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Confidence improves as Delta cases decline

The Conference Board Consumer Confidence Index' increased 4 points in
October to 113.8, partially rebounding from the nearly 20 point decline over the
prior three months. Waning concerns over the Delta variant as case counts
declined impacted both consumers’ assessment of the present situation and
their future expectations.? The future expectations component increased 4.6
points to 91.3, remaining well below the present situation component, which
also increased to 147.4.

A smooth school year for students may help to avoid a reversal of this positive
trend. Consumer impressions of the job market also remain positive, as do
income expectations—albeit in a slightly more narrow range than in past
months. Inflation remains a concern among consumers. It did not seem to

impact October confidence, but may return as a key issue in the coming months.

Vacation intentions improved. Pent up demand for travel is still top of mind with
consumers, as nearly half are planning on vacation travel within the next six
months.

"The Conference Board Consumer Confidence Index, released October 26, 2021.
2The Conference Board, Consumer Confidence Index, Present Situation Index and Expectations
Index, released October 26, 2021.
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Key Points:

Consumer confidence
numbers increased 4
points in October,
partially making up the
nearly 20-point loss
over the prior three
months.

Consumers continue to
see employment
opportunities as
positive.

Inflation expectations
didn’t seem to impact
October numbers but
may affect confidence
moving forward.



Trend reversal shows
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Fig. 2: Consumer confidence in future business conditions remains steady
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Sources: Visa Business and Economic Insights; Conference Board, Consumer Confidence Index, released October 26, 2021.

Consumers’ assessment of the present economic situation improved over last month'’s slight dip and could
continue to increase with the positive trends of waning Delta variant hospitalizations. Supply chain snags that
continue to affect the economy impacted consumers’ assessment as inflation expectations hit a 13-year high,
with more than 7 percent of consumers expecting inflation to increase over the coming 12 months. Consumers’
labor market assessment strengthened, with 45 percent more consumers seeing jobs as “plentiful” than those
who see them as “"hard to get.” The 10.6 percent level of consumers saying jobs are hard to get is within 0.1
percentage points of a COVID-era low.

Present business conditions weakened slightly. Fewer consumers see present business conditions as “good"—
18.6 percent compared to 19.1 percent in September. Combined with a slightly lower reading among
consumers who see business conditions as “bad,” the differential between the two remained relatively stable.
Additionally, future business conditions wavered somewhat, with higher growth in the percentage of
consumers expecting business conditions to worsen. The differential stayed positive, but dropped to just over 3
percentage points, down from 4 points in September.
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Inflation concerns loom over consumer spending

The October increase in consumer confidence seemed to be squarely linked to the reduction in Delta variant
cases and hospitalizations. Inflation awareness increased, however, with 12-month inflation expectations
among consumers now at 7 percent, a 13-year high, and up from 6.5 percent in September. While this did not
impact the October numbers, consumers are taking note, and this may further influence confidence moving
forward, particularly as inflation moves from “transitory” to “longer term” in consumers’ minds.

The economic reasons for price increases are myriad, both on the supply side with supply chain interruptions
making fewer goods available, and on the demand side with consumer purchases being more acutely focused
on those goods.

Consumers' level of concern about the economy is impacting their major purchase decisions. Recent consumer
survey data from CivicScience shows that 69 percent of consumers who are very concerned about the
economy indicate it is a “bad time” to make a purchase such as a car or major home improvements. This drops
to 9 percent among those who show little to no concern about economic conditions.

More importantly, consumers and in particular female consumers are noticing price increases in many non-
discretionary spending categories—purchases that more closely impact their day-to-day lives. Among these,
four of the top five are specific to grocery purchases. A much higher percentage of consumers recognizes
these price increases more than other price increases in discretionary categories such as apparel (28 percent),
travel (26 percent), or home décor (17 percent). With this recognition of inflation in their everyday spend
categories, consumers may be set to lower their confidence in the coming months.

Fig. 3: Concern over the economy affects consumer Fig. 4: Inflation concerns prevalent for non-
willingness to make major purchases (Survey: Given discretionary purchases (Survey: Have you noticed
the current state of the economy, is now a good time  price increases in any of the following?)
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Sources: Visa Business and Economic Insights; CivicScience, Price Increases Drive Negative Sentiment,” October 25, 2021;
https://civicscience.com/price-increases-drive-negative-sentiment-around-making-major-purchases-right-now/; Prosper
Analytics October 2021
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Accessibility Notes

Fig. 1 — Two line charts comparing the present situation and future expectation components of the Consumer
Confidence Index. Confidence in the present ranged from 155.0 in Jan-18 to a high of 176 in Jan-19, a low of 68.4 in
May-20, and as of Oct-21 was at 147.4. Confidence in the future has ranged from 104.0 in Jan-18 to a high of 115 in
Oct-18, a low of 77 in Mar-20, and as of Oct-21 was at 91.3.

Fig. 2: Two line charts comparing the percentage of consumers who believe business conditions will improve or
worsen in the next six months. Those who believed conditions would improve ranged from 22% in Jan-18 to a low
of 16% in Jan-19, a high of 43% in May-20, and the latest reading of 24% in Oct-21. Those who believed conditions
would worsen ranged from 10% in Jan-18 to a low of 7% in Oct-18 and Feb-20, a high of 26% in Apr-20, and the
latest reading of 21% in Oct-21.

Fig. 3 — Chart compares the percentage of consumers who believe it is a good time, about average time, or bad
time to make a major purchase such as an auto or home remodel. This is broken down by consumers who are very
concerned, somewhat concerned, or not at all concerned about the economy. Among those who believe it is a
good time to make a major purchase, 28% are very concerned about the economy, 39% are somewhat concerned,
and 33% are not concerned at all about the economy. Among those who believe it is about average a time to make
a major purchase, 47% are very concerned, 34% are somewhat concerned, and 19% are not concerned at all.
Among those who believe it is a bad time to make a major purchase, 69% are very concerned, 22% of somewhat
concerned, and 9% are not concerned at all about the economy.

Fig. 4: The percentage of all consumers, men and women who have noticed price increases in the following items:
Meat/fish: 60% of all consumers, 55% of men, and 65% of women; Produce: 54% of all consumers, 49% of men, and
59% of women; Dining out: 48% of all consumers, 46% of men, and 50 % of women; Packaged goods: 47% of all
consumers, 42% of men, and 52% of women; Frozen foods: 47% of all consumers, 42% of men, and 52% of women.
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Disclaimer

This report contains forward-looking statements within the meaning of the U.S. Private Securities Litigation Reform Act of
1995. These statements are generally identified by words such as “outlook,” “forecast,” “projected,” “could,” “expects,”
"will" and other similar expressions. Examples of such forward-looking statements include, but are not limited to,
statements we make about Visa's business, economic outlooks, population expansion and analyses. All statements other
than statements of historical fact could be forward-looking statements, which speak only as of the date they are made, are
not guarantees of future performance and are subject to certain risks, uncertainties and other factors, many of which are
beyond our control and are difficult to predict. We describe risks and uncertainties that could cause actual results to differ
materially from those expressed in, or implied by, any of these forward-looking statements in our filings with the SEC.
Except as required by law, we do not intend to update or revise any forward-looking statements as a result of new
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information, future events or otherwise.

Studies, survey results, research, recommendations, opportunity assessments, claims, etc. (the ‘Statements’) should be
considered directional only. The Statements should not be relied upon for marketing, legal, regulatory or other advice. The
Statements should be independently evaluated in light of your specific business needs and any applicable laws and
regulations. Visa is not responsible for your use of the Statements, including errors of any kind, or any assumptions or
conclusions you might draw from their use.
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