
HIGHLIGHTS

The Byblos Bank/AUB Consumer Confidence Index recorded a monthly av-
erage of 34.9 in the second half of 2014, up by 4.6% from the first half of the
year, and constituting the index's sixth lowest level on a semi-annual basis.  

The Byblos Bank/AUB Consumer Confidence Index posted a monthly av-
erage of 32.2 in the third quarter of 2014, down by 9.8% from the second
quarter of the year. The Parliament's failure to elect a President, security
breaches, the public policy stalemate and spillovers from the conflict in Syria
negatively affected sentiment in the third quarter.

The Byblos Bank/AUB Consumer Confidence Index reached 37.6 in the
fourth quarter of 2014 and rose by 17% from the preceding three months.
The improvement in security conditions, the reduction in telecom tariffs, the
domestic impact of the decline in global oil prices and the launch of a food
safety campaign supported sentiment in the fourth quarter of the year.

The results of the fourth quarter of 2014 are the Byblos Bank/AUB Consumer
Confidence Index's highest outcome since the fourth quarter of 2011, but
constitute the 12th lowest results since the index's inception.   

The Byblos Bank/AUB Present Situation and Expectations indices posted
their sixth lowest semi-annual readings in the second half of 2014 since the
index's inception.

The near-term expectations of households were lower than their views of
their current conditions during the second half of 2014. 

The negative gap between the Expectations Index and the Present Situation
Index widened significantly in the third quarter, but narrowed in the fourth
quarter of 2014.

In December 2014, nearly 95% of surveyed consumers did not have plans to
buy a car in the coming six months. 

Modest Improvement in Consumer Confidence 
in Second Half of 2014 from near Record-Low Level

CONSUMER CONFIDENCE IN LEBANON
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I - Analysis of Results
A - ANALYSIS ON A CALENDAR BASIS

The level of consumer confidence in Lebanon remained at low levels during the
third and fourth quarters of 2014, as reflected by the results of the Byblos
Bank/AUB Consumer Confidence Index. The Index reached 34.1 in the July 2014
survey, up by 2.5% from 33.3 in June 2014. It then decreased by 5.4% to 32.3 in
August and by another 6.6% to 30.1 in September 2014. The index improved in
the fourth quarter of 2014, as it registered 31 in the October 2014 survey and in-
creased by 2.8% from the previous month. It then jumped by 47% to 45.5 in No-
vember, reaching its highest level since August 2012, but regressed by 20.2% to
36.3 in December 2014. The confidence level of Lebanese consumers improved
in the last two months of 2014, as the improvement in the security situation, the
substantial pass-through of the drop in global oil prices and the reduction in tele-
com tariffs, as well as the start of a food safety campaign, put a floor to the dete-
rioration in sentiment.

Overall, the second-half results of the Byblos Bank/AUB Consumer Confidence
Index improved from the first half of 2014, but the index remained at very low
levels, given the prevailing uncertainties and the ensuing anxiety of Lebanese
households. The Index posted an average monthly value of 34.9 during the sec-
ond half of 2014, constituting an increase of 4.6% from the first half of the year,
and reached its highest level since the second half of 2011. But the second-half
results constituted the index's sixth-lowest level on a semi-annual basis, and the
results remained consistent with the ongoing trend of low consumer sentiment
in the country that has prevailed since the first quarter of 2012.
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The Byblos Bank/AUB Consumer Confidence Index averaged 32.2 in the third
quarter of 2014, its eighth-lowest reading in 30 quarters. It also averaged 37.6
in the fourth quarter of 2014, the 12th-lowest quarterly result since the start of
the index's calculation. The average score of the second half of 2014 declined
substantially from the period of high confidence, as it decreased by 64.2% from
the peak of 97.5 registered in the first half of 2009.

On an annual basis, the results of 2014 show that consumer sentiment recov-
ered during the year from a record-low level in 2013. Indeed, the Byblos
Bank/AUB Consumer Confidence Index posted a monthly average of 34.1 in
2014, an increase of 17.6% from an average of 29 in 2013. Still, the level of con-
sumer sentiment in 2014 reflected a decline of 64.7% from the index’s peak of
96.7 in 2009, given the prevailing sense of instability, uncertainty and caution
among Lebanese consumers.  
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B -TIMELINE ANALYSIS

