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SPark Getting to the truth of how the UK is feeling

motions

Spark Emotions is a global insight

agency with a

By combining the power of cutting-
edge research techniques, scientific
human behavioural understanding
and market expertise, we help our
clients grow and thrive. Our
pioneering approach to insight gives

you

allowing you to
serve up engaging and innovative
solutions.

in the UK to

understand how they are truly
feeling about the month ahead.
Using our unique Spark Emotional
Wheel, we will be able to

We will gain a broad read of how
the nation is feeling with a
particular focus on three or four of
the most important topics to your
customers.

Introduction

Part of the SMP Group spark



We are a team of consumer psychologists and industry
leaders that help you grow your business by
understanding the science behind human behaviour

Consumer Industry Business

psychology leaders growth

I I ]

| Understanding the science of behaviour |

About Spark Emotions 3 Part of the SMP Group Spal'k
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Mood of the



A new Prime Minister is announced in the UK as
speglti)km COP27 kicks off

We conducted a nationally representative survey of more than There were a number of events that would have
1000 people to get to the truth of how the nation is really feeling  impacted the mood of the nation.

during these turbulent times.
The UK fell silent on

20th October

UK Prime Minister Liz 1N b 8th November Remembrance Sunday as N

Truss announces her o Atotal of 20, 744 confirmed  King Charles led the nation in 20" November
resignation outside UK hou;e pr.lces‘fall casEEBBNIBNKEy Pox have honouring servicemen and The 2022 FIFA World
Number 10 Downing ﬂoSr the ﬂLSt U » been reported from 29 women who died in past Cup starts in Qatar
Street Mottl EU/EEA countries conflicts

25 October e 6t November 3 10t November 14 November
Rishi Sunak wins | % Extra UK bank holiday - -~ The highly-anticipated . Rishi Sunak did his
eSS tolbecome 1 =7 approved fo markthe John Lewis Christmas first foreign visit as
th? UK's new . coronation of Kfng . : advertwas released '« Prime Minister to the
Prime Minister Charles Il next year : highlighting children in COP27 climate
MG ~ _ care around the UK summit in Egypt

-
=

Mood of the nation 7 6 | et g Part of the SMP Group Spark

o



spark Experts at understanding emotion

emotions

We are experts on the brain We can quantify emotions

Our Spark Emotional Wheel allows us to plot the emotions of shoppers and
consumers by measuring 3 implicit levels within their minds:

Pleasure - How happy they feel
Excitement - How mentally stimulated (in a good or bad way) they feel

Control - How in control they feel

- System 1 & 2
Internal & external motivation %

B s:lience & attention

Emotion & reason

Implicit & explicit
Working memory

Actual vs. claimed

We get to actual, not claimed, behaviour, getting to the truth is critical

Experts at understanding emotion / Part of the SMP Group spark



UK adults are feeling happier and more excited this
speﬁogokns month compared to last

« Compared to this time last year, emotional scores have remained the same

*  We have seen an improvement in feelings of excitement and happiness this month compared to last. This is likely to be a result
of the upcoming festive period, however these scores are still quite low compared to other events we've experienced this year
such as the lead up to summer

Please indicate how you feel about your
whole world right now:

Ideal score 10
(Proud & Confident) N 9

6 54°754 7 X . 525554 55

5 4.4 o 4.6
4
= 3
. =
1
|
Joyful Happy Excited In control

B December 2020 (1001) B December 2021 (1090)
m November 2022 (1003) B December 2022 (1000)

This scale consists of a number of words that describe different feelings and emotions. Please indicate how you feel about
your whole world right now. Happy; Excited; In control (1 = not at all, 10 = very).

