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Ipsos United Arab Emirates’ 
Primary Consumer Sentiment 
Index (PCSI), is a national 
survey of consumer attitudes on 
the current and future state of 
the local economy, personal 
financial situation, as well as 
confidence to make large 
investments and ability to save. 

Consumer sentiment is a key 
predictor of purchase trends in 
the market. Despite it being a 
lagging indicator, if consumer 
confidence is high, people will 
make more purchases and the 
economy will expand.

Businesses and Policy Makers 
can monitor changes in the 
index to factor the data in their 
decision-making processes. A 
wave-on-wave decreasing trend 
suggests consumers have a 
negative outlook on their ability 
to spend. Thus, manufacturers 
may expect consumers to avoid 
retail purchases, particularly 
items that require financing. 
Likewise, banks can anticipate a 
decrease in lending activity, 
mortgage applications, and 
credit card usage.

INTRODUCING THE PRIMARY 
CONSUMER SENTIMENT INDEX
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INTRODUCING THE PRIMARY CONSUMER SENTIMENT INDEX

Overall Primary 
Consumer 

Sentiment Index

PCSI Current 
Personal Financial 

Conditions 
PCSI Economic 

Expectations

PCSI
Investment

Climate 

PCSI
Employment 
Confidence

The PCSI result is driven by the aggregation 
of four, weighted, sub-Indices 
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OVERALL PRIMARY CONSUMER SENTIMENT INDEX

32 4 5

Compared to 6 months ago, 
are you NOW more or less 
comfortable making other 
household purchases?

Compared to 6 months ago, 
are you NOW more or less 
confident of your ability to 
invest in the future, including 
your ability to save money 
for your retirement or your 
children’s education?

Compared to 6 months ago, 
are you NOW more or less 
confident about job security 
for yourself, your family and 
other people you know 
personally?

Thinking of the last 6 
months, have you, someone 
in your family or someone 
else you know personally 
lost their job as a result of 
economic conditions?

Now look ahead at the next 
six months.  How likely is it 
that you, someone in your 
family or someone else you 
know personally will lose 
their job in the next six 
months as a result of 
economic conditions?

Rate the current state of the 
economy in your local area 
using a scale from 1 to 7, 
where 7 means a very 
strong economy today and 1 
means a very weak 
economy. 

Rate your current financial 
situation, using a scale from 
1 to 7, where 7 means your 
personal financial situation 
is very strong today and 1 
means it is very weak.

Looking ahead six months 
from now, do you expect the 
economy in your local area 
to be much stronger, 
somewhat stronger, about 
the same, somewhat 
weaker, or much weaker 
than it is now? 

Looking ahead six months 
from now, do you expect 
your personal financial 
situation to be much 
stronger, somewhat 
stronger, about the same, 
somewhat weaker, or much 
weaker than it is now?

Compared to 6 months ago, 
are you NOW more or less 
comfortable making a major 
purchase, like a home or 
car?

6 87 9 10
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PCSI SUMMARY

Right Direction /
Wrong Track 

Q. Generally speaking, would you 
say things in this country are 
heading in the right direction, or are 
they off on the wrong track?

Country Economic
Situation

Q: Rate the current state of the 
economy in your local area using a 
scale from 1 to 7, where 7 means a 
very strong economy today and 1 
means a very weak economy. 

Personal Financial
Situation

Q: Rate your current financial 
situation, using a scale from 1 to 7, 
where 7 means your personal 
financial situation is very strong 
today and 1 means it is very weak.

