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   Kevin Jenkins, Managing Director UK &               
   Ireland at Visa Europe commented: 

“Despite concerns about Black Friday limiting growth in 
December, consumer spending rose solidly last month as 
retailers benefited from the traditional spending surges in 
the days just before and after Christmas. 
“Much of the stampede took place online though as shoppers 
took to mobiles, laptops and computers to buy Christmas 
presents. Evidence also suggests people were spending 
more online closer to Christmas, perhaps as a result of 
shorter delivery time and click & collect options. In contrast, 
high street spend remained broadly flat.
“Overall, December rounded off a very strong year for 
consumer spending, with average monthly growth of 2.3%, 
as a mix of rising wages, near-zero inflation and a retail 
price war put more money into consumer pockets. This is 
the second strongest performance since 2008, only slightly 
below 2014 when growth hit a post crisis high.”

   Annabel Fiddes, Economist at Markit said: 
“The Visa Europe UK Consumer Spending Index data for 
December pointed to a solid increase in expenditure, with 
spending volumes up +2.3% on an annual basis. This 
followed a relatively modest increase in November (+1.0% 
year-on-year), where a particularly strong November 2014 
weighed on annual growth. 
“Encouragingly, the majority of spending sectors enjoyed 
higher expenditure in December. However, spending was 
down slightly in the Clothing & Footwear category, perhaps 
due to the particularly mild December.
“Overall, the latest figure rounds off another solid year of 
consumer spending growth for 2015, where the average 
annual rate of growth of +2.3% was down only slightly from 
a post-crisis high +2.5% in 2014. Looking ahead, it’s likely 
that expenditure growth will be maintained, underpinned 
by a number of positive economic factors such as rising 
real wages, stagnant price trends and record-low interest 
rates.”

Visa Europe's UK Consumer Spending Index signalled a solid 
increase in expenditure during December. On an annual basis, 
spending rose +2.3%, up from +1.0% in November, and 
the strongest rate of growth since July. Higher expenditure 
was also noted on the quarterly spending measure, while a 
modest decline was seen month-on-month. 
Looking at 2015 as a whole, expenditure increased at an 
average annual rate of +2.3%, down only slightly from the 
equivalent figure for 2014 (+2.5%), where growth hit a post-
crisis high.
As has been the case for much of the past two years,  

e-commerce spending increased at a robust pace in 
December. Furthermore, it was the quickest rate of growth in 
six months (+7.4% year-on-year). In contrast, face-to-face 
spending was little-changed from December 2014 (-0.1% on 
the year).

Spending growth was led by higher expenditure in the Hotels, 
Restaurants & Bars (+8.1%), Household Goods (+4.9%) and 
Recreation & Culture (+4.8%) categories. Meanwhile, the 
Clothing & Footwear (-1.0%) and Transport & Communication 
(-1.2%) sectors both saw a slight fall in spending volumes 
during December.

 Headline findings:

Consumer spending increases solidly in December (+2.3% year-on-year), rounding off 2015 as the second 
strongest year since 2008

Sharp rise in e-commerce spending (+7.4%), but face-to-face spending is broadly flat (-0.1%)

Growth led by Hotels, Restaurants & Bars (+8.1%), Household Goods (+4.9%) and Recreation & Culture 
(+4.8%)






 

Visa Europe: UK Consumer Spending Index      Nov-15        Dec-15

Overall Spending Annual % Change (SA)                 +1.0%         +2.3%

Overall Spending Monthly % Change (SA)                +1.2%         -1.8%

Face-to-Face Spending Annual % Change (NSA)        -1.5%         -0.1%

E-commerce Spending Annual % Change (NSA)        +4.0%        +7.4%

Visa Europe: UK Consumer Spending Index
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The latest set of Visa Europe UK Consumer Spending Index 
data continued to point to robust growth of spending in e-
commerce channels, while face-to-face expenditure was 
broadly unchanged in December. 

On an annual basis, e-commerce spending was up +7.4% in  
in December, following a +4.0% increase in November.  
Moreover, December’s growth rate was the strongest 
seen since June. 

Meanwhile, expenditure through face-to-face categories 
was broadly unchanged (-0.1% year-on-year), after a 
modest reduction in November (-1.5%). Spending in this 
channel has been relatively lacklustre throughout the 
majority of 2015. 

E-commerce and Face-to-Face Spend

Spending by Sector

Visa Europe’s UK Consumer Spending Index monitors 
eight broad sectors. Summary data for annual growth 
rates in November and December 2015, which are not 
adjusted for seasonality and trading days, are provided in 
the table opposite.

