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UK: CONSUMERS LIKE A BARGAIN 

Berenberg Macro Flash 

 
November Retail sales volumes, 

mom 

 

Retail sales volumes, 

yoy 

 

Actual 1.6% 6.4% 

Previous 1.0% 4.6% 

Consensus 0.4% 4.4% 

Berenberg 0.2% 4.2% 

 

Funnily enough, consumers like price cuts. Retail sales beat consensus expectations, rising 1.6% mom in November 

after a 1.0% rise the previous month with the year-on-year growth rate the highest in a decade. Before we talk of boom 

times, remember the figures were flattered by Black Friday which fell in December retail sales last year but was included in 

November this year. Retail sales rose 2.7% mom in December 2013 but fell back 1.9% in January, in part as people rushed 

to the shops to buy Black Friday deals. So November’s spectacular annual growth rate will slow markedly in December. 

 

Still, there is plenty to be cheery about. Price cuts chivvying people into the shops were not just black Friday related. 

Consumers are showing some real underlying momentum and cheaper petrol should keep retailers tills ringing beyond 

Christmas, putting the fizz back in the recovery next year. Store prices fell 2.0% yoy in November, with petrol making the 

largest contribution while food prices also fell the most in over a decade, declining 1.0%yoy. Excluding petrol, sales volumes 

have risen 2.7% over the past two months, as consumers are buoyed by cheaper petrol and food prices while clothing sales 

bounced back after the unusually warm weather a couple of months ago.  

 

If not now, when? The oil price rout is like a big tax cut for consumers, and UK consumers tend to spend extra income. 

They also evidently like deals in the shops. It is extremely unlikely that oil will induce a deflationary mindset among consum-

ers, meaning they decide to delay buying a television because filling up the car got cheaper. Those downside risks from fall-

ing oil prices are overplayed. In our view, now is the time to be optimistic about the UK. A tax cut funded by Russia and 

Middle East and falling mortgage rates should combine in a powerful cocktail that boosts UK growth next year. 

 

 

mom change NOV OCT SEP AUG JUL JUN 

Retail Sales 1.6% 1.0% -0.3% 0.3% 0.1% 0.2% 

Retail Sales ex Auto and 

Fuel 
1.7% 1.0% -0.2% 0.3% 0.5% -0.2% 

 
Source: UK Office for National Statistics 
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