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Last Month’s Key Events

The pound falls more
than 1% against the
U.S.dollarand
reachesa new 37-
yearlow of $1.13

The Gov ernment

announces a scheme that

wil freeze wholesale gas
and electricity prices for

ChancellorKwasi
Kwartengdeliversan
emergency mini-budget
in which he announces
the biggest tax cutsin

The Bankof England
announces thatit wil
purchase £65 billion of
Gov ernment bondsin
order to prev ent the
collapse of pension funds

More than 50,000 rail
workers go on a 24-hour
strike, the biggest of the

yearto date, with only
11% of train services

ONS data fromtwo
weeks prior suggests
that around 1in 50
people were infected
with Covid-19, witha
high prev alence for

16" September

businesses for six months >
from 1st October the UK'since 1972 runningin the UK over70s
19 September 22nd September 26™ September 28" September 319 October 11" October
215'September 234September 28" September 15t October 7" October

The State Funeral of

Queen Elizabeth llis

held in Westminster

Abbey, with abank

holiday held across
the UK

UK interest ratesrise
from 1.75 to0 2.25%, the
biggest increase in 27
years, as the Bank of
England attemptsto
curb inflation

Sterling falls again,
briefly hitting an all-time
low against the dollar of
$1.03, before recov ering

slightly to $1.07

More than 1,000
mortgage products are
withdrawnfromthe
market, the highest
figure ev errecorded by
Moneyfacts Group

Following a backlash,

the Gov emment
announces the
cancellation of their
plan to abolish the
highestincome tax
band

The Bankof England
warnsofa "materialrisk"
to financial stability, as
the Gov ernment's
borrowing costsrise
sharply again

Y

Fieldwork: 4th—11th October
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Rolling Average
October 2022

40

Down two points on September 22

UK Optimism
October 2022

40

No change on September 22

Down eleven points on October 21 Down twelve points on October 21

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

Net spending - 407 Expected spending remains extremely
expectations o weak despite minorimprovement
Net household 407 Household confidence remains at a record-
confidence - o low level as mortgage ratesrise sharply
Levels of trust remain at a concerning
Nef Trusf - 23 ;o low level

Headlines

Comment
Has it only been a month?e

Inthe weeks leading up to October’s fieldwork — and since our
Septemberreport —we experienced a disastrous fiscal event, the
collapse of the pound, Bank of England intferventionin the bond
markets, tax and spend U-turns, political party conferences and
hundreds of pounds being added to people’s mortgages as lenders
anticipated substantialincreases in interest rates.

Given thistumult —and especially given the new financial implications
for people already struggling with the cost of living — the most
interesting story from our new Optimism Index report is that solittle has
changed. Headline optimism is at the same level as last month (stilla
record low) and consumer confidence has also remained stable
(albeit so subterraneanit resides in the midnight zone).

Isthisthe floor? It is possible that people havereached their limit and
that at this point nothing willcompel us to be less optimistic about the
future, or more pessimistic about the economy. Certainly the minor
uptickin spending plans as we approach half term, Halloween and
the festive season point in theright direction.

But eventsovertake.In the week since we completed fieldwork a new
Chancellor has set fire to the Growth Plan in a bid to stabilise the
economy, the Prime Minister has resigned and we've embarked on
anotherleadership contest. In our next report we'll know if Prime
Minister Sunak, Mordaunt or Johnson (no, no relation) is leading a
recovery in sentiment or sending us furtherinto the depths.

Tom Johnson, Managing Director, Trajectory 0
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The Optimism Index: Headlines

« This month’s edition of The Optimism Index sees The Optimism Index
consumer sentiment remain at the same lev el, WITh a Scale 0-100. A score of 50 or more indicates higher levels of
record-low score of 40 for the second consecutive optimism
month. 60

«  Whilst a continuation of a record-low lev el of sentiment 55

(now elev en pointslower than this time last year)

remains a significant cause for concern, it is pernapsa

surprise that outlook has not worsened further giventhe 50
ev entsof the last month. Following the short-lived mini-

budget, both the UK economy as a whole and

consumer’s own finances faced further uncertainty, yet

the impact on outlook has been negligible. 45

« Ashas often been the case in recent months, however, 40
a topline stagnationis still masking further downturn
among specific consumer groups. Older generations,

more exposed to the impacts of rising mortgage rates 35

and the potential collapse of pension funds, have seen RO DR AR G L S LN S LN VA L G L N ¢
sentiment fall further, whilst ov er the longer term, almost F O & ¢ & R &Y PR P
half of regions outside of London are now seeing scores

below 40.
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The Extent of Fragmentation

This month sees the lev el of fragmentation in sentiment

A . - S0 Overall Degree of Fragmentation
INCcredse by the blggeST margin of any pOIr\T in the pOST [Average gap in long-termoutlook across gender, generation, income andregion
year, up fo nine pOIﬂTS on average.