Mood of the nation 8 Part of the SMP Group Spal‘k




UK adults are feeling more positive this month

spar

emotions compared to last

Please describe how you feel about the upcoming month in one word or emotion (N:1000)

Hopeful Resigned
App rehenS ive C """"" i’ I:“Pess|m| istic D rea dAan:lpatlon
Joyful®Neutral (0] ®Boredusa r\éuesr;,VOAS An XI ety
A XIOUS VErage upeure
t Py Poor Concerned B Content
Chrls{:aas OITIe pressggmy ;:_: Curlous
.;a":.';.‘;“ sy P_yéxpelctant Rl ,,_ d . . h‘wy e
Ca”t'm‘s m'MExpenswe Bog oo of Good 47 A) vo - epresse 3 3 %
A ticipati IFesnve e! t &cage_d 20% Expectant c,.:am"y = H m & _ &e_ 'IE(r?r?gr 23%
En:::::: Amblvalent ndi erentf HectlcI gt N‘E_)etsmien Glad Greal@ptlmlStIC Uneasy
' Hopefulfz:: s
’"3'- tened |ndifferent i Frsiauns [ Trepidaton
d' 'e nging mmDread Nervous Content NC?uttraI
Okay Stressesored aegrg:;Ag ....... Jensyy rgma;r%regsful
Obptimisti Ngthln adness™
ptim Istic Ca| reg. Pessmisi’Apprehensive
Uncertain p py Uncertain
December 2021 November 2022 December 2022

Please describe how you feel about the upcoming month of December in one word or emotion

Response Analysis:

Positive
Neutral

Part of the SMP Group Spal'k
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spark Financial confidence has risen for the first time in 6
emotions months for UK adults, but remains low

* There has been a rise in UK adults with high financial confidence and a drop in those with low confidence
« UK adults may feel they have more control over their finances as they can start to organize budgets for Christmas and energy
prices are capped until April

50% —Low confidence High confidence

25% 22%
17%

)

© 0§ QYN Yy Yy HY >0% 40%

N c o 5 5 > ¢c 5 O 9 ¢ 8 c 9 5 5 > < 5 9 o g 2

g S L3923 °>2280z2z93L=<23>2802 3%

fal o o How can you help?

2020 2022 Although financial confidence has increased this

month, UK adults will still be looking for cost-saving
methods so continue to highlight deals/promotions

Mood of the nation 10 Part of the SMP Group spark



k Brands need to work hard to prove their value to
spar work! rov
emotions customers as 1 in 3 will be switching to save money

« Actively looking for promotions and decreasing usage are the most popular strategies for saving money so when UK adults

come to do their Christmas shop, price bundles and promotions will be high on the agenda

11%

won't do any
money-saving

59% strategies
(o)
L P4
(o)
39% 37%
32%
26% 25%
21%
15%
. How can you help?
Use messaging to
Looking for ~ Decreasing Buying less More cooking Reusing, Switching  Buying second Bulk buying Switching Attempting hiahli ;
. : ighlight your brand'’s
promotions usage (e.g., food, from scratch recycling, food or hand/ (e.g., food, supermarkets more DIY
(car, electricity, clothing) mending items drink brands preloved clothing, instead of value for money, USP and
heating etc) household) paying a quality to help maintain
professional
Which of these strategies for saving money are you likely to do in the month of December r? (multiple choice) customer loyalty
Mood of the nation 11 Part of the SMP Group spark



spark Gifting is the top purchase this month as Christmas is

emotions

on UK adults’ minds

What is one thing you will spend money on this month?

Children
Somahsmg 0ut|ngs

ravel

Insuranoe
Cgus

Theatre
School
tlng Wood Lottery

Mas

GH ealth/ Béﬁfﬁfﬁ g
AcoraHoliday=

Socialising
Birthdays

Entertainment
Children Going
Bills = | |e Car
Insurance | Myself

Electr nlcs. H ies HealthIBeautyM intenance
Gas

[nas

OOdsav@?m.w"f__ Phone AGr!ndc:h? O
ltems\3 | L Travel

Books

Tickets TObac i SpO S
Heatlng I n g

Engzg%HOﬁlse hold.=
PetsHolidays

\

’

% of each Generation who opted

for Gifts as most prominent

33%
Gen X

27%
Baby
boomers

24%

Millennials

Restaliféhts/Pubs Unsure
“*Unsure Takeaways /
November 2022 December 2022
(N:1003) (N:1000)
What is one thing you will spend money on in December? (Food and Bills are excluded)
Mood Ofthe nation 12 Part of the SMP Group Spal'k



spark Heading into Christmas, financial confidence in the
emotions YK has risen after 6 months of decline

UK adults are feeling happier and
more excited this month compared
to last.