The results of the third and fourth quarters of 2014 upheld the trend in con-
sumer confidence that started in January 2012. We have identified four distinct
periods in the history of the Byblos Bank/AUB Consumer Confidence Index:
a period of Great Uncertainties, one of Relative Stability, a Return of Uncer-
tainties phase, and a fourth of Deepening Uncertainties. The first period started
in July 2007 and ended in April 2008, with the index averaging 60.1 during this
timeframe. It was a “high risk” period dominated by political and security un-
certainties. The second period extended from May 2008 to June 2010 and was
characterized by a significantly higher level of confidence, as the index aver-
aged 94 during the 26-month span. This timeframe was a “low risk” period
that saw several positive political events that helped revive consumer confi-
dence. The third period, which stretched from July 2010 to December 2011,
saw the return of uncertainties and an increase in political risks, as the Index
averaged 54.2 during the 18-month period. The fourth period started in January
2012, with the index averaging 31.3 during the 30 months ending in June 2014.
It was a “very high risk” period where political and institutional paralysis in-
creased, while security conditions deteriorated, which helped worsen con-
sumer sentiment. The results of the third and fourth quarters of 2014 extended
and confirmed the Deepening Uncertainties period as the index averaged 31.9
over the January 2012-December 2014 period, constituting the lowest level of
consumer confidence over the four periods.
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The period of deepening
uncertainties extended into

the second half of 2014

Second Half 2014

Q3 2014 Q4 2014
Jul-14 Aug-14 Sep-14 Oct-14 Nov-14 Dec-14

CCI* 34.1 32.3 30.1 31.0 45.5 36.3
Month-on-month change (%) 2.5% -5.4% -6.6% 2.8% 47% -20.2%
Year-on-year change (%) 14.6% -8.7% 37.1% 6.7% 68.4% 27.2%
PSI** 35.2 35.9 33.2 32.4 46.8 36.9
Month-on-month change (%) -6.2% 1.8% -7.6% -2.3% 44.6% -21.2%
Year-on-year change (%) 35.8% -4.1% 62.1% 4.4% 45.2% 17.7%
EI*** 33.4 29.9 28.1 30.1 44.7 35.9
Month-on-month change (%) 9.6% -10.4% -5.9% 6.9% 48.6% -19.5% 
Year-on-year change (%) 3.2% -12% 22.2% 8.4% 89.6% 34.6%

* CCI: Byblos Bank/AUB Consumer Confidence Index
** PSI: Byblos Bank/AUB Present Situation Index
*** EI: Byblos Bank/AUB Expectations Index
Source: Byblos Research, based on surveys conducted by Statistics Lebanon

Results of the Byblos Bank/AUB Consumer Confidence Index, 
the Byblos Bank/AUB Present Situation Index 
and the Byblos Bank/AUB Expectations Index



C -   ANALYSIS OF PRESENT SITUATION & EXPECTATIONS
INDICES

The Byblos Bank/AUB Present Situation Index and the Byblos Bank/AUB Ex-
pectations Index moved in different directions in two out of three months of
the third quarter of 2014. As such, the Present Situation Index decreased by
6.2% in July, increased by 1.8% in August and declined by 7.6% in September
2014; while the Expectations Index improved by 9.6% in July, regressed by
10.4% in August and decreased by 5.9% in September. In contrast, the two in-
dices moved in the same direction during two out of three months in the fourth
quarter of 2014. The Present Situation Index decreased by 2.3% in October,
jumped by 44.6% in November and declined by 21.2% in December; while the
Expectations Index improved by 6.9% in October, rose by 48.6% in November
and fell by 19.5% in December 2014. The Present Situation Index regressed by
8% in the third quarter but improved by 11.4% in the fourth quarter of 2014,
while the Expectations Index declined by 11.2% in the third quarter of 2014 but
grew by 21.1% in the last three months of the year. Still, the Byblos Bank/AUB
Present Situation and Expectations indices posted their sixth-lowest semi-an-
nual readings each during the second half of 2014. Also, the Present Situation
and Expectations indices averaged 34.7 and 30.5, respectively, in the third quar-
ter of 2014, constituting their ninth- and fifth-lowest quarterly readings, respec-
tively, in 30 quarters. Further, the Present Situation and Expectations indices
posted averages of 38.7 and 36.9 in the fourth quarter of the year, constituting
their 13th- and 12th-lowest quarterly readings, respectively, since the start of
the index's calculation. Generally, Lebanese consumers are more optimistic
about future conditions over the near term than they are about their current
situation. Indeed, there were only 10 out of 30 quarters between July 2007 and
December 2014 when Lebanese consumers were more, or equally, pessimistic
about the future than they were about present circumstances. But consumers
were more pessimistic about the future than about present conditions in the
third and fourth quarters of 2014. This trend demonstrates consumers' still un-
certain outlook and raises alarms over the depth of their concerns.
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D - GENERAL TRENDS