0 = no fragmentation at all]

14
« The primary driv er of this month’sincrease in

fragmentationis a ten point rise across generations, 12
with a sharp increase in sentiment for younger cohorts
paraleled by further falls amongst ov er 40s. Elsewhere, 10
we see little change across region and income, butit is
also worth noting that we see a significant fall in 8

fragmentation by gender, as the gap halv esbetween
men and women this month.

« The degree of fragmentationis now edging closer to
the peak that was seen at the turn of the year. The key
difference, however,is that ov erallsentiment is now
substantially lower than it wasin January.Those at the
more positiv e side of the fragmentation we currently © O X xS

observ e are now no longer seeing scores well above ER

50, and are rathersimply less pessimistic than other
demographic groups.

S N N~

Jan-20
Mar-20
May-20
Jul-20
Jan-22
Mar-22
May-22
Jul-22
Sep-22
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The Optimism Index: Rolling Average

« This month sees theroling av erage of The Optimism The Optimism Index, Three Month Rolling Average
Index fall by two points down from 42 to 40. Scale 0-100. A score of 50 or more indicates higher levels of optimism

60

* Ashas offen been the case in recent months, October
marks a new record-low for long-term sentiment, falling
two points lower than the previousrecord seen in 99
September, and an alarming twelv e pointslower than at
this time last year. This is also the fourth consecutive
month in which the roling av erage has fallen — 50
emphasising the rapid collapse in ov eralloutlook that

has emerged as a result of the current crisis.
45

« Comparisons with previousyears highlight the
unprecedented nature of the tfrendsin longer term
optimism. Prior to 2022, even during the height of the
pandemic, theroling av erage nev er fellbelow 47, and
quickly ralied when consumers anticipated the 35 © © O @ ©
reopening of the economy and the end of lockdowns. I S
In stark contrast, the last sixk months alone have been g 2
spent below this previous threshold.

40

Chart labels are rounded to whole numbers, but The
Optimism Index isrounded to one decimal place
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Economic and Household Confidence

This month sees a slight decline in both measures of
consumer confidence, with a 2% decline in confidence in
the UK economy as a whole and a 1% fall in household
finances.

No changein confidence, albeit at record-low levels, is
perhaps surprising givenrecent eventsacross the UK
economy. With the past month seeing a weakening of the
pound against the dollar, significant increases in mortgage
rates and concerns ov er the stability of pension funds, the
fact that both measures haveremained relativ ely stable
suggeststhat confidence may have hit its floor.

It is also worth noting that October’s fieldwork was
conductedwhen the Energy Price Guarantee had offered
consumers some stability and assurances regarding their
energy bills for the next two years. Now only in place for six
months, it remains to be seen whether the prospect of
increased energy costs on top of the issues already being
faced will drive confidence down further.

-15%
-25%
-35%

-55%

Economic and Household Confidence

(Net: % thinking will improve minus % thinking will get worse overnext 12 months)

— Net confidence in household financial situation

Net confidence in national economic situation

15%
5% 0% -1%

-6% -5%
-5%

-16%

-27%
-34%

-45%

-43%

467 -44%

-52% -54%

-65%

A I
. I F P F I
SHER SR SN A

NG -39%

-52%

OO

-40%

-54%
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Consumer Confidence Groups

o . . . . Do you think the economic situation in the UK/the financial situafion in your
ThIS mon’rh OgOIﬂ SeEes “Tﬂe Chdnge In ourconsumer household will improve, stay the same or getworse in the next 12 months?

confidence groups, with Hyper Pessimists still the most

prominen’r by far— occoun’ring for more than half of == Hyper Optimists Bubble =—e=Left Behind Settled ==e=Hyper Pessimists

respondentsfor the third consecutive month (53%). o Sum = 100%
« Comparisons to this fime last year continue to highlight 50%

the degree 1o which experiences have convergedin

regard to consumer confidence throughoutthelast 0%

year. Whilst Hyper Pessimists were still the most

prominent group in October2021,they accounted for

just 12% more consumers than ‘Left Behind’, whereas 0%

the difference between the two groups this month is

almost four times the magnitude (6% to 53%). 20% ,//\\

\\._\‘/(,
10% M,:

« Despite Hyper Pessimists accounting for more than half

of respondents, the past three months hav e still seen 0%

aroundone in ten people in the Hyper Optimists group. S T\ T Y VR ARt VR VR 9

This group skew towards younger generations (56% &0 & F W Y8R

under 40s compared to 38%) and men (70% to 49%). NV A N vooo

Hyper Optimists = Economy and own finances willimprove

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

Left Behind = Economy willimprove, own finances get worse or stay same
Seftled = Economy stay the same, own finances stay the same