Levels of anxiousness has fallen this
month compared to last and

UK adults with high financial
confidence has risen by 6%pp
from last month.
Nearly 1 in 3 UK adults are still
reporting having low financial

Gifting is the top purchase this
month, with Christmas
approaching.

With the increase in bills, UK
adults will continue to look for

compared to last December when confidence. promotions and decrease
uncertainty was high. usage to save money.
Mood Of the nation 13 Part of the SMP Group Spal'k
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W
spark Less than half of UK adults have started gift shopping

emotions

« This suggests that UK adults have other priorities such as paying bills on their mm@vd Christmas shopping is taking a back
seat for many

ki
> Have you started§fou Christmas shopping yet? (N: 1000)
1'1 ®
\
4 l - l ‘
I >
43% 57% 42% 13% 8%
Have n(cjat Have Have started Have started Have started
\ starte 4 started 2 \ buying gifts buying food buying decoratiory
. |
[ 4
How can you help?
° Price bundles and promotions will be high on the agenda to

/[

help to keep costs down for Christmas food shops, so

highlighting these offers to consumers is key

Have you already started your shopping for Christmas? (Multiple choice)

Christmas & New Year's Eve 16 Part of the SMP Group Spark



k Expected spend on food/drink this Christmas has
spar . .
emotions  increased this year compared to last

*  21% of UK adults are expecting to spend £250 and above this Christmas on food/drinks, this has increased from 15% last year -
likely due to perceptions of overall price increases rather than a conscious decision to spend more
* 1in4 of UK adults from ABC1 group expect to spend £250+, which is significantly more than those from C2DE

120% m£500+  m£250-500 £100-250 m£50-100 £0-50
100% 2%
. o,
25% o
. (o]
. ABC1
’ Expect to 15% of
240% . spend £250 C2DE
30% and above Expect to
. spend £250
20% and above

0%
2021 (1025) 2022 (1000)

Christmas & New Year's Eve 17 Part of the SMP Group Spal'k



speark Almost 1 in 5 UK adults say they will be using an air

motions  fryer to cook their Christmas dinner

» The majority of those celebrating Christmas will be cooking most of their Christmas dinner from scratch, so shoppers will be looking
for inspiration and recipe cards, especially for these new alternative methods of cooking e.g., air fryer- friendly recipes

Plans to prepare Christmas meal

4%

None of it from
scratch

In your household, how will you prepare and cook your Christmas dinner? (Multiple response)

(N: 902)

26%

|

Some of it from
scratch

wwd

How likely are you to cook your Christmas dinner from scratch?

70%
|

Most of it from
scratch

67%

Oven

000

("]

Appliances used to prepare Christmas meal

(N: 902)
49% 27%
Hob/ Stove Microwave
A [ 0

Using the Air fryer

Both
Millennials
& GenZ=
22% each

ﬁ
-

N\

Gen X =
17%
Baby

Boomers
=14%

Christmas & New Year's Eve

Part of the SMP Group Spark
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spark Almost 2 in 5 plan to spend less on Christmas gifts
motions  this year compared to 2021

« Many UK adults will be spending less on xmas gifts this year to help save money - highlight sustainability features on products and
packaging so shoppers feel as though their money is being well spent and prompt no and low wastage purchases

« Many UK adults find Christmas shopping stressful - help reduce this negative feeling by providing gift inspiration depending on the

receiver e.g., 'xmas gifts for mum’

Planned spending on gifts compared to 2021
(N: 902)

38%

Less

Do you plan on spending more, less or the same on gifts this Christmas compared to last year?
Describe how you feel about Christmas shopping in one word or an emotion

How do you feel about Christmas shopping?

