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SPRING BOOST FOR EUROZONE CONSUMERS 

Berenberg Macro Flash 

Eurozone Consumer confidence, May 2014 
Actual:             -7.1 
Previous:          -8.6 
Consensus:      -8.3 
Berenberg:       -9.5 

 
Eurozone consumer confidence rose sharply again in May. That shows how resilient the Eurozone recovery has become, 

even though headline GDP growth rates disappointed in Q1 and geo-political risks like the Ukraine conflict dominate the 

headlines. With domestic demand rebounding, the Eurozone is a little less dependent on exports and thus the vagaries of 

global demand. At -7.1 in May, the EU Commission’s consumer confidence index has reached its highest level since Q3 

2007. It signals a stronger second quarter. The current recovery is now as strong as the post-ERM-crisis rebound in the mid-

90s. Only during the dotcom and pre-financial crisis bubbles did consumer confidence surpass current levels significantly. 

 

To some degree, the bounce in consumer confidence reflects a collective sigh of relief that the worst of the euro crisis and 

the toughest austerity is over. In addition, low inflation is boosting households’ purchasing power. This is why even crisis 

countries like Spain and Italy have reached confidence levels above their long-run averages (see chart), even though high 

unemployment and private deleveraging will weigh on consumption for a few more years. But in other countries, most 

notably Germany, consumer confidence is high because households are in very good financial shape and ready and able to 

spend. Rebounding consumption will increasingly support and stabilise the gradual economic recovery of the Eurozone. 

 

Chart: consumer confidence index compared to long-run average (April 2014) 

 
Source: EU Commission 
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Index MAY APR MAR FEB JAN Average 

Consumer Confidence -7.1 -8.6 -9.3 -12.7 -11.7 -13.2 
 
Average since 1990 
Source: European Commission 

 
 


