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METHODOLOGY

APPROACH

Computer Assisted Telephonic Interviews (CATI)

SAMPLE

N=1000+

Fromall 4 provinces of Pakistan, ICT, GB & AJK
Post-stratification survey weights for
provinces, gender and SECs applied to align
survey data with population distributions

TIMELINE

Data collection done from
17th to 215t Nov 2025

This study had NO external sponsors or partners. It was initiated and run by
Ipsos with the intention to share our understanding about the world we live
in and how citizens around the globe think & feel about their world.
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Key Takeout

The results of the Ipsos Q4 2025 Consumer Confidence Index Survey reveal a complex picture of Pakistani
economic sentiment, with both bright spots and persistent concerns. Inflation has re-emerged as a
significant issue for the populace, contributing to a cautious approach to major purchases—comfort in
making such purchases has dwindled to a mere 5%. However, there is a silver lining in the form of an
unprecedented rise in personal financial optimism, notably led by the youth, suggesting potential for
economic resilience and growth.

Despite this positivity, the optimism that surged post the Pakistan-India conflict seems unsustainable as
overall confidence has plateaued. This duality reflects a confused consumer market where optimism
coexists with hesitation, likely stemming from mixed messages from authorities and media. While the
government continues to communicate significant achievements, more pessimistic narratives are seen in
media discussions. This highlights the need for coherent communication. Aligning national discourse with
the true economic picture is necessary to ensure unified public sentiment. Streamlining and balancing this
narrative could help establish a foundation for sustained economic optimism and growth.

Abdul Sattar Babar

Founding CEO & MD,
Ipsos in Pakistan
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LT AT 1 H ~ 3 in 10 Pakistanis believe the country is on the right track,
with optimism higher among men, upper class, rural residents, and in Punjab.

Generally speaking, would you say things in this country are heading in the right direction, or are they off on
the wrong track? Tum @z ot S Lale b oy )l (e s Capd DY § OLSLLS (o JUs & QT &S Sy 4

Those who said Pakistan is moving in the right
direction.

Overall

Male
Female

SECA
SECB
SECC
SECD
SECE

Urban
Rural

= Right direction
= Wrong direction

Sindh
Punjab
KPK

Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025 Baluchistan
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After reaching an all-time high in Q2 following the Pak-India conflict, the perception that

the country is headed in the right direction has returned to pre-conflict levels, which was
still higher than previous years.

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

98%

82% 89%
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=@=Right direction ==@=\Nrong direction
Base:1000+ CATI Pakistani adults 18+, 17- 21 Nov 2025
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Inflation continues to be the foremost concern for Pakistanis, with
a 6% resurgence inits significance from the previous quarter indicating that people are
once again feeling the strain.

In 04 Change since
m According to you, which of the following is the Most & Other worrying issue in Pakistan? 2025 032025
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Base:1000+ CATI Pakistani adults 18+, 17- 21 Nov 2025
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S BRI AL A Only 18% Pakistanis believe the country's

economic condition is strong, with confidence higher among men,
youth and the affluent.

Rate the current state of the economy in Pakistan. Using a scale from 1to 7, where 7 means a very strong )
economy today and 1 means a very weak economy. |

T o o o 22e (S Sl S7 o1 Gln Wl (8 8 (S 1S e 2 )b S ) s (ol (S She O S il

Those who say current economic
state is strong

Overall

Male
Female

B strong SECA
SECB

SECC
B weak SECD
SECE

18-25 years
26-30 years
31-40 years
41-50 years
51-65 years

Base:1000+ CATI Pakistani adults 18+, 17- 21 Nov 2025
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MR ELE A XS E B The perception of a strong economy has slightly increased
from the last quarter, but remains low compared to the post-conflict surge and is only at

pre-conflict levels, which were still higher than previous years.

Rate the current state of the economy in Pakistan. Using a scale from1to 7, where 7 means a very strong economy today and 1 means a very weak economy.

