% increase in net 
confidence in both the economy as a whole and 
consumer’s own finances.

• With the Government announcing measures to freeze 
household energy bills for two years, we might have 
expected a greater improvement in confidence, 
particularly at a household level. However, the death of 
the Queen prevented the energy bill freeze from 
gaining much media attention, and it is likely that many 
consumers are less aware of these measures than would 
have otherwise been the case.

• Additionally, households are already suffering with the 
unprecedented current inflation rate. The energy price 
measures will be see bills frozen at a level that is almost 
twice the level of this time last year, and with both 
inflation and interest rates forecast to rise even further 
throughout the year, it appears that current measures 
are not yet prov iding enough support.



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

• Despite a minor increase in confidence both regarding 
household finances and the economy as a whole, 
there is little change in our consumer confidence 
groups.

• Last month’s sharp rise in the number of Hyper Pessimists 
has merely stagnated, with over half of consumers still 
adopting this pessimistic outlook. Not only have this 
group now accounted for the greatest proportion of 
consumers for each of the past twelve months, but the 
proportion of consumers that this group has accounted 
for has more than doubled in this period.

• The divergence of trends in Hyper Pessimists and Hyper 
Optimists over the last year will prov ide significant 
concern for those in the leisure sector. Hyper Optimists 
are this month almost three times as likely to expect to 
increase the amount they spend on out of home food 
and drink than compared to Hyper Pessimists (23% to 
8%). 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 brings a further decline in spending expectations, particularly for out of home leisure and big ticket items. Bothcategories out of 
out of home leisure see net expectations fall by 6% (with expectations for out of home food and drink now significantly lower than even 
during periods of lockdown), whilst the net proportion expecting to increase spending on big ticket purchases falls by 7%.

• Whilst expectations for leisure spending are naturally declining as a result of the rising cost of essentials, they are likely to also have had 
some seasonal influence, as school holidays end and the evenings turn colder. However, when compared to previous years, this month’s 
findings still provide cause for concern. The average decline from August to September for out of home food and drink between 2018 and 
2021 was just 2% - only a third of the decline that we see this month.

• Coupled with these concerning trends in expected leisure spending, we continue to see record-low confidence with regards to saving. A 
1% decline this month brings expectations to a new record-low – marking a 26% decrease compared to this time last year.
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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: -3%

Savings: -1%

Subscription Services: 0%

OOH Food and Drink: -6%

Other OOH Leisure: -6% 

Big Ticket Items: -7%
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• This month continues to see a remarkable disparity in outlook between London and the rest of the UK. Whilst at a topline level we see a 
rolling average of just 41, those in London see an average score that is 15 points higher (56) over the past three months.

• In stark contrast, September also sees five regions with a three month average score that is below 40 – an increase of three on last month, 
where just two regions saw a score below 40. Whilst just two months ago, not a single region saw longer term sentiment fall below a score of 
40, it highlights the rapid extent to which optimism is declining across regions outside London.

• Divergent trends in regional sentiment align with similar findings with regard to confidence in the UK economy. At a topline level, just 15% of 
consumers expect the economy to improve over the next year. Amongst those in London, however, this proportion is more than twice as 
high (32%), whilst in Wales (who adopt the lowest rolling average this month), just 6% expect it to improve in this period.



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 sentiment between men and 
women increase by one point – up from seven to eight, 
as men see just a one point fall from 45 to 44 whilst 
women fall two points from 38 to just 36.

• A gap of eight points now marks the joint widest gap in 
outlook between men and women that has been seen 
at any point in the past twelve months – with both 
groups seeing record-low scores. Sentiment amongst 
women has also remained below 50 for an entire year.

• Disparity in optimism amongst men and women remains 
paralleled by a similar degree of polarisation regarding 
household financial confidence. This month, net 
confidence is 26% lower amongst women than 
compared to men (-52% to -26%).

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place



Generation
• This month sees the degree of fragmentation across 

generations decline, with under 40s seeing a sharp fall in 
sentiment whilst the Silent Generation see a notable 
increase in outlook – up four points from 39 to 43.