L Exhausting c°ncem d
°f98"‘s°dExﬂaSustid > Un|nter2:t<|:; g Negatively
ambivalen . Aggravaﬂng nnoying
b i enS|VeE“l°yable Gg%cmd'Lg-Tl reso m Hopeful
mg'r ed Iou sWorrled

Tedlous Sad w_—;-yf"" Hate'm"’ﬂ?g
Love

eutal Chore nm-m' Hegagve Da%?:{mg ;M:; E:’:L"e' p-"QCDFSMINVWQBr}eead
ectic Unsur
Flne Chao& fJ"ve 5 —: BUMS' O] ¢ Eg‘ée a @ ‘ Bored
Indi erent Scared i (

rm

Online C"’ZV 9ood

Funi= Fﬁs“’“"“"“" £ St “Z;SZZ es:g A R
0n||nemg :.-." L rau-- Scared
expenscve == Hard Fum... Busy .Y & Chore
Relaxe d Great nxlous ervous ‘z’;’g:/ea"'z‘r’:‘; aneIfrn?l;" Terified P @ Igg:gsrseerg
grsf)ucs)g s oot B Coim En]oyab|e .Frustramg a—
Omamz;'rza;\gD re""”é;d F:.;F:«| e
nnoye o .
Nervous ANXiOUS
Overwhelming
Optimistic
December 2021
(N:1017) 10% December 2022 129
(<]
(N:902)

Christmas & New Year's Eve

Part of the SMP Group Spal'k



spar ark YK adults have similar feelings towards Christmas
emotions Shopping regardless of what’s going on around them

* Despite Covid and cost-of-living, UK adults’ feelings towards Christmas shopping has been relatively static, but retailers could do
more to help shoppers feel happier and more in control of the Christmas shopping experience this year

Ideal score ‘A Christmas shopping Please indicate how you feel about

(Proud & Confident) 2021: . . )
o Eager Christmas Shopping:

10.0
9.0
______ 8.0
7.0
. 59 6.1 6.0

Christmas shopping 6.0 5.5 5.5 54 50 5.1 5.1
2020: 5.0
Elated 4.0
3.0
Black Friday 2020: 20
Apathetic 1.0
0.0

How can you help?

To elicit emotional responses from
shoppers, show imagery and signage of m2020(1001) m2021(1025) 2022 (1000)
happy faces and Christmas occasions

Happy Excited In Control

This scale consists of a number of words that describe different feelings and
emotions. Please indicate how you feel when thinking about Christmas
shopping (1 = notatall, 10 = very)

Christmas & New Year's Eve 20 Part of the SMP Group 5pa|'|(




spark Price is the top consideration when buying
emotions  Christmas giftS

«  Over half of UK adults will have the receiver in mind when purchasing Christmas gifts so use messaging that reassures shoppers
that their receiver will love/enjoy/use their gift

When buying Christmas presents, what are the most important factors?

(N: 902)
/

/

=

a8

o [

-
| Y

On

72%

30% =

13%

@

Brand

58%
®

T

50%

Quality

Can buy online/
it can be
delivered

Usefulness
to receiver

How can you help?
Use emotive imagery of gifts in use to

prompt thoughtful purchases. E.g., Use
imagery of family game night next to board
games

53% chose price AND quality

When buying presents for Christmas this year, what are the most important factors you will consider? (multiple choice)

Christmas & New Year's Eve 21 part of the sup roup SPAIK



spar_k Mo§t UK adults WI". be doing the majority of their
emotions Chnstmas ShOp onllne

Where will you purchase Christmas presents from?
(N:902)

23% 25% 26% 15% 11%

< All Online Mostly Online Both Mostly In-store All In-store >

Those with low financial
confidence are more likely
to buy online (56%)
How can you help?

compared to those with
high confidence (45%) Online is perceived to have better offers than in-store so ensure social

media marketing highlights deals/offers instore leading up to Christmas

to drive store footfall

Where will you shop for the majority of your Christmas presents? (Sliding scale from all online to all in-store)

22 Part of the SMP Group Spark
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k Amazon is a clear winner for online Christmas
spar ; :
emotions  shopping and supermarkets are a convenient channel

Where will you purchase Christmas presents from?

