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UK Inflation
Monthly report

Consumer Prices

KO T%

The Consumer Price Index rose by 10.1%
in September year-on-year, up from a
9.9% rise the previous month

Food Prices

14.5%

Food and Non-alcoholic beverages
inflation rose by 14.5% in September,
year-on-year

Clothing Prices

8.5%

Clothing and Footwear inflation rose
by 8.5% in September, year-on-year
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CPIH Inflation

8.8%

The Consumer Price Index, including
owner occupiers’ housing costs, rose
by 8.8% in September, year-on-year

Producer Prices

15.9%0

The Producer Price Index for outputs
rose by 15.9% in September, year-on-
year
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Consumer Price Index Consumer Price Index including owner occupiers’ housing costs (CPIH) Retail Price Index and RPIX
The headline Consumer Price Index (CPI) rose by 10.1% YoY in The Consumer Price Index including owner occupiers’ housing costs (CPIH Inflation rates for the Retail Price Index (RPI) and RPI excluding
g P g ( )
September, up from the 9.9% rise last month. The core inflation rate inflation rate rose by 8.8% YoY in September, easing on the previous mortgage payments (RPIX) rose by 12.6% and 12.4% respectively in
(excl. food & energy prices) edged higher, rising by 6.5% YoY from month. The owner occupiers’ housing costs component accounts for around September, rising on the previous month.
6.3% last month. 17% of the CPIH — the main driver of differences in CPIH and CPI.
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+ The headline inflation rate rose back to 10.1% September, from 9.9% YoY last month, supported by * Pressures in the supply chain remain at historically high levels although eased again in September with input
surging food prices. This was slightly ahead of the 10.0% rise expected by economists. On a MoM (raw materials) price inflation falling back to 20.0% from 20.9% in August. Factory gate inflation (output prices),
basis, inflation rose by 0.5%. also fell back for the second consecutive month to 15.9% (16.4% last month). The recent easing in global oil
) ) ) ) o prices are contributing to the decline.
* Annual food inflation rose at its fastest rate in more than 40 years, rising for the fourteenth
consecutive month. Bread and Cerea|s, meat, m||k’ cheese and eggs recorded notable price rises. . FO”OWing a turbulent few weeks for the UK economy, economists eXpeCt inflation to peak next month when
Households are now facing the prospect of their average annual shop rising by an eyewatering £643 October’s energy price cap rise is realised in the numbers. Headline inflation is likely to remain above 10% for
as prices rise across the shopping basket (Kantar). Against this harsh backdrop, consumers are the remainder of the year.
increasingly on the search for discounts, with supermarkets own label lines growing in popularity. *  The outlook for 2023 is less certain following the government’s mini-budget and the subsequent reversal of
+ Restaurants and hotels also exerted upward pressure, driven entirely by accommodation services as many of the measures announced, notably, the decision to reduce the scope of the energy price relief, making it
the cost of hotel stays rose this year compared with a fall a year ago. more targeted from April 2023. It previously said the scheme would remain in place for two years. We wait for
o ) . ) further clarity on how this will be administered by the government, however, it's possible that many consumers
* Elsewhere, Transport made the largest downward contribution, driven by falling motor fuel prices. . . . L . . L ,
) ) i o ) may end up back on the standard Ofgem tariff which will have a significant impact on inflation in six-month’s
Petrol prices dipped 8.7 pence per litre (ppl) on average on the month, while diesel prices fell by 5.0 time
ppl. However, petrol prices rose for the first time in three months following the OPEC+ bloc’s recent
decision to cut daily oil production, which pushed up the price of oil. Air fares and second-hand cars + Before these reversals were announced, Bank of England chief Andrew Bailey, warned that the extra stimulus
also provided downward pressure. provided in the ill-fated mini-budget would add to inflationary pressure next year and thus interest rates would

need to rise higher than previously planned to bring inflation under control. Current forecasts suggest the Bank
could raise interest rates between 0.75-1.00mar percentage points when they meet next month. 2
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Food & Non-alcoholic Beverages

Food & Non-Alcoholic Beverages inflation surged by 14.5% in
September YoY, up from 13.1% last month — the sharpest rise since
April 1980. Upward pressure came from eight categories, notably,
bread and cereals, meat products, and milk, cheese and eggs.

Transport

Transport inflation rose by 10.6% YoY in September from 12.0% last
month. Changes in the price of motor fuels was the main driver with petrol
and diesel prices down 8.7 pence per litre (ppl) and 5.0 ppl respectively on
the previous month. Easing second-hand car prices also exerted downward
pressure. Air fares also provided some downward pressure.

