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Inflation is.impacting consumer sentiment and holds the Eﬁ,SDE&IE'?LS

potential to dampen spending plans in Q4. October 2002

As pandemic worries recede in North America and Europe, citizens create headspace for a wider range of
concerns
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Citizens globally are experiencing more financial setbacks compared to this time last year

FINANCIAL SETBACKS EXPERIENCED: ONE YEAR TREND
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For some, the current economic climate will have long-term implications

“We definitely don’t have enough
in our retirement accounts. At this
rate we definitely won't have
enough to refire.”

- Vanessa, US
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The environment in which consumers are shopping impacts overall morale and sentiment

CONSUMER SENTIMENT
TOP-2 BOX AGREEMENT

RISK TO YOU PERSONALLY RISK TO YOU RISK TO YOUR COUNTRY
PERSONALLY/YOUR FAMILY
m High Inflation Risk m High COVID-19 Risk ‘ m Ukraine Poses High Risk
= Moderate Inflation Risk ®m Morderate COVID-19 Risk Ukraine Poses Morderate Risk
Low/No Inflation Risk Low/No COVID-19 Risk Ukraine Poses Low/No Risk
68%
66%577 57% 867427 59% 160%
° ° 54% 53% 51% 53% 48
45% 46% 41% °A3%,
o
Isz% I
| feel powerless I am feeling | feel powerless | am feeling | feel powerless | am feeling
when it comes to stressed when it comes to stressed when it comes to stressed
solving the big solving the big solving the big
problems facing problems facing problems facing
the world the world the world

Consumers expect to cut back on their spending throughout Q4 and into the holidays

7 4 ; o 6 8 ; o Women are more likely to
have less money for holiday

gifts, and report needing to

| feel like | need to cut | expect to have less money to cut back on their spending

back on my spending spend on end-of-year holiday
gifts and celebrations this year more than men.

Travel is expected to rebound in 2023 even as consumers head cautiously into Q4

BOOKING A LEISURE TRIP/TRAVEL FOR NEXT YEAR
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