76%

0% 60%

59%

36%

29%

2M\

16%\‘§/ 18%

3% 12% 16%

9% 8%
6% 6% 5% 5% 5% 5% 4o 5%
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=8==35trong Neither Strong nor Weak ==@=\\eak

Base:1000+ CATI Pakistani adults 18+, 17- 21 Nov 2025
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SCIEEN LR EEEER ~1in 10 Pakistanis feel comfortable with
household purchases, with comfort higher among men, urban &

KPK residents.

Compared to 1year ago, are you now more or less comfortable making other household purchases?

$ 8 iy

Those who say they are more comfortable
in making other household purchases

Overall

Male
Female

. More comfortable
Urban

Rural

. Less comfortable

Sindh
Punjab
KPK
Baluchistan

Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025
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O e gt e e e TP ) o BT o EEEEH Only 1in 10 Pakistanis feel comfortable making

household purchases, a figure that has declined since May 2025, but remains better than
last year's level.

n Compared to 1year ago, are you now more or less comfortable making other household purchases?
¢ W e b o W85 Gl LS sl A (S el (S Jlaniad 3G gL se8ale ) Sl JS a2l Gae e S Ly Jlo ) i8R S il

98% 99% o 0
96% 96% 949

94% 939, 95% 96%

93%

19% 19%
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=@=More Comfortable =@=| css Comfortable

Base:1000+ CATI Pakistani adults 18+, 17- 21 Nov 2025
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e ER T T ) 'A~1in 3 Pakistanis expect the economy to strengthen over
the next six months, with optimism highest among youth, women, rural residents, and
upper & middle-income groups. Sindh is the most pessimistic province in this regard.

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

eéﬁyﬁﬂd&)ygﬁméékéLTJU\J}Jéa\.«ﬁc&iuﬂ.ﬁd\,};éyiﬁscﬁtﬁ&ﬂw:ﬁé\%ywajhécuﬁoﬁ‘
Those who expect economy to get
stronger in 6 months

Overall 32%
Male 29%
Female 34%

Urban
Rural

29%
33%

SECA 32%
SECB 4%
SECC 35%
SECD 30%
SECE 0%
PSindB !a
unja B 33%
_IQPK 31%
B Stronger Baluchistan 37%
18-25
25-30 6%
Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025 31-40 30%
_ 41-50 27%
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Optimism about the country’s economic outlook has been steadily improving

since last year. What was overwhelmingly negative in Aug24 is now balanced, with opinions evenly divided
between weaker, stronger, and staying the same.

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?

1S5 o dai g (pllae S Do Sl s Selegp o2l e dud Sl S 8l g g0 g e 2 b S oo g o0

70%
77
747
7073 .
04 %

61%
56%  °/%

57%
51%

50% 51%

10%
7%
5%
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Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025
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SN EINELEREEIRITE))H Around 2 in b Pakistanis now expect their personal financial
conditions to improve in the next six months, with optimism highest among Pakistani
Youth, women, and the upper & middle classes.

n TS5 oS Jysme hlan (3l § ST 0o & ole g 0aiST (o S & T oS 8l 4y 3 5 dzrgs e 2 0L S ole g oisT
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? Those who expect economy to get

stronger in 6 months

Overall 41%

Male 40%

Female 43%
SECA 50%
SECB 44%
SECC 40%
SECD 45%

SECE 37%
Sindh
Punjab
KPK

39%
40%
42%

Baluchistan 45%
B stronger B weaker 18-25 years 55%
26-30 years 46%
31-40 years 42%
Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025 41-50 years 26%

51-65 years 35%
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R EENEIRGENEEINT GilnEiilhas reached an all-time high for the second consecutive quarter, reversing
the long-standing trend of negative sentiment exceeding positive.

n 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 isnow? i . - - - . -
TS S Jlhygme (hlae (3l § QT 0h9d & olo gz 00T no Jbs & QT S Sl 40 5 gy Azrgew ume 20 & olo g 048]
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g 29%

3%

23%  22%

9%
7%

=@-Strong Neither Strong Nor Weak  =@=\Neak

Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025
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Wi R RV 8 remains low, with 16% confident to invest in future.