Recreation & Culture

Recreation & Culture inflation edged lower to 5.2% YoY from 5.3% last
month. Upward pressure was exerted by the other recreational items
category driven my games, toys and hobbies and pet-related items.

70 - Recreation and Culture
20.0 - Food inflation
T t 601
160 - ranspor
15.0 4 5.0 A
14.0 4
g 12.0 g 401
£ 100 | : > 30 A
& - 10.0 1 o >
= o -~
- © -1
£ 50 - > 80 2 2.0
= //\\/\/’W\A CCD 9 = Lo
©
0.0 \'\/\.-\/L/u T T T T T T "N T T :\i ig : 0.0 T T T T T T T T T T T T T
’ -1.0 A
-5.0 - 0.0 w7 T T T T T T T T T T T
n ©W W N~ N 0 W O O O O «H «H o _ -2.0 -
N A S NN SR S B RS 2.0 n © VW ~ N 0 O O O O O «H 9 HdH N o
2 5 25 %595 %5 55 55 2 40 4 W= ) o oA g g § A
R R "o e enn2®9388 g R 8 $E£ 3288888888
o = e £ o, o £ o = o S 9 S0
Alcoholic beverages and tobacco Food and non-alcoholic beverages 2 g g g g § 2 g g g g § 2 g g .
Recreation and culture
Source: ONS Source: ONS Transport Source: ONS
Clothing & Footwear Housing, Water, Electricity, Gas & Other fuels Restaurants & Hotels

Annual inflation in the Clothing & Footwear category rose by 8.5%
YoY in September from 7.6% last month. Upward pressure came
from both clothing and footwear components.

Inflation in the Housing, Water, Electricity, Gas & Other Fuels category rose
by 20.2% in September from 20.0% last month. Upward pressure was
exerted by occupiers’ housing costs, private rents, and electricity, gas and

Inflation in the Restaurants & Hotels category rose by 9.7% YoY, from
8.7% last month. Upward pressure was exerted by the
Accommodation Services category, supported by an increase in the

other fuels. price of overnight hotel stays.
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Producer Prices

Factory gate (output) inflation eased further in September to 15.9% YoY,
from 16.4% last month with petroleum products providing downward
pressure. Input price inflation also dipped, falling to 20.0% YoY from
20.9% last month, as crude oil prices eased.
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Exchange Rates

Sterling’s trade weighted index fell by 6.3% YoY in September and 3.5%
MoM after a turbulent month in money markets. The index fell back
sharply following the mini-budget on 23 September. Persistent
weakness in sterling will lead to higher import prices, which would push
up headline inflation.
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Commodities

The commodity indices we measure continued to slow, driven by talk of
a global economic slowdown. The Thomson Reuters CRB Index rose by
15% YoY, compared to a 21% rise for the GSCI Commodities
benchmark.
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Baltic Dry Index
The Baltic Dry Index (indicative of shipping costs) ticked up in October,

rising by 20% on the previous month and currently averaging 1,875 (as of
19 October) as demand improved. Despite the recent uplift, the index has

fallen by c.60% YoY following the post-pandemic squeeze.
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UN-FAO Food Price Index

The FAO Food Price Index eased for the sixth consecutive month,
averaging 136.3 points in September, down 1.1% MoM, but up 5.5% YoY.
Declines in the Vegetable Oils (-6.6%), Sugar (-0.7%) and Dairy (-0.6%)
offset a rise in the Cereals (1.5%) category.
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Qil Prices

The average price of oil stood at $89 per barrel in October, down 6% on
the previous month, driven lower by fears of a global recession. Demand
is expect to fall back in the final months of the year. The IMF warned that
OPECH+ bloc’s recent move to lower supply would increase worldwide
energy security risks.
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Why Retail Economics

We're trusted. We're independent. We're an authority within the industry

We're trusted by world ..and we're frequently
class corporations... in the media
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See what some of our clients think -

See us in the media >
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About Retail Economics

Qur core reports

UK Retail Sales

Monthly: covers a range of retail sales indices
and category breakdowns including online
retail sales, food, clothing, footwear,
household goods, DIY, gardening, electricals &
more. More info >

UK Online Retail

Monthly: covers a range of online retail sales indices
and category breakdowns including online retail
sales, online growth rates by sector, online
penetration rates, forecasts and market size
estimates. More info >

UK Retail Inflation

Monthly: covers a range of retail inflation indices and
category breakdowns including food inflation, non-food
inflation, clothing and footwear, household goods, food,
DIY and gardening, consumer electricals, commodity
prices, exchange rates and more. More info >

