
MACRO  NEWS                                    2 6 / 0 3 / 1 5  
 

Rob Wood, UK Economist | Rob.Wood@berenberg.com | +44 20 3207 7822 

 

1/2    

UK: UK: UK: UK: CHEAPER CHEAPER CHEAPER CHEAPER PETROL. ENOUGH SAID.PETROL. ENOUGH SAID.PETROL. ENOUGH SAID.PETROL. ENOUGH SAID.    

Berenberg Macro Flash 

 
FebruaryFebruaryFebruaryFebruary    Retail sales volumes 

ex fuel, mom 

    

Retail sales volumes, 

yoy 

 

ActualActualActualActual    0.7%0.7%0.7%0.7%    0.7%0.7%0.7%0.7%    

Previous -0.3% 0.1%% 

Consensus 0.3% 0.4% 

Berenberg 0.7% 0.6% 

 

UK retail sales volumes are booming.UK retail sales volumes are booming.UK retail sales volumes are booming.UK retail sales volumes are booming. Sales beat consensus expectations in February by rising 0.7% mom and 

5.7% yoy, compared to consensus of 0.4% and 4.7% respectively. A sizeable uprevision to the January data (of 0.4%) 

explains why the year-on-year rate beat expectations so markedly. Given those strong first two months of the 

quarter, Q1 as a whole should see another strong reading. If volumes hold steady in March, they would rise 1.1% 

qoq. The ever reliable British consumer is keeping the economic recovery on track to accelerate in Q1. We look for 

growth of 0.7%qoq followed by 0.9% qoq in Q2. 

 

Explaining this is not rocket science.Explaining this is not rocket science.Explaining this is not rocket science.Explaining this is not rocket science. Cheaper petrol, food and import prices are cutting shop prices fast, leav-

ing consumers with a little more money to spare after buying essentials. And UK consumers being the shoppers 

they are tend to spend that extra disposable income rather than worrying about the mythical deflation beast. 

Spending on petrol fell 6.1% yoy in February as consumers benefitted from cheaper oil prices, while the value of 

food sales declined 0.6% yoy as prices fell. Non-food sales values, in contrast, rose 5.4% yoy (non-food sales vol-

umes rose 6.9%yoy). 

 

This is not just a shortThis is not just a shortThis is not just a shortThis is not just a short----term sugar rush.term sugar rush.term sugar rush.term sugar rush. Falling prices for essentials along with cheaper money are juicing up 

the consumer recovery in the short-term for sure, and some of that boost will pass in time. But consumer confi-

dence has been running at high levels since early last year, before oil prices tanked. In other words, the underly-

ing picture is good too. Consumers do not seem concerned about deleveraging anymore, which has freed up 

room to spend and is one reason consumer credit flows are strong. Households have cut debt back to its 2004 

level relative to the size of the economy. Equally important is the momentum the economy has now built up. Rap-

id employment gains have boosted disposable income despite still weak wage gains, which are anyway improving 

gradually now the labour market has tightened. In short, the UK is step-by-step leaving the calamity of the finan-

cial crisis behind and returning gradually back to some degree of normality. We look for GDP to expand 3.0% in 

2015 and 3.0% in 2016. 

 

 

mom change FEBFEBFEBFEB    JANJANJANJAN    DECDECDECDEC    NOVNOVNOVNOV    OCTOCTOCTOCT    SEPSEPSEPSEP    

Retail Sales 0.7% 0.1% 0.1% 1.6% 1.2% -0.4% 

Retail Sales ex Auto 

and Fuel 

0.7% -0.3% -0.2% 1.7% 1.2% -0.4% 

 

Source: UK Office for National Statistics 
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This message has been produced for information purposes for institutional investors or market professionals, it is 

not a financial analysis within the meaning of § 34b or § 31 of the German Securities Trading Act (Wertpapierhan-

delsgesetz), no investment advice or recommendation to buy financial instruments. The message does not claim 

completeness regarding the information on the developments referred to in it. On no account should it be regard-

ed as a substitute for the recipient’s procuring information for himself or exercising his own judgements. The 

message may include certain descriptions, statements, estimates, and conclusions underlining potential devel-

opment based on assumptions, which may turn out to be incorrect. Berenberg and/or its employees accept no 

liability whatsoever for any direct or consequential loss or damages of any kind arising out of the use of this 

message or any part of its content. -- For full economics reports please visit our website or con-

tact capitalmarkets@berenberg.de.  
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