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“The November lockdown of England will bring the already
fragile economic recovery to a sharp halt. The Office of

Budget Responsibility expects the UK’s economic output to
fall by 11.3% over the course of the year, before growing by

5.5% in 2021, and finally recovering to pre-COVID levels
by the end of 2022.”

– Rich Shepherd, Associate Director - Financial
Services

This report looks at the following areas:

Consumers’ financial wellbeing continues to defy the pandemic, however. People are more likely to feel
worse off than better off compared to last year, but not enough to cause a real harm for most
households. The furlough scheme has played a huge role in this, and its success has driven down
expectations for unemployment. However, significant challenges remain in the months ahead,
compounded by the end of the Brexit transition period at the end of the year.
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Confidence reached a post-COVID high in November
Figure 12: The financial confidence index, January 2015-November 2020

The vast majority expect to be fine over the next year
Figure 13: "And how do you feel about your financial situation over the next year or so?", November 2020

Higher earners are more confident, but lower earners should still be fine
Figure 14: Financial confidence, by annual household income, November 2020
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Planned financial activity remains low heading into the Christmas period
Figure 15: The financial activity index, January 2015-November 2020
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Household products continue to enjoy an uplift in spending focus
Figure 17: Changes in expected spending habits over the next month, 10-19 November 2020

Most are still uncomfortable with going to leisure venues
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