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

Over the next few months, how will you change spending on the following? [% Net Increase minus Decrease Spending]

=e—Croceries and everyday items Out of home food and drink == Other out of home leisure
Big ticket items == Subscriptions to products and services == Saving
20%
Monthly Changes
10% / —
\ Groceries and Everyday Items: +1%
0% —s —O——
\\‘_—_. Savings: +2%

-10%

‘K Subscription Services: 0%
20% e — o —

OOH Food and Drink: +4%

-30% \ Other OOH Leisure: +1%
—g .
——

40%

- — Big Ticket Items: +4%
-50%

-60%

Oct-21 Nov-21 Dec-21 Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22

« This month sees a minor improvement in net spending expectations, with all categories except for subscriptions increasing by at least 1%.
The most notable increase is for out of home food and drink (up 4%), with some of this increase likely infuenced by the greater opportunities
for leisure spending provided by the upcoming half term holidays.

«  More broadly, however, spending expectations remain substantially lower than they were at this time last year. Net expectations for every
category are atleast 15% lower than in October 2021 which, coupled with the 20% decline in expected savings, continues to hghlight the
extent of the damage that the cost of living crisis is having on consumers’ ability to afford leisure.

« Ourlatest findings provide further evidence that a more optimistic consumer is more likely to have more positive spending exoectations.
More than twice the proportion of the most optimistic respondents this month expect to increase the amount that they will spend on out of
home food and drink in the next few months than compared to the totalsample (29% to 13%).
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Region

The Optimism Index by Region — Three Month Rolling Average

Scale 0-100. A score of 50 or more indicates higherlevels of opfimism

70 B Aug-22 m Sep-22 m Oct-22
60 56 55
50
42 42 43 4 43 42 4 42 41 4
0
40 39 38 37 39 39
30
20
10
0
London West Midlands North West North East South East East Midlands South West Yorkshire and Wales Eastern Scotland
Humber

+ This month sees sentiment remain heavily fragmented between London and the rest of the UK. Those in London are substantially more
positive than the rest of the country, although it is worth noting that this is far from consistent across London as a whole, with Outer London
seeing a score 15 points lower than that of those in Inner London this month (45 to 60).

« For therest of the UK, experiences have converged to a point in which a pessimistic outlook has become entrenched. Outside of London,
the West Midlands has the most positive score, albeit just 42, whilst we see five regions again score below 40. Of particular concern, these
are the same five regions that were below 40 last month, with each region experiencing a decline compared to September.

« Asimilar disparity between Inner London and the rest of the UK is seen when comparing expectations for savings. Whilst just 18% of the total
sample expect toincrease savings in the next few months, this rises to 40% amongst those living in Inner London.
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« This month sees the gap in optimism between men and

women close by four points, down from eight to just four, The Optimism Index by Gender
as men see a two point fall from 44 to 42, whilst women Scale 0-100. A score of 50 or more indicates higher levels of optimism
experience an increase of the same margin — up to 38.

= \\Qle Female

60

« Ascore of 421is now the lowest thatwe haveever
recorded for men, down a remarkable 12 pointsin
comparison to this time last year, and marking a 15 point 55
fall since the turn of the year (57 to 42). Other findings
this month indicate that this latest decline is associated
with a loss of frust. This month, net trust in politicians 50
amongst men fell to -50%, the lowest levelthat we have
seen since the beginning of 2020.

45

+ Alongside the continued decline amongst men, the 40
closing of the gap this month has also occurred as a 3% 38
result of a minor improv ementin outlook for women. 36
Further analysis indicates this upturn may be linked to a 35
greater sense of household confidence. Despite faling N R R
by 12%in the past two months, October saw women & 045" @O’q’ O{\g, QP'% " Q«Q’ O@’ 0{\” @” 0@(" g &
experience a 3% increase in net confidence in their O7 ¥ 7 ¥ ¥ N v Y o O

personal financial situation.

Chart labels are rounded to whole numbers, but The
Optimism Index is rounded to one decimal place
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Generation

* This month sees sentiment grow considerably more The Optimism Index by Generation
fragmented across generations, with both Gen Z and —Gen 7 (18-25) Gen Y (26-40)
Gen Y seeing an increased score, whilst older cohorts see —Gen X (41-56) Baby Boomers (57-73)

a downturn in outlook. = Silent Generation (74+)

65

» For older generations, the recent turmoil in UK markets
has been particularly damaging. With mortgage rates 60 \\/
rising sharply as a result of rapid inflation growth and the

collapsing v alue of the pound posing risks to the stability 99
of UK pension funds, homeowners and those nearing 50
pension age were far more exposed to the uncertainty
surrounding the UK economy in recent weeks. 45 \
*  Whilst personal finances are the primary concern for ov er V/\___\
40s, this month sees younger generations with fewer such 35
concerns. Despite the proportion who are worried about
paying for regular household expenses stagnating at a 30
topline lev el, we see a 7% and 8% fall in such concerns for NS R O O 1 LN VA N G L VN
Gen Zand Gen Y respectively. Oc’) %04 QQJO X00 <<®O @é \?Q @O\\ Sy N v\p %@Q Oo