71% 3 ]
Online | In-store
(N:740) (N:719)
11% 18% S
(¢) (o) Y o %
5% 5% 3% 29 | 10% 9% 5% 4% 39 39 39% 12
) T T - T - T - T - I!I T T T T T T T T T
Amazon Ebay Etsy Argos John Boots Tesco M&S Primark John Lewis Sainsbury's  TKMaxx Local Aldi Smyths Wilko
Lewis

of those gift shopping in-store will purchase
from supermarkets
v' Convenient
v Easy ‘one-stop-shop’
v' Considered to be value for money

Where will you shop for the majority of your Christmas presents? (open response)
Responses <1% are not shown

23 Part of the SMP Group Spal'k
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k Even with the current financial climate, sustainability
speﬂo!i'ons is important for most UK adults this Christmas

Although price is unsurprisingly the top consideration when purchase Christmas gifts, UK adults will still be looking for signs of
sustainability, especially younger generations so ensure sustainability messaging is obvious and transparent
« Sustainability has become more important to UK shoppers in 2022 compared to 2021

Importance of sustainability at Easter and Importance of sustainability this Christmas o.o%
Ch ristmas (asked in our previous MOTN Reports) (2022)

® Low Importance mMild Importance ®m High Importance ¥ Low Importance  mMild Importance  mHigh Importance

[
2022 W
Christmas 39% 42% omen YA 43% 40%
(468)
(902)
I‘I

2022 Easter
el 4% 33% 53% @ (’2{'382”) 21% 35% 44%
51% of GenZ
2021 Easter o said sustainability
(532) S0% — @ Il 19% 39% 42% of Christmas

items is very
important to them

o

How important is it that the items (gifts/decorations/food packaging etc) you buy for Christmas have been packaged sustainably?

Christmas & New Year's Eve 24
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1 in 2 UK adults will be staying in this NYE, so prompt
spark ; :
emotions  the home celebration occasion

* Younger generations are more likely to celebrate NYE and 1 in 10 Gen Zs will be hosting their own NYE party, so think about this
demographic when promoting party food/drink

What do you plan to do on New Year’s Eve? (N: 1000)

4 o/ )
937 Yy ——
[ 58% last year ] ohe ( \

A cl
J‘nﬂ

Going to Not Hosting a

\J Staying in Y, \friends/families ) \ Ccelebrating ) \_ celebration /

Those with Older generations Cem Z g he mest
children are more are more likely to likely generation to
likely to spend not celebrate NYE N = How can you help?
- NYEat (17%) compared to celebration (11%) Use secondary sitings
friends/families’ younger gens (8%) :
(22%) compared in-store to prompt NYE
to those without snack and alcohol
kids (15%) purchases during
What do you plan to do on New Year's Eve? Weekly food ShOpS

Note: ABC1 group = those categorized as middle class based on occupation and C2DE group = those categorized as working class based on their occupation

Christmas & New Year's Eve 25 Part of the SMP Group Spark




spark Christmas 2022 will see UK adults saving money
emotions  and budgeting where they can

Christmas

Shopping

UK adults are expecting to spend more on
food/drink for Christmas this year compared to
last, as inflation hits a 40 year high in the UK.
Almost 2 in 3 UK adults feel negatively towards
Christmas shopping, with a mix of stress and
worry as well as happy and excited.

