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The index ranges from 0 to 
200 points
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OverallCCIincreasedby 10.5% Q-o-Q to 85.1 in

Q1, 2022. The increase can be attributed to

positive consumer sentiments towards

performance of new government. However,

despite improvement, the index remains in the

pessimisticzone.

OverallCCIdecreasedby 6.9% Q-o-Q to 79.2 in

Q2, 2022. The decreasecan be attributed to

political instability paired with disastrousfloods

acrossthe countrywhichcausedsoaringinflation

rates. Therefore, the index remains in the

pessimisticzone.

OverallCCIdecreasedby 17.8%Q-o-Q to 65.1 in

Q3, 2022. The decreasecan be attributed to

political instability coupled with hike in

inflation in the country. Furthermore, the

restrictions on import by the Government

led to shut down of many industriesowing to

lack of raw material across the country.

Therefore, the index remains in the extremely

pessimisticzone.
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Overall,HouseholdSavingsdisplayeddeterioration in
sentiments(decreasedby 31.1%). FutureHousehold
Savingsare expected to be higher than Current
Situation.

Consumers remained extremely pessimistic
regarding Unemployment, Household
Savings, and EconomicSituation (NI = 36.6,
45.4 and50.5 respectively).

Consumers remained pessimism regarding
Future Financial and Economic Situation,
decreasingby 20.2% and 17.9% Q-o-Q in Q3,
2022respectively.

Consumerswere most concernedabout rising
Unemployment in the upcoming quarters, in
comparisonto all other future parameters(NI =
64.7).
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Current 65.9 45.4 31.1%

Future 85.6 75.7 11.5%
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In your opinion, in comparison to last 6-month, 
ǳƴŜƳǇƭƻȅƳŜƴǘ ƛƴ tŀƪƛǎǘŀƴ ƛǎ ΧΦΦΚ
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In your opinion, in next 6 months, unemployment in 
tŀƪƛǎǘŀƴ ǿƛƭƭ ōŜΧΦΚ

SentimentsregardingHouseholdSavingsnoted an extensivedecrease
therefore it remains

respondents
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90% of consumerssaid that daily essentials have become expensive/very expensive in last six 
months compared to 93% responsesin Q2 2022.
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Consumersunder30yearsof agearemostconcernedaboutrisingpricesof dailyessentialsin Q3, 2022

Respondentsacrossprovincesdisplayeda decreasein optimism,barringthosein PunjabandSindh
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Male respondents'sentimentsimprovedto NI = 23.0 in Q3 2022ascomparedto NI = 17.5 in Q2 2022, however,
Femalerespondentsindicated deterioratedsentiments.

Urbanconsumersaremuchmoreconcernedabout increasein pricesthan rural consumersin Q3 2022

38% of respondents 
22%in Q3 2022.
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