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 consumer sentiment grow slightly
more fragmented across income bands, as those in The Optimism Index by Income
households earning more than £83k per yearrise by (annual, pre tax household income)
nine points from 48 to 57, whilst all other groups

N | 55 than £2 1k £21k-£41k o ATk - £62k £62k - £83k =mmmm N\ Ore than £83k
remain well below 50.

Amongst Economically Active

85
« These latest findings provide further evidence that the 80
cost of living crisis is causing a loss of the middle class. 75
There is essentially no difference in outlook between 70
households on less than £21k per yearand those on
£41k-£62k. 69
60
55
* With evenhouseholds earning £62k to £83k per year 50
experiencing a further decline in optimism this month -
(down tojust 45), the gap between this group and 45 KJOX\
the lowest earners now sits at just four points. This time 40 _—
last year, the gap in outlook between these two 35
roups was more than three fimes the magnitude (49 NN N D A A DO a N
Tgo 63). AN A N G G G R P G
OO %O Q@ XO <<® V}O Y\Q @O \\) S ?\\) c_)Q)Q OO

Chart labels are rounded to whole numbers, but The
Optimism Index is rounded to one decimal place
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Price-conscious behaviours grow more prominent amidst crisis

% Saying Very Much Like Me/Like Me - Getting the Cheapest Price when Shopping is Important

m Pre-2022 ®m Jan-Aug 22 m Sep-Oct 22
80%

70%

60% E
57% 59% 579 99% 59%
49% 49%

70%
60% 57% 55% A
51% 53% | g 5%
50% 46%
40% 38%
30%
20%
10%
0%

GenlZ GenY Gen X Baby Boomers Silent Generation Total

With consumer concerns relating to the cost of everyday spending continuing torise, new spending habits have begun to emerge — with a
greater emphasis on price-consciousness being particularly apparent. The proportion of consumers who consider getting the cheapest
price when shopping to be important has increased considerably throughout this year so far.

With just 52% feeling this way prior to 2022, this has risen to 59% across the past two months. However, this has not been consistent across
demographics. Whilst this year has seen a 7% increase at a topline level, this rises to 11% for both Gen Y and the Silent Generation, whilst
the same period has seen just a 4% increase for Gen X.

It is not only a focus on the cheapest price that has grown more prominent as a result of the crisis. Compared to 2020, thisyear has also
seen notable increases in the proportion who have recently started shopping around for groceries to find the best deals (24% to 32%) and
who actively look out for and collect loyalty points (19% to 23%). 0
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Recent Turmoil Drives Significant Fall in Political Deference

7 Net Trust in Politicians m Jon-Aug 22 Sep-Oct 22
0%
-10% | I i
0% | 5%
20% 3 19% i
-30% 26% | |
-40% | |
50% -44% -44% 45% -45% |
3 } -52%
-60% -56% ; !
-60% L -60% | -59%
-70% -63% -63% 3 ‘
-68% ‘ -70% |
-80%
Genl GenY Gen X Baby Boomers Silent Generation Intend to vote Intend to vote Total
Labour Conservative

+ Alongside the current crisis in regard to household finances, consumers are also being faced with unprecedented political turmoil —
spearheaded by a number of recent U-turns on key economic policies. Such events have, perhaps unsurprisingly, had a damaging
impact on the degree of political deference that consumers can afford.

+ Compared totherest of 2022, the last two months have seen net trust in politicians fall by 7% (-52 to -59%), although again it is worth
highlighting that this frend has been notably fragmented across demographics. The fall amongst Gen Z, for example, has been almost
three times the magnitude of the totalsample, with net trust falling by 18% from -26% to -44% during this period.

+ Atthe opposite end of the scale, older generations have seen no change at all, with net trust in politicians amongst both Baby Boomers
and the Silent Generation remaining at the same level for the last two months when compared to the rest of 2022. Those intending to vote
Conservativein the next election go one step further, with net trust actually rising by 4% for the past two months (-19% to -15%).



Ly ,u-'& r

Each month Trajectory survey] ov ]
including consumer confidence, perso

opportunities in technology, opfimism o 9 inh

Pt ¥

Lo P

This data is analysed and produces The " ]

here is a snapshot of the full data, which « on_b e US S
request —including fime-series analysis (from ZQH ,_‘ vards
comparisons. 33 e, -

Enquiries: info@trajectorypartnership.com
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