Expenditure growth was registered in the majority of 
the eight broad spending categories at the end of 2015. 
Hotels, Restaurants & Bars noted the strongest rate 
of growth for the third month running. Recreation & 
Culture (which includes cinemas and theme parks) and 
Household Goods also saw solid increases in expenditure 
in December. Spending also rose in the Food, Beverages & 
Tobacco, Health & Education and Misc. Goods & Services 
(which includes hairdressing and jewellery) categories. 

Meanwhile, spending fell slightly in the Clothing & Footwear 
and Transport & Communication sectors in December. 
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Broad Sector Nov ‘15 Dec ‘15

 

Food, Beverages & Tobacco +0.9% +2.3%

Clothing & Footwear +3.8% -1.0%

Household Goods +1.5% +4.9%

Health & Education -3.2% +2.9%

Transport & Communication -5.8% -1.2%

Recreation & Culture +5.1% +4.8%

Hotels, Restaurants & Bars        +8.5% +8.1%

Misc. Goods & Services -2.3% +1.9% 

Annual Growth Rates By Sector* 

UK CSI: E-commerce vs Face-to-Face*

*data not adjusted for seasonality and trading days

Imogen Hawthorne, Paisley Immy Cakes, 
Birmingham: 
“As expected December was a 
manic month much like last year. We 
experienced an upsurge in the number 
of orders we received as well as a boost 
in order value as the month progressed. 
Our site and social media pages also 
experienced increased traffic towards 
the end of the year. We’re prepared 
for the busy period to roll into 2016 as 
we’ve already started to receive some 
January orders.”

Visa is tracking the sentiment of several small businesses across the UK on a monthly basis, asking about their views on the 
economy, business conditions and forecasts for the month ahead.

Quan Nguyen, Chi Café, London: 

“December is often a quieter month 
for us, especially nearer to Christmas, 
as office workers in the area start to 
leave for the holiday. Last month was 
no exception, sales dipped from the 
previous month, but were slightly higher 
than in December 2014. The year-on-
year improvement might have been 
down to the higher average spend per 
person we’ve seen in the last couple 
of months. We’re positive that total 
number of sales will pick up in January 
when people return to work after the 
holiday.”

Tony Bailey, Top Notch Hair & Beauty, 
Manchester:
“December’s figures were lower than 
expected due to wet weather keeping 
our clients off the high street. Business 
from our male customers remained 
fairly steady as they continued to come 
in for routine cuts, but women were 
more hesitant to schedule new styles 
and colours in the inclement weather. 
Those that did venture out of their 
homes treated themselves to more 
pampering as the average bill was up 
1.5%.”

What UK businesses are saying
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  Official Data Comparisons

UK CSI & Household Expenditure
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Annual percentage changes in Visa Europe’s UK Consumer 
Spending Index have an excellent relationship with a 
number of official data series, in particular Gross Domestic 
Product (GDP) from the Office for National Statistics 
(ONS).

Most recently, the Visa Europe UK Consumer Spending 
Index successfully tracked a slight softening in the rate of 
GDP growth in the third quarter of 2015.

December data pointed to a solid increase in consumer 
spending at the end of 2015 (+2.3% on the year), after 
relatively modest growth in November (+1.0%). That said, 
November’s figure was dampened by particularly strong 
growth in November 2014, which was the first year the 
UK embraced the US-style Black Friday sales. Underlying 
growth momentum also remains strong, with the three-
month-on-three-month growth rate posting at +0.6% in 
December, down only slightly from +0.7% in November. 

As a whole, the average annual rate of expenditure 
growth for 2015 (+2.3%) was only a touch down from 
the average for 2014 (+2.5%) and pointed to a sustained 
and strong recovery of UK consumer spending. Although 
the global economic outlook appears relatively uncertain 
as we start 2016, the UK economy looks set to maintain 
its steady path of recovery as consumers and businesses 
continue to benefit from record low interest rates and 
stagnant price trends. Moreover, unemployment remains 
at a multi-year low, while rising real wages also support 
higher expenditure. 

The Visa UK Consumer Spending Index uses card 
transaction data to provide a robust indicator of total 
consumer expenditure across all payment methods and 
is used by a range of stakeholders to gain insights into 
consumer spending, including HM Treasury. It is based 
on spending on all Visa debit, credit and prepaid cards 
which are used to make an average of over 2.3 billion 
transactions every quarter and account for £1 in £3 of all 
UK spending. Working with Markit, these card spending 
data figures are adjusted for a variety of factors such as 
card issuance, changing consumer preferences to pay by 
card rather than cash and inflation. These adjustments 
mean that these data are distinct from Visa Europe’s 
business performance and the Index reflects overall 
consumer spending, not just that on cards.