• With news coverage in recent weeks primarily focusing 
on the Queen’s life and achievements, many older 
consumers are looking back on prev ious decades more 
so than would normally be the case, and a more positive 
outlook on current life has emerged. Whilst at a topline 
level, the net proportion saying life is now better than it 
was 50 years ago has fallen by 5%, amongst the Silent 
Generation this has increased by 17% (-4% to 13%).

• Despite seeing a nine point decline in optimism this 
month (57 to 48), Gen Z remain the cohort with the most 
positive outlook. Typically hav ing fewer financial 
responsibilities than older generations, they remain more 
shielded from the damage to household finances that 
the cost of liv ing crisis is causing. Whilst net sav ing 
expectations are at a record-low -22% this month, for 
Gen Z, they are 32% higher (10%). 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 little change in outlook across income 

groups, with both higher and lower earners experiencing 
slight declines in optimism.

• Outlook is far less fragmented across income groups than 
it was a year ago, and the decline in sentiment amongst 
the top earners is a primary driver of this trend. Whilst the 
last twelve months have seen a topline decline of twelve 
points, the same period has seen a fall more than twice 
that magnitude for the top earners (74 to 48), with these 
consumers also seeing almost double the decline in the 
proportion feeling that their household finances will 
improve in the next year (19% decline to 10%).

• Despite experiencing a sharper decline in optimism 
across the past twelve months, higher earners continue 
to adopt a more positive outlook than those in lower 
income households. The proportion of those earning 
more than £83k who expect to increase their spending 
on out of home food and drink is almost twice as high as 
average this month (20% to 11%).

Chart labels are rounded to whole numbers, but The 

Optimism Index is rounded to one decimal place
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Passing of the Queen sees paralleled shift in wider attitudes
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Overall Optimism

• While this month’s survey was in field, Buckingham Palace announced the death of the Queen. Just under a third of responses were
collected prior to her death, and some significant differences have occurred when comparing this sample to those that were carried out 
afterwards.

• When compared to the responses prior to her death, we see a notable increase in the proportion who feel that national identit y is 
important, and the proportion who feel that life is now better than it was 50 years ago for people like them. Overall outlook also saw minor 
positive trends, however an increase of only 11% (37 to 41) in the overall Optimism Index score was seen.

• Perhaps most interestingly, we see a noticeable increase in the degree of trust shown towards both business leaders and the t raditional 
media (television and newspapers). With the vast majority of news coverage in the days following her death focusing on her life and 
achievements, and with businesses showing respect by closing on the day of her funeral and adopting advertising blackouts, consumers 
appear to have reacted positively to these measures.

Indexed, Where 100 = September Responses Prior to Queen’s Passing 

116

Before After

% High Satisfaction 
with Life as Whole

159

Before After

% Saying Life is Better 
than 50 Years Ago

174

Before After

% Saying National Identity 
is Very Important

147

Before After

% High Trust in Business 
Leaders

127

Before After

% Saying Priority Should be 
Domestic Issues

136

Before After

% High Trust in the 
Media

Note: Fieldwork paused between 9th and 12th September



Consumers Indicate Preference for Quality over Quantity Regarding Leisure
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If you had to, which of the following statements best describes 

how you would prefer to cut back on your leisure spending?

Go out less often but spend a similar amount on each occasion as you do now

Go out as often but spend less on each occasion

• With trends in expected spending on leisure declining 
sharply throughout 2022 as a result of the rising cost of 
everyday essentials, consumers are being forced to 
change their habits with regards to leisure.

• Amongst the total sample, we see a clear preference 
for quality over quantity. Almost six in ten consumers 
(58%) would prefer to go out less often and spend the 
same amount as they normally would, whilst only 42% 
would prefer to continue going out as often as they 
normally do but spend less each time.

• It is worth noting, however, that this is not the case 
amongst Gen Z. Almost 70% of 18 to 25 year olds 
would instead rather continue going out as often but 
spend less each time, rather than cutting back on the 
amount that they go out. This finding is perhaps 
unsurprising, with this cohort being more likely to still 
live at home and to have fewer financial 
responsibilities than older generations.



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