UK Consumer*

Quarterly: analyses a range of UK consumer
spending indicators including housing market
data, consumer confidence, consumer credit,
household inflation, labour market statistics,
wage growth, retail sales & more. More info >

UK Retail Economic Briefing

Monthly: analyses a range of macroeconomic indicators
including GDP, consumer spending, inflation, labour
market, commodity prices, exchange rates, monetary
indicators, credit and lending market data, house prices,
mortgage data, retail sales & more. More info >

UK Retail Industry Outlook*

Quarterly: provides a forward-looking critical retail
analysis. Predictive forecasts and insightful narrative
draw upon our econometric models to help you
identify the key risks and future opportunities to drive
your strategic planning. More info >

Executive Report

Monthly: provides a succinct one-page summary
ideal for senior management and meeting notes;
concise need-to-know retail data for the month
which includes a mix of the major economic
indicators and retail metrics. More info >

Food & Grocery

Food & Grocery retail sales index

Bespoke sector specific economic analysis
Food online sales and penetration rates
Market share data

Food inflation analysis and more. More info >

Clothing & Footwear

Clothing & Footwear retail sales index

Bespoke sector specific economic analysis
Clothing online sales and penetration rates
Consumer trends for online shopping

Spend on clothing by region and more. More info >

Homewares

Homewares retail sales index

Bespoke sector specific economic analysis
Homewares region spending data

Analysis of key economic drivers such as house moves,
personal finances etc.

Weather data and more. More info >

Furniture & Flooring

Furniture & Flooring retail sales index

Bespoke sector specific economic analysis
Consumer trends for online shopping

Analysis of key economic drivers such as consumer
confidence, credit and lending

Regional footfall statistics and more. More info >

DIY & Gardening

DIY & Gardening retail sales index

Bespoke sector specific economic analysis

DIY & Gardening region spending data

Analysis of key economic drivers such as weather data,
‘improve not move’ trends

Executive summary and more. More info >

Electricals

Electricals retail sales index

Bespoke sector specific economic analysis
Consumer trends for online shopping

Analysis of key economic drivers such as disposable
income growth, product launches etc.

Electricals inflation and more. More info >

Health & Beauty

Health & Beauty retail sales index

Bespoke sector specific economic analysis

Health & Beauty shopper trends such as ‘lipstick effect’,
own-brand cosmetics etc.

Impact of digital and social media

Household spend by region and more. More info >

Our services
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Membership

Our membership service is a completely tailored, holistic, retail
intelligence package.

Thought Leadership Research

Be a thought leader and command authority within your field by
publishing hard-hitting thought leadership research with us.

CEO Presentations

Get the personal touch and interact face-to-face with the CEO
Retail Economics (City AM Analyst of the Year 2019 nominee).

Media, PR & Comms

Maximise impact and media traction for your projects and
campaigns using our extensive industry expertise and well-
established networks.

Data & Benchmarking

Using industry standard methodology and best practices, we
provide bespoke proprietary data and benchmarking services
allowing you to accurately measure and monitor performance

Economic modelling

Better understand how your key industry variables affect your
organisation: demography, socio-economic profiles, regional,
sector, policy, industry and skills etc.

Advisory & Business planning

Accelerate and grow your business with intelligent planning,
forecasting and risk management using our business advisory
service.

About

Retail Economics is an independent economics
research consultancy focusing exclusively on the
UK retail and consumer industry. Our subscription
service empowers you with a deeper
understanding of the key economic drivers
supporting the UK retail industry, providing a
competitive edge needed to make critical

business and investment decisions.

+44 (0)20 3633 3698

www.retaileconomics.co.uk

amy.yates@retaileconomics.co.uk

(@retaileconomics

BOUJ®Y

linkedin.com/company/retail-economics

Retail Economics
4th Floor

86-90 Paul Street
London

EC2A 4NE

Disclaimer: The articles and opinions contained in this publication do not necessarily reflect the views of Retail Economics. Whilst Retail Economics endeavours to ensure that the information in this publication is accurate and that the articles contain nothing prejudicial to the position or reputation of any party, Retail Economics
shall not be liable for any damages (including without limitation, damages for loss of business or loss of profits) arising in contract, tort or otherwise from this publication or any information contained in it, or from any action or decision as a result of reading this report. (C) Retail Economics (2022). The contents of this report and
those of all ancillary documents and preparatory materials are the sole property of Retail Economics and are not to be copied, modified, published, distributed or commercially exploited other than with the express permission of Retail Economics. All rights reserved.
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