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Key Points:

Consumers’ inflation concerns increase,
confidence decreases

The Conference Board Consumer Confidence Index decreased slightly in
November to 109.5, below expectations and largely due to ongoing inflation
concerns.1 These slight declines hit both the present situation and future
expectations components of the index.2 The future expectations component
decreased 1.4 points to 87.6, remaining well below the present situation
component, which decreased 3 points to 142.5.
Consumers’ current impressions of the labor market and business conditions
show a disconnect with future expectations. The differentials—percentage of
consumers who view the category positively minus those who see it as
negative—are headed in opposite directions.
The present labor market conditions differential improved to an all-time high of
+46.9, while future labor market assessment moved slightly less positive in
November. Consumers have a negative impression of current business
conditions but were more positive in November regarding future business
conditions. This disconnect exemplifies the volatility and uncertainty consumers
see in the present and immediate future.
1 The

Conference Board Consumer Confidence Index, released November 30, 2021.
Conference Board, Consumer Confidence Index, Present Situation Index and Expectations
Index, released November 30, 2021.
2 The
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The Consumer Confidence
Index decreased 2.1
points in November, with
slight declines in both the
Present Situation and
Future Expectations
components of the index.
Inflation concerns
increased markedly, with
12-month expectations up
to 7.6 percent.
The Omicron variant did
not impact initial
November numbers,
according to our analysis,
but could influence
revisions and December
confidence.

Slight declines in present
and future confidence
measures continue the
downward trend

Present situation declines but continues to lead the overall confidence index
(Consumer Confidence Index – Present Situation Index and Expectations Index*)
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*Survey interviews conducted through November 19, 2021

Consumer confidence in future business conditions increases
(Business conditions – next six months, percent of consumers surveyed)

Increase in positive views of future
business conditions provides a
moderately positive differential.
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Sources: Visa Business and Economic Insights; Conference Board, Consumer Confidence Index, released November 30, 2021.

Consumers’ current assessment of the labor market declined as inflation concerns continued to impact
confidence. Twelve-month expectations for inflation increased to 7.6 percent in November, up from 7.1 percent
in October, already a 13-year-high. As a result, consumers have scaled back their plans for durable-goods
purchases, such as cars, homes and major appliances.
Consumers’ current assessment of the labor market strengthened—with 46.9 percent more consumers seeing
jobs as “plentiful” relative to those who saw them as “hard to get.” However, their expectations for future
conditions weakened, with only 3.2 percent more consumers speculating there will be more jobs in the coming
six months than those who believe there will be fewer. This differential narrowed from 5.7 percent more in
October. The positive effect from labor market assessment was likely partially offset by inflation concerns.
The differential between consumers who viewed present business conditions as “good” versus “bad” weakened
further in November, with fewer consumers viewing them as “good” relative to a higher percentage of
consumers who viewed business conditions as “bad,” moving the differential to -12 percent (from October’s 7.4 percent). Conversely, future business conditions improved slightly to a positive differential of 3.4 percent,
with an increase in the percentage of consumers expecting business conditions to improve.
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Omicron variant: “consumers don’t know what they don’t know”
Concern about the Omicron variant did not affect the November confidence numbers, as surveys for the initial readings
ended on November 19, prior to its identification on November 25. It remains to be seen the extent to which Omicron will
affect consumers’ impressions of the economy, the labor market, confidence overall and, in turn, their spending behaviors.
The impact will depend on continued health and safety concerns, which could curtail holiday travel and/or the
reemergence of public activities like eating in restaurants or in-store shopping. On the other hand, “pandemic fatigue”
may provide momentum for consumers to engage in activity that they limited in the face of past variants. Initial consumer
polling, conducted by Morning Consult on November 29-30, indicates that a substantial portion of consumers believe that
public concern is commensurate with the perceived threat.3 As more information about the variant is discovered, the
potential impact to consumer confidence will become clearer.
With the potential reemergence of COVID-related threats comes the increased importance of online shopping for holiday
spending. December holiday shopping may, therefore, look different compared to pre-Omicron holiday shopping. A
majority of consumers had indicated in past months that they were comfortable shopping in physical stores. As such, instore holiday shopping had come back into prominence. Should Omicron give consumers a reason to stay indoors again,
December shopping may more closely resemble 2020—with the online channel once again becoming predominant.
According to consumer survey data from CivicScience, free shipping was cited as the most important or deciding factor for
more than 40 percent of consumers’ choices for online shopping venues. Twenty percent indicated that using a trusted
website was most important.4 While the pandemic may have spurred additional online shopping, and pandemic-learned
behaviors may be affecting consumers’ shopping decisions, preferences and the level of importance for certain online
shopping factors remain relatively consistent with pre-pandemic factors.

Plurality of consumers believe the public is
“properly” concerned about the Omicron variant
(Survey: What is your assessment of the level of public

Free shipping leads as most important decision factor
for online shopping choice

(Survey: Which of the following is the MOST important to you
when shopping online this holiday season?)

concern over the Omicron variant of the coronavirus?)

Don't know/No opinion
13%

Free Shipping

Too
much
23%

41%

Trusted Website

20%

In-store/curbside pickup
Easy return process

Not
enough
24%

Free returns
Expedited shipping option
None of the above

Right amount
40%

9%
6%
5%
3%
16%

Sources: Visa Business and Economic Insights; Morning Consult; CivicScience
3Morning Consult, “Strong Majority of Adults Back Variety of Public Health Measures in Light of Omicron Variant, Including Travel Restrictions,”
November 30, 2021; https://morningconsult.com/2021/11/30/covid-omicron-variant-polling-data/; 4CivicScience, “Free “Shipping Tops the Holiday List,”
November 29, 2021; https://civicscience.com/free-shipping-tops-the-holiday-shopping-list/

3 | ©2021 Visa. All Rights Reserved.

Visa Public

Accessibility Notes
Figure 1: Line chart for the Consumer Confidence Indices, with the first line for the Present Situation Index
ranging from 155.0 in January 2018 to a high of 176.0 in January and August 2019, a low of 68.4 in May 2020 and
the latest reading of 142.5 in November 2021. The second line for the Future Expectations Index ranges from
104.0 in Jan-18 to a high of 115.0 in Oct-18, a low of 77.0 in Mar-20, and the latest reading of 87.6 in Nov-21.
Figure 2: Line chart for the Consumer Confidence Indices of future business conditions for the coming six
months, with the first line showing the percentage of consumers who believe business condition will get better,
ranging from 22% in January 2018 to a low of 16% in January 2019, a high of 43% in May 2020, and the latest
reading of 24% in November 2021. The second line shows those who believe conditions will get worse, ranging
from 10% in Jan-18 to a low of 7% in Oct-18, a high of 26% in Apr-20, and the latest reading of 21% in Nov-21.
Figure 3: Pie chart shows the percentage of consumers who believe the level of public concern over the Omicron
variant is “too much” (23%), “the right amount” (40%), “not enough” (24%), or “don’t know/no opinion” (13%)
Figure 4: Chart shows consumers’ most important decision in choosing where to shop online this holiday season.
41 percent cite free shipping, 20 percent cite a trusted website, 9 percent state in-store or curbside pickup, 6
percent cite an easy return process, 5 percent cite free returns, and 3 percent cite an option for expedited
shipping. 16 percent cite none of the above.
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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
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.
For more information, please contact us at VisaEconomicInsights@visa.com or visa.com/EconomicInsights.
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