For further information, please contact: 

Mark Hooper, Visa Europe
Tel: 020 7297 1356
Email: hooperm@visa.com

David Chambers, H+K Strategies
Tel: 020 7413 3047
Email: david.chambers@hkstrategies.com

-15

-10

-5

0

5

10

15

Annual % Change

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Total V E I E xpenditure, Y ear-on-Y ear, S A  (LH S )
O N S  U K  G ross D om estic  P roduc t, Y ear-on-Y ear, S A  (R H S )

-10

-8

-6

-4

-2

0

2

4

6

8

10

12

Your text

Annual % Change

-15

-10

-5

0

5

10

15

Annual % Change

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Total V E I E xpenditure, Y ear-on-Y ear, S A  (LH S )
D G  E C F IN  C onsum er C onfidence, Y ear-on-Y ear, S A  (R H S )

-40

-30

-20

-10

0

10

Your text

Net Balance

UK CSI & Consumer Confidence

UK CSI & GDP

Sources for Charts: Visa Europe, ONS, European Commission
NSA: Non-Seasonally Adjusted, SA: Seasonally Adjusted
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  Notes and Further Information
Utilising Visa Europe’s unique position at the heart of the payments ecosystem 
– with £1 in every £3 spent in the UK on a Visa card – Visa’s UK Consumer 
Spending Index is designed to provide a monthly assessment of underlying 
consumer spend patterns in the UK economy. The Index is based on data 
for all Visa debit, credit and prepaid cards held by UK cardholders, with a 
number of adjustments made to ensure an accurate indication of consumer 
spending trends is provided. 

First, the data are cleaned to remove any spending on items that are not 
ordinarily be classified as consumer expenditure (such as spending on 
savings products or taxes). Moreover, refunds and cashback are also 
accounted for at this stage. Second, the data are deflated by changes in the 
number of active Visa cards in order to account for the expansion of Visa’s 
card operations, particularly on the debit side. Thirdly, an adjustment is made 
to offset changing consumer preferences for card usage. This is based on 
an assessment of the trends in cash withdrawals and point-of-sale (POS) 
transactions on Visa cards. Fourthly, to account for inflation, the data are 
deflated by changes in the consumer price index to provide an indicator of 
real changes in household spending. Finally, the headline data are seasonally 
and trading day adjusted. 

From September 2015, in addition to spending at domestic-based merchants 
in the UK, we also include spending at selected online companies operating 
outside of the UK that sell items such as clothing, holidays, books, etc. The 
addition is designed to ensure that we successfully capture changing trends 
in spending and confidence amongst UK consumers – primary aims of our 
research.  

The ‘Visa Europe: UK Consumer Spending Index’ spending by product 
categories consist of the following standard Classification of Individual 
Consumption According to Purpose (COICOP) groups: 

Product Category   COICOP Group

Food, Beverage & Tobacco  1, 2
Clothing & Footwear   3
Housing & Household Goods  4,5
Health & Education   6,10
Transport & Communication  7,8
Recreation & Culture   9
Hotels & Restaurants   11
Miscellaneous Goods & Services  12

 

 

 Visa Europe is a payments technology business  
  owned and operated by member banks and other  

                         payment service providers from 38 countries. 

Visa Europe is at the heart of the payments ecosystem providing the services 
and infrastructure to enable millions of European consumers, businesses and 
governments to make electronic payments. Its members are responsible for 
issuing cards, signing up retailers and deciding cardholder and retailer fees. 
Visa Europe is also the largest transaction processor in Europe, responsible 
for processing more than 18 billion transactions annually.

There are more than 500m Visa cards in Europe, while €1 in every €6 spent 
in Europe is on a Visa card. Total expenditure on Visa cards exceeds €2 
trillion annually, with €1.5 trillion spent at point-of-sale.

Visa Europe is an independent business with an exclusive, irrevocable and 
perpetual licence to use the Visa brand in Europe. Visa Europe works in 
partnership with Visa Inc. to enable global Visa payments in more than 200 
countries and territories.

For more information, visit www.visaeurope.com and @VisaEuropeNews

 
 Markit Economics is a specialist compiler of
 business surveys and economic indices, including 
 the Purchasing Managers’ IndexTM (PMITM) series, 
which is now available for over 30 countries and key regions including the 
Eurozone. The PMITM surveys have become the most closely watched 
business surveys in the world, favoured by central banks, financial 
markets and business decision makers for their ability to provide up-to-
date, accurate and often unique monthly indicators of economic trends.  

e-mail: economics@markit.com