Provide gift inspiration depending on
the receiver e.g., ‘xmas gifts for mum’

Christmas
Food

Christmas dinners will mostly be made from 1 in 2 UK adults will be staying in this NYE, so
scratch and almost 1 in 5 UK adults say they  prompt the home celebration occasion in store
will be using an air fryer when cooking to help  and younger generations are more likely to

save money. celebrate NYE.
Educate shoppers on ways to efficiently Emphasise the big nightin occasion this
cook their food over the Christmas December with imagery to encourage
period, this willalso help your'brand to shoppers to purchase snacks/drinks for
connect/relate to shoppers NYE at home

Christmas & New Year's Eve

26 Part of the SMP Group Spal'k
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emotions

spark Executive Summary

MOTN

* Ulgadults a?,feeling happier and more excited

this month Compared to last

e Financial confidence has risen for the first time

in @monthsfor UK adults

e But UK adults will still be looking for ways to
save money this month, especially by looking

for promotions and reducing usage
L/

4

4 Christmas

* UK adults are expécting to spend more on
food/drink for Christmas this year compared to
last, as inflation hits a 40 year high in the UK

* Christmas dinners will most be made from scratch
and almost 1 in 5 UK adults say they will be using
an air fryer when cooking to help save money

NYE

More people will be leaving their homes to
celebrate NYE this year compared to last

But still 1in 2 UK adults will be staying in this
NYE, so prompt the home celebration occasion
in store

Younger generations are more likely to
celebrate NYE compared to older generations

Summary

28

Part of the SMP Group Spal'k



spark Get more insights directly to your inbox

emotions

Join our mailing list:

- Every month, we send out our Mood of the
Nation for free, if you'd like to receive it directly spark
to your inbox sign up by clicking on the link
below

Real emotions. Real change

Mood of the Nation

Getting to the truth of how
UK consumers are really feeling
about the month ahead

December 2022

https://sparkemotions.com/join

a8 . g?&sm ESOMAR
- o u r- m a I I I n g - I Ist/ Company Pariner sparkemotions.com | hello@sparkemotions.com | +44(0)1543 255259 W

Join our mailing list 25 Part of the SMP Group Spal‘k


https://sparkemotions.com/join-our-mailing-list/

sn'gg'k Thank you for reading ’
. W)
- ‘

ught you the December edition of Mood of the Nation combined
I,p get to the truth of how the nation is feeling.

s
The team at Spark Emotions who bro

industry expertise with consumer psychology to he
=

Evie I-.Ia rris-Jenkins Courtney Trevett

Tara Moran

Research Executive s Research Executive

e: evie.harris-jenkins@sparkemotions.com

Research Manager
e: courtney.trevett@sparkemotions.com

e: tara.moran@sparkemotions.com

» -
ESOMAR Spark Emotions Ltd is an ESOMAR Company Partner B
All ESOMAR Company Partners and their employees adhere to the ESOMAR Code of Conduct
| member whilst undertaking research .

ﬁMRS Ewdence Spark Emotions Ltd is an MRS Company Partner. spa rk

‘2‘3 Matters™ All MRS Company Partners and their employees agree to adhere to the MRS Code of Conduct
T and MRS Company Partner Quality Commitment whilst undertaking research
oy heTgis] Y / < Real emotions. Real change
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emotions

What sets us apart

Business
growth

Consumer

Indust
psychology + 3

leaders

We understand buyers and, crucially, non buyers

©OE

Attract more
customersto
interact

macro
effects

Understand what

affects behaviour Improve the whole

journey and convert
more sales

Encourage more
shoppers to engage

spark

spark

%

At Spark Emotions we feel
passionate about using all data
sources available.

Whether we are looking to drive
new shoppers to store, encourage
shoppers to visit more often, or
spend more in store it is crucial to
go beyond the traditional basket
analysis and segmentation.

Understanding the behaviours,
emotions and purchase intent of
buyers, but crucially, non buyers ‘
(and those shopping with your
competitor or category |
alternatives) is where our expertise |
comes into play.

What sets us apart S

Part of the SMP Group Spal'k