Top 5 Concerns 
for Consumers in The UAE

94%

6%

Right direction Wrong direction

65%

33%
2%

Strong (T2B) Weak (B2B)
Neither Strong Nor Weak

41%

53%
6%

Strong (T2B) Weak (B2B)
Neither Strong Nor Weak

42%

32%

30%

26%

19%

Inflation

Unemployment 
and jobs

Coronavirus 
(Covid-19)

Climate 
change

Poverty and 
social inequality

70.6
September 2022

71.6
Versus Previous Wave; August 2022
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PCSI SUMMARY

The PCSI result is driven by the aggregation of four, 
weighted, sub-Indices 

Overall Primary 
Consumer 

Sentiment Index

PCSI Current Personal 
Financial Conditions 

PCSI Economic 
Expectations

PCSI Investment
Climate 

PCSI Employment 
Confidence

77.1 73.1 =

77.2 = 53.9

70.6
September 2022

Decreased by 1 point vs, previous wave Increased by 1 point vs, previous wave= Less than 1 point difference vs. previous wave

70.6
September 2022

71.6
Versus Previous Wave; August 2022
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Q. Generally speaking, would you say things in this country are heading in the right 
direction, or are they off on the wrong track?
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UNITED ARAB EMIRATES: RIGHT DIRECTION/WRONG TRACK
GLOBAL COMPARISION
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94%
94%

73%
61%
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40%
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10%

5%
6%
6%

27%
39%

50%
58%
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90%

Saudi Arabia
China

United Arab Emirates
India

Australia
Mexico

Germany
Canada

Spain
Brazil

Sweden
Japan

USA
Belgium

South Korea
France
Turkey

Great Britain
Poland

Italy
Hungary

South Africa
Argentina

Right directionWrong direction

% change compared 
with previous month; 

August 2022

3%
1%
2%
1%
3%
7%
-1%
-3%
-1%
3%
0%
-6%
3%
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0%
-9%
6%
-9%
2%
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0%
8%
1%
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CURRENT STATE OF THE ECONOMY
GLOBAL COMPARISON
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OVERALL PCSI
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The PCSI Index is calculated by utilizing data from the survey results. 
Responses are divided into aggregated Top Box (Reward) numbers 
and Bottom Box (Penalty) numbers. Using Shapely Value Analysis, 
values were generated for the penalty and reward for each question. 
The magnitude of each question is the difference between the reward 
and penalty. An Importance factor, which the ultimate weight of the 
particular question in the index, is the magnitude of each question 
divided by the total magnitude of all questions. A Top Box Weight for 
each question is calculated by dividing the Reward by the magnitude 
of each question. Similarly, the Bottom Weight for each question is 
calculated by dividing the Penalty for each question by magnitude of 
the same.  The Index Value for each question is calculated by using 
the formula: Importance x (Top Box Wt * Top Box %) - (Bottom Box Wt
* Bottom box %). 

10 ‒

METHODOLOGY

Methodology: Self Administered Online Interviews
Sample Size: 500 Respondents
Age: 15 years old and above
Sample Criteria: General Public
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ABOUT IPSOS

Ipsos is the third largest market research company in the world, present in 
90 markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built unique 
multi-specialist capabilities that provide powerful insights into the actions, 
opinions and motivations of citizens, consumers, patients, customers or 
employees. Our 75 business solutions are based on primary data coming 
from our surveys, social media monitoring, and qualitative or 
observational techniques.

“Game Changers” – our tagline – summarises our ambition to help our 
5,000 clients to navigate more easily our deeply changing world.

Founded in France in 1975, Ipsos is listed on the Euronext Paris since 
July 1st, 1999. The company is part of the SBF 120 and the Mid-60 index 
and is eligible for the Deferred Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP
www.ipsos.com

GAME CHANGERS

In our world of rapid change, the need for reliable information
to make confident decisions has never been greater. 

At Ipsos we believe our clients need more than a data supplier, they 
need a partner who can produce accurate and relevant information and 
turn it into actionable truth.  

This is why our passionately curious experts not only provide the most 
precise measurement, but shape it to provide True Understanding of 
Society, Markets and People. 

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity, speed and  
substance to everything we do.  

So that our clients can act faster, smarter and bolder. 
Ultimately, success comes down to a simple truth:  
You act better when you are sure.



For more information, please contact: 
Saad Masri
Research Director– Ipsos UAE
saad.masri@ipsos.com