Compared to 1 year ago, are you NOW more or less confident to invest in the future, including your ability to save money for your retirement or your children’s education?

olad S Gsmr o ool b sy S it il Ol e ae o AS G o Laie ) 00l 5 L oS 0SS s g Gl o S 21 e Ll S Lyl Sl 33 oS il
f s Gualla (S ooy Al S Glal AN So ey il

96%

91% 92% ggo, 3% 92% 30%

89%
85%

89%

86% 86% % ano
829% 85% 84%

26%

B More Confident M Less Confident

=@==More Confident e=@=| css Confident
Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025
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O g EL G AN I d Ji - EEEEhas fallen sharply to just 5%.

Compared to 1 year ago, are you NOW more or less comfortable making a major purchase, like a home or car?
oW S el o Wl by i e 5 o 58 5k (63K caluila JUa U S 5 jla A 65 S8 A Sl Kl e e S Ly Jlo SOl 3K S iy
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Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025
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o bl T =N RO L) s BST=TI TR 4TH About 2 in 10 Pakistanis feel secure in
theirjobs, with confidence highest among youth, middle-to upper-
middle income groups, men, and residents of Punjab and KPK

n Compared know personally?

Glae g3 Sl s ol Gla Lol d) S 1 568 il b ) ol IS 20 e i S Ly Jla SO i8R S iy
fop daiel ol L oS K3 s (0 S Hsha oo gene e s S ) (B S e s b8 il Jla

Those who are confident about job
security.

Overall

Male
Female

Sindh
unja
KPK

Baluchistan

SEC A
SECB
SEC C
SECD
SECE

18-25 years
26-30 years
31-40 years

41-50 years
Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025 51-65 years

B More Confident M Less Confident
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O il L R Rl S f137Ahas risen to 22 %, marking its highest level since we began
tracking Consumer Confidence, with the exception of the 30% recorded during the

optimism surge following the Pakistan-India conflict.

o, () ) 95%
92%  92% g5,  92% 88%

82%
78%

30%

18% o, 1% 18% 15%
4% 12% %% 14%
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Base:1000+ CATI Pakistani adults 18+, 17 - 21 Nov 2025
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IPSOS GLOBAL CONSUMER CONFIDENCE INDEX (GCCI*)
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JOB INDEX

GCCI NATIONAL INDEX: Reflects respondents' perception of current local economy,
future local economy, current financial situation, future financial situation, major
purchase comfort, household purchase comfort, job security, investment confidence,
job loss experience and job loss expectation within their country.
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GCCI EXPECTATION INDEX: Reflects respondents’

attitude regarding the future local economy, future

financial situation and job loss expectation within
their country.

GCCI CURRENT INDEX:
Reflects respondents' perception of current
economic climate, ability to make household

purchases, job security, and investment confidence
within the country.

GCCI INVESTMENT INDEX: Reflects respondents'
perception of current financial situation, future
financial situation, major purchase comfort,
household purchase confidence within the country.

Job
security, job loss experience, and job less
expectation




Overall, Pakistan's Global Consumer Confidence Index has risen by 0.6 points since
03 2025, indicating a modest improvement in overall consumer sentiment.

Change since
Qtr.2 2025

GLOBAL AVERAGE

CURRENT

INDEX 19.4 19.9
EXPECTATIONS

INDEX 47.5 47.4
INVESTMENT 0.7 21.0

INDEX
JOBS INDEX 48.1 48.9



While Pakistan sees a slight increase from last quarter, it has again fallen to the
bottom among comparison countries. Meanwhile, India continues its decline, which
began in May 2025.

GLOBAL CONSUMER CONFIDENCE INDEX (GCCI)
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THANK YOU

For more details and queries please
reach out at:
Info.pakistan@ipsos.com
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