Consumer confidence in Lebanon improved in relative terms during the sec-
ond half of 2014, as a pick up in the fourth quarter of the year offset the retreat
of the third quarter. But, sentiment remained very sensitive to political and se-
curity developments during the covered period, in line with trends since the
Index's inception in July 2007. The domestic political status-quo, the relative
deterioration in security conditions, the presidential vacuum and paralyzed
decision-making process within public institutions, in addition to the persistent
spillovers from the Syrian conflict, combined to keep confidence at low levels.
Indeed, several developments had a negative impact on the confidence of
Lebanese consumers during the covered period: the Lebanese Army’s military
confrontation with jihadist groups in the Bekaa region in August and the en-
suing abduction of more than 25 Lebanese military personnel, as well as the
persisting high level of political uncertainties and volatility, took their toll on
household sentiment. 

In parallel, the Lebanese Army's crackdown on suspected terrorists and the
improvement in overall security conditions across the country in the fourth
quarter of the year helped ameliorate consumer confidence. Moreover, eco-
nomic and social factors contributed to the rise in sentiment, as the drop in
telecom tariffs and the decline in global oil prices relieved somehow the
stretched budgets of households, while the launch of a food safety campaign
by the Ministry of Public Health helped reassure wary consumers. In turn, the
rare positive socio-economic developments supported households' outlook to-
wards the end of the year.

The inability of Parliament to elect a President by the May 2014 constitutional
deadline, followed by the chronic failure of the legislative branch to fulfill its
constitutional duty throughout the remainder of the year, plunged the already
fractious political process into disarray and raised the level of uncertainties,
which took its toll on household sentiment. Indeed, the momentum created by
the formation of the Cabinet in February 2014 led citizens to believe that this
would carry over towards the crucial political milestone of electing the coun-
try's President by the May 25 constitutional deadline. But the refusal of several
political parties represented in Parliament to even attend parliamentary ses-
sions short-circuited the repeated attempts to elect a President in the second
half of the year. In turn, this institutionalized the gridlock and perpetuated the
presidential vacuum, which kept consumers' outlook dim as the year ended.
Also, the Parliament's vote in November to extend its mandate for another two
years and seven months raised households' already deep skepticism towards
the political class and contributed to curtail their outlook.    

The Syrian conflict, with all its ramifications, continued to affect consumers’
sentiment during the second half of the year, as jihadist groups from Syria at-
tacked in early August the Lebanese Army's positions in the Bekaa region at
the Lebanese-Syrian border. The Lebanese Army prevailed after a five-day bat-
tle, but the militant groups managed to abduct 15 Lebanese soldiers and 16
members of the Internal Security Forces. 

The presidential vacuum and po-
litical neglect weighed negatively

on consumer confidence in the
second half of 2014
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Political uncertainties and the
deterioration of security condi-

tions weighed negatively on sen-
timent  in the third quarter 

The downward momentum was
reversed by positive security and
socio-economic developments in

the fourth quarter



The deterioration of security conditions in the Bekaa took its toll on the outlook
of consumers, as reflected by the decline in the Byblos Bank/AUB Expectations
Index, as well as by the widening of the gap between the Byblos Bank/AUB
Present Situation Index and the Expectations Index. Indeed, the Expectations
Index regressed by 10.4% in August and by another 6% in September, as the
monthly average value of the third quarter reached its fifth-lowest level ever.
More alarmingly, the gap between the Present Situation Index and the Expec-
tations Index widened from -5.3% in July to -16.7% in August and -15.2% in
September. The Expectations Index registered lower values than the Present
Situation Index in 27 out of 36 months since the start of 2012, including 11 out
of 12 months in 2014.  However, the spreads in August and September 2014
were the sixth and seventh widest, respectively, in 36 months, as well as the
third and fourth widest in 2014, and the widest in the second half of 2014.  This
demonstrated the magnitude of the confrontations' impact on the perception
of consumers and reflected the mounting anxiousness of households. 

Consumer sentiment improved in the fourth quarter of the year, especially in
November and December, due to positive security, economic and political de-
velopments. First, security conditions improved during the last three months
of the year after the sharp deterioration in the third quarter, as fears subsided
that the confrontation between the Lebanese Army and jihadist groups could
spread to other parts of the country. Indeed, the Army's success against the
militant hordes solidified the population's already high level of trust in its mil-
itary as a bulwark against instability. Also, the determined efforts of various
military and security agencies stopped the frequent and deadly security
breaches in major cities. Second, on the economic front, the substantial drop in
global oil prices and the reduction of telecom tariffs in the second half of the
year combined to raise the purchasing power of Lebanese households, with
consumers materially and tangibly feeling this trend in the final two months
of the year. Indeed, consumers benefited from the pass-through effect on local
gasoline prices from the 50% drop in global crude oil prices in the second half
of 2014. They also gained from the Ministry of Telecommunications' decision
to reduce telecom tariffs by an average of 30% starting in June 2014. 

Third, on the governance front, consumers’ morale was boosted by the Min-
istry of Public Health's launch of a food safety campaign in November. The
initiative consisted of a nationwide crackdown on food providers including,
restaurants, factories, farms and slaughterhouses that did not meet the mini-
mum health standards required by law. Fourth, on the political front, the long-
awaited dialogue between the Future Movement and Hezbollah, that was first
made public in November, began in December 2014. 

These factors combined to put a floor to the deterioration of the Expectations
Index and narrowed the gap between the Present Situation Index and the Ex-
pectations Index. Indeed, the average monthly value of the Expectations Index
improved by 21% in the fourth quarter from the preceding three months, and
reached its highest level during the year. Moreover, the gap between the Pres-
ent Situation Index and the Expectations Index narrowed to -7.2% in October,
to -4.6% in November and to -2.6% in December. Further, the spreads in No-
vember and December 2014 were the seventh and fifth narrowest, respectively,
in 36 months, as well as the fourth and third narrowest in 2014, and the nar-
rowest in the second half of 2014.  
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Consumer confidence picked up
in the fourth quarter of 2014

following positive developments  

Security breaches took their
toll on household sentiment
in the third quarter of 2014



Looking at the full year, consumer confidence remained at very low levels de-
spite its relative improvement from previous years. Security and safety-related
issues dominated consumers' concerns during the year. But other powerful is-
sues such as the long-standing political uncertainties, the continuing inability
of authorities to satisfy citizens' basic needs, decaying public services, the weak
rule of law, rising job insecurity, economic stagnation and socio-economic
spillovers from the Syrian crisis resonated strongly among consumers. Conse-
quently, the results of the Byblos Bank/AUB Consumer Confidence Index
clearly reflect citizens' low confidence in the seriousness of the government, of
public authorities and of political parties to bring about real stability and
change, to meet their basic needs, as well as to improve their living standards
and to provide a credible framework for economic opportunities. 

Overall, the level of the Byblos Bank/AUB Consumers Confidence Index in
2014 does not bode well for a substantial resurgence of economic activity in
the near term. In fact, consumer sentiment remained at such low levels in 2014
that we reiterate that Lebanese consumers require a positive political shock of
the magnitude of the Doha Accord, and not just the election of a new President,
in order to restore their confidence to levels reached in 2008, 2009 and 2010.
Therefore, we expect economic growth to remain subdued in the absence of
any lasting positive political or economic shocks.
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A significant rise in con-
sumer confidence remains de-
pendent on  positive political

shocks



The level of consumer confidence decreased in 22 out of the 26 sub-categories
of the Byblos Bank/AUB Consumer Confidence Index during the third quarter
of 2014. However, consumer sentiment rose across all 26 sub-categories in the
fourth quarter of 2014. On a semi-annual basis, the level of consumer sentiment
improved in 20 out of 26 sub-categories in the second half of 2014 from the first
half of the same year.

Male consumers had a relatively less pessimistic outlook for the coming six
months than their female counterparts in the third quarter of 2014, while fe-
males had a relatively more optimistic outlook than males in the fourth quarter
of the year. The average monthly reading of the Expectations Index was 31.5
for males compared to 29.4 for females in the third quarter of 2014, and reached
35.4 for males relative to 38.4 for females in the fourth quarter of the year. Over-
all, female consumers had a relatively less pessimistic outlook for the coming
six months than their male counterparts during the second half of 2014.

Consumers who are in the 21 to 29 year-old bracket were less pessimistic over
the near term than consumers in older age brackets during the third and fourth
quarters of 2014. In contrast, consumers aged 60 years or older and those in
the 50 to 59 year-old bracket were the most pessimistic among age groups dur-
ing the third and fourth quarters of 2014, respectively.  During the third quarter
of 2014, private sector employees were the least pessimistic about economic
prospects among occupational sub-categories, as the Expectations Index for
this segment averaged 37.7 in the covered quarter. Freelancers and students
followed with readings of 32.4 and 29.9, respectively. In the fourth quarter of
the year, students were the least pessimistic with an average Expectations
Index of 45.8, followed by public sector and private sector employees with
readings of 41.1 and 39, respectively. The unemployed were the most pes-
simistic among all occupational categories during the third and fourth quarters
of 2014.

In parallel, consumers with a monthly household income of $2,500 or higher
were less pessimistic relative to other income brackets during the second half
of 2014, as the Expectations Index for this segment averaged 38.7. During the
third quarter of 2014, consumers with earnings of $2,500 or higher per month
were less pessimistic than other income brackets, followed by consumers with
a monthly household income of $750 or less and households with earnings be-
tween $1,500 and $2,499 per month. Moreover, during the fourth quarter of
the year, consumers with a household income of $750 per month or less were
the least pessimistic about future prospects relative to other income sub-cate-
gories, followed by consumers with a monthly household income of $2,500 or
more and those with earnings between $1,500 and $2,499 per month. During
the fourth quarter, consumers with a household income between $750 and
$1,499 per month had the most positive outlook among income sub-categories,
as the Expectation Index for this segment rose by 29% during the quarter. 

Consumers in the North had the least pessimistic outlook among the country's
five administrative districts during the third and fourth quarters of 2014. Con-
sumers in the Bekaa were the most pessimistic about future prospects dur-
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E - CONSUMERS’ NEAR-TERM OUTLOOK

Younger consumers had a
higher level of confidence in the

second half of 2014 

Upper income consumers
were the least pessimistic in

the second half of 2014



ing the third quarter of 2014, while those in Beirut were more pessimistic than
those in other administrative districts over the fourth quarter of the year. 

In terms of religious affiliations, Christian consumers were the least pessimistic
in the third quarter of 2014, followed by Sunni and Shiite consumers. In paral-
lel, Shiite consumers were the least pessimistic about the near-term economic
outlook during the fourth quarter of the year, followed by Christians and Sun-
nis. Druze consumers were the most pessimistic about future prospects during
the third and fourth quarters of 2014.
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METHODOLOGY

The Byblos Bank/AUB Consumer Confidence Index is based on a na-
tionally representative survey of 1,200 face-to-face interviews with
adult males and females living throughout Lebanon, whereby resi-
dents are asked a number of questions about current and future eco-
nomic conditions, their personal financial situation, and their
intention regarding major purchases. The index is calculated on a
monthly basis, with January 2009 as its base month. It is composed of
two sub-indices, the Byblos Bank/AUB Present Situation Index and
the Byblos Bank/AUB Expectations Index. The first sub-index covers
the current economic and financial conditions of Lebanese consumers,
and the second one addresses their outlook over the coming six
months.  In addition, the data segregates the index based on age, gen-
der, income, profession, region, and religious affiliation. The index
calculation started in July 2007. The Index is compiled, implemented
and analyzed  in line with international  best practices and according
to criteria from leading consumer confidence indices worldwide. The
monthly field survey is conducted by Statistics Lebanon sarl, one of
the leading market research and opinion polling firms in the country. 



II - Results by Category
A - CONSUMER CONFIDENCE BY GENDER

The results of the Byblos Bank/AUB Consumer Confidence Index show
that male consumers recorded a relatively higher level of confidence
than their female counterparts during the second half of 2014. The re-
sults are in line with a trend that started in the first half of 2011. Also,
male and female consumers posted higher confidence levels of 36.1 and
33.7, respectively, in the second half of 2014 compared to confidence
levels of 35.5 and 31.1, respectively, in the first half of the year. 

Male and female consumers posted average confidence levels of 34.3
and 30.1, respectively, during the third quarter of 2014 and confidence
levels of 38 and 37.2, respectively, in the fourth quarter of the year. As
such, male and female consumers posted higher levels of confidence in
the fourth quarter of 2014 from the preceding quarter. The third quarter
results represent males’ seventh-lowest level of confidence in 30 quar-
ters, while females’ confidence level posted the eighth-lowest score
ever in the same quarter of 2014. Also, male and female consumers
posted their 10th- and 12th-lowest quarterly results, respectively, in the
fourth quarter of the year. Female consumers had a higher confidence
level than their male counterparts in seven out of the first eight quarters
since the index’s inception in July 2007, but the trend reversed with
males having a higher confidence level than females in 21 of the fol-
lowing 22 quarters.

On a monthly basis, the confidence level of males reached 30.7 in Feb-
ruary and that of females was 27.5 in January 2014, reflecting the lowest
levels reached in full year 2014. On average, male consumers had
higher confidence levels than female consumers in 63 out of 90 months,
representing a 70% frequency of occurrence since the index’s inception
in July 2007. Overall, male consumers had a higher level of confidence
than their female counterparts in 2014, in line with a general trend that
started in 2009. Both genders posted in 2014 their third-lowest annual
confidence levels of 35.8 and 32.4, respectively.

Consumer Confidence in Lebanon

* average monthly index 
Source: Byblos Research, based on surveys conducted by Statistics Lebanon

Byblos Bank/AUB Consumer Confidence Index by Gender
Month Male Female

Jul-14 36.6 31.6 
Aug-14 34.8 29.8 
Sep-14 31.4 28.8

Av. Index Q3 2014* 34.3 30.1 
Oct-14 32.6 29.4

Nov-14 44.3 46.7
Dec-14 37.1 35.6

Av. Index Q4 2014* 38.0 37.2

The confidence level of males
was higher than that of females

in the second half of 2014

12Second Half 2014



Consumers in the 21 to 29 year-old bracket posted a higher level of con-
fidence in the second half of 2014 than other age groups. This is consis-
tent with the general trend since the index’s inception, where consumers
in this age bracket have posted the highest confidence level on a semi-
annual basis, with the exception of the first and second halves of 2012.   

Consumers between 21 and 29 years old registered the highest confi-
dence level during the third and fourth quarters of 2014, as the index for
this age segment averaged 40.6 and 44.4, respectively. This is in line with
the results of the July 2007-June 2014 period, with the exception of the
third quarter of 2008, and the first, second and fourth quarters of 2012. 

Further, consumers in the 21 to 29 year-old bracket produced the highest
level of confidence among age segments in every month of the second
half of 2014. In parallel, consumers in the 50 to 59 year-old bracket posted
the lowest level of confidence in September (23.3), November (34.4) and
December (22.9) during the second half of 2014. 

On a monthly basis, consumers between 21 and 29 years old had the
highest confidence level in 62 out of 90 months, representing a 68.9% fre-
quency of occurrence. Overall, consumers in the 21 to 29 year-old bracket
posted the highest level of confidence in 2014 among age groups, in line
with the results in 2008, 2009, 2010, 2011 and 2013. The only exception
was in 2012, when consumers who were 60 years or older had the highest
level of confidence among all age groups.

C - CONSUMER CONFIDENCE BY OCCUPATION
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Byblos Bank/AUB Consumer Confidence Index by Age
Month 21-29 yrs 30-39 yrs 40-49 yrs 50-59 yrs ≥60 yrs

Jul-14 37.2 34.1 31.0 36.6 29.4
Aug-14 46.4 29.6 23.2 23.4 28.5
Sep-14 38.2 28.9 26.5 23.3 26.9

Av. Index Q3 2014* 40.6 30.8 26.9 27.7 28.3
Oct-14 38.1 30.4 24.6 26.6 30.0
Nov-14 52.1 45.0 44.5 34.4 46.5
Dec-14 43.1 37.3 34.3 22.9 37.8

Av. Index Q4 2014* 44.4 37.6 34.5 28.0 38.1

* average monthly index 
Source: Byblos Research, based on surveys conducted by Statistics Lebanon

Second Half 2014

B - CONSUMER CONFIDENCE BY AGE

Younger consumers were
the least pessimistic in
the second half of 2014



Students recorded a higher level of confidence relative to other occupa-
tional categories in the second half of 2014 with an average monthly reading
of 41.1, constituting the 11th such occurrence in 15 semi-annual periods
since the index’s inception. Private sector employees were relatively more
confident than other occupational categories during the third quarter of
2014, as the index for this segment averaged 38.3 in the covered period.
They were followed by students with an average confidence level of 34, the
self-employed (32.9), public sector employees (29.2), the unemployed (26.3)
and housewives (24.1). However, students had the highest level of confi-
dence during the fourth quarter of 2014 as the index averaged 48.3 for this
segment. They were followed by public sector employees with an average
reading of 40.8, private sector employees (40.5), the self-employed (35.3),
housewives (34.9) and the unemployed (34.5). 

The consumer confidence level of the unemployed reached its lowest level
ever during the third quarter of 2014, with an average reading of 26.3. On
a monthly basis, students were less pessimistic than other occupational
groups in the August (44.8), November (64.3) and December (48.2) polls.
Also, the self-employed recorded the highest level of confidence in the July
poll at 40.1, while private sector employees were most optimistic in the Sep-
tember (37.3) and October (38.2) polls. Overall, students’ sentiment was
highest in 49 out of 90 months, representing a 54.4% frequency of occur-
rence; while private sector employees had a higher level of consumer con-
fidence in 22 out of 90 months. In 2014, private sector employees posted
the highest level of confidence among occupational categories, reflecting
the first such instance since 2008. Historically, when excluding students,
private sector employees had a higher level of sentiment than other occu-
pational groups. In parallel, the unemployed posted their lowest level of
confidence among occupational categories in 2014, constituting the third
such instance since the index’s inception. Also, two out of six occupational
categories posted their lowest levels of confidence in 2014 when compared
to previous years.
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C - CONSUMER CONFIDENCE BY OCCUPATION

Byblos Bank/AUB Consumer Confidence Index by Occupation
Month Private Sector Public Sector Self- Student Housewife Unemployed

Employee Employee employed
Jul-14 38.3 29.4 40.1 24.3 28.9 23.0 
Aug-14 39.5 30.6 28.4 44.8 20.9 32.8 
Sep-14 37.3 27.6 30.3 32.9 22.4 23.1 
Av. Index 
Q3 2014* 38.3 29.2 32.9 34.0 24.1 26.3 
Oct-14 38.2 21.7 30.0 32.4 25.5 30.2 
Nov-14 46.9 60.9 39.9 64.3 46.4 41.4 
Dec-14 36.3 39.7 36.1 48.2 32.9 31.9
Av. Index 
Q4 2014* 40.5 40.8 35.3 48.3 34.9 34.5 

* average monthly index 
Source: Byblos Research, based on surveys conducted by Statistics Lebanon

Private sector employees had
the highest confidence level
in the third quarter of 2014



The results of the Byblos Bank/AUB Consumer Confidence Index show
that consumers with an income of $2,500 or more per month had the high-
est level of confidence among income brackets in the second half of 2014.
Consumer sentiment for this category posted an average reading of 47.4 in
the second half of 2014, up from a confidence level of 42.4 in the first half
of the year. 

The Index shows that consumers with an income of $2,500 or more per
month recorded the highest level of confidence among income brackets in
the third and fourth quarters of 2014, with average readings of 44.9 and
49.8, respectively. Conversely, consumers with an income between $750
and $1,499 per month had the lowest level of confidence among all income
brackets in the third and fourth quarters of the year. The results show that
consumers with a household income of $2,500 or higher per month held
the highest confidence level by income bracket every month in the second
half of 2014.

Consumers with a monthly income of $2,500 or higher were less pessimistic
in full year 2014 than other income brackets. Consumers at this income level
held the highest level of confidence in 11 out of 12 months, representing a
91.7% frequency of occurrence. 

We have adopted in January 2014 four new income sub-categories for the
Byblos Bank/AUB Consumer Confidence Index to reflect more accurately
the monthly income distribution of Lebanese citizens. As such, respondents
were selected from a random population sample of 5,474 and were ques-
tioned about their monthly income. As a result, the sample shows that
29.23% of individuals earn below $750 per month, 36.54% of Lebanese have
incomes between $750 and $1,499 per month, 23.86% of citizens earn be-
tween $1,500 and $2,499 per month, while 10.38% of individuals reported
earnings at $2,500 or higher per month.
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Upper income consumers continued
to be more optimistic than lower in-

come citizens in the second half of
2014

Second Half 2014

D - CONSUMER CONFIDENCE BY INCOME

Byblos Bank/AUB Consumer Confidence Index by Income*
Month <$750 $750-$1,499 $1,500-$2,499 ≥$2,500

Jul-14 35.9 26.4 36.9 46.9
Aug-14 38.3 25.7 29.7 43.6
Sep-14 35.4 25.1 26.2 44.3

Av. Index Q3 2014** 36.6 25.7 30.9 44.9 
Oct-14 36.2 24.3 30.5 44.1

Nov-14 49.9 38.3 45.3 57.4
Dec-14 39.0 30.4 36.0 48.0

Av. Index Q4 2014** 41.7 31.0 37.3 49.8

* monthly household income
** average monthly index
Source: Byblos Research, based on surveys conducted by Statistics Lebanon



Consumers in the North registered the highest level of confidence among
administrative districts in the second half of 2014 with an average index
reading of 42.1, constituting the fifth time since the index’s inception that
the district posts the highest level of confidence on a semi-annual basis. 

Moreover, consumers in the North were the least pessimistic among all ad-
ministrative districts in the third and fourth quarters of 2014, with average
readings of the Byblos Bank/AUB Consumer Confidence Index at 39.5 and
44.6, respectively. There were only eight other instances where the North
recorded the highest confidence level on a quarterly basis among adminis-
trative districts during the July 2007-June 2014 period. 

The results of the second half of 2014 show that consumers in the North
registered the highest level of confidence among administrative districts in
the August, September, October and December polls. Also, residents of
Mount Lebanon posted the highest confidence level in July at 39.8 and res-
idents of the South registered the highest level of confidence among ad-
ministrative districts in November at 55.7. 

Consumers in Mount Lebanon held the highest level of confidence in 25
out of 90 months, representing a 27.8% frequency of occurrence, followed
by consumers in the North with an incidence of 26.7%, households in the
South with 24.4%, Beirut consumers with 20% and households in the Bekaa
with a frequency of 1.1%. Overall, consumers in the North posted the high-
est annual level of confidence among administrative districts in 2014, con-
stituting the third such instance since 2008. Also, households in the Bekaa
posted their lowest level of confidence ever in 2014.
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E - CONSUMER CONFIDENCE BY ADMINISTRATIVE DISTRICT

Households in the North were
the least pessimistic in 2014

Byblos Bank/AUB Consumer Confidence Index by Administrative District
Month Beirut Mount Lebanon North Bekaa South 

Jul-14 28.4 39.8 35.7 26.3 31.5
Aug-14 25.1 33.0 45.3 24.1 28.2
Sep-14 24.9 34.0 37.4 19.3 27.0

Av. Index Q3 2014* 26.1 35.6 39.5 23.2 28.9 
Oct-14 28.4 35.0 36.6 20.8 26.3

Nov-14 27.5 40.5 53.8 53.3 55.7
Dec-14 24.9 34.4 43.5 36.8 41.6

Av. Index Q4 2014* 26.9 36.6 44.6 37.0 41.2

* average monthly index
Source: Byblos Research, based on surveys conducted by Statistics Lebanon



F - CONSUMER CONFIDENCE BY RELIGIOUS AFFILIATION

The results of the Byblos Bank/AUB Consumer Confidence Index show
that Christian consumers had the highest level of confidence among all re-
ligious affiliations in the second half of 2014, constituting the sixth such
semi-annual occurrence since the start of the survey’s calculation. In con-
trast, Druze consumers were the most pessimistic during the covered pe-
riod with an average Index reading of 22.2, their lowest level in 15
semi-annual periods.

Christian consumers were the least pessimistic among all religious affilia-
tions during the third and fourth quarters of 2014, with average index read-
ings of 38.1 and 41.6, respectively. The results of the third and fourth
quarters of 2014 constituted their fourth- and ninth-lowest quarterly results,
respectively, since the start of the index’s calculations. In parallel, the con-
fidence of Druze consumers recorded its lowest level during the third quar-
ter of 2014, and its second-lowest level in the fourth quarter of the year in
30-quarters. 

Christian consumers had the highest confidence level in five out of six
months in the second half of 2014. Overall, Christians held the highest level
of confidence in 39 out of 90 months since the index’s inception, represent-
ing a 43.3% frequency of occurrence, followed by Druze consumers with
an incidence of 26.7%, Sunni consumers with 15.6% and Shiite households
with a frequency of 14.4%. Christian consumers posted the highest level of
confidence among all religious affiliations in 2014 for the the fourth time
since 2008. Also, Druze consumers posted their lowest level of confidence
in 2014 when compared to previous years.
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Byblos Bank/AUB Consumer Confidence Index by Religious Affiliation
Month Christians Sunnis Shiites Druze

Jul-14 41.9 32.6 27.5 18.0
Aug-14 35.5 32.7 28.2 26.7
Sep-14 36.8 26.1 25.3 20.6

Av. Index Q3 2014* 38.1 30.4 27.0 21.8 
Oct-14 36.9 30.0 25.1 20.5

Nov-14 47.6 40.3 52.8 27.4
Dec-14 40.3 32.6 38.4 20.1

Av. Index Q4 2014* 41.6 34.3 38.8 22.7

* average monthly index
Source: Byblos Research, based on surveys conducted by Statistics Lebanon

Christian households were
the most optimistic in the

second half of 2014



III - Consumers’ Responses to Sel-
ect Survey Questions 

A - DEMAND FOR CARS

The overall muted outlook of Lebanese consumers during the second
half of 2014 was reflected in their answers to questions about purchas-
ing a car. The survey’s results show that, on average, 93.2% of Lebanese
consumers polled in the third quarter of 2014 did not plan to buy a ve-
hicle in the next six months. Consumers' decision was nearly un-
changed during the fourth quarter of the year, as 93.6% of respondents
indicated that they did not intend to purchase a car in the near term.
The high percentage of respondents who did not plan to purchase a ve-
hicle reflects, at large, the economic slowdown, political uncertainties,
job insecurity and low disposable income in the country.

Moreover, the December 2014 survey revealed that 94.6% of partici-
pants did not have plans to acquire a vehicle in the coming six months,
reflecting the second-highest percentage in 90 months. 

On an annual basis, 93.3% of consumers polled in 2014 did not have plans
to buy a car, constituting the highest level since 2008, and up from 89.7%
in 2011, 92.7% in 2012 and 93% in 2013. 
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Nearly 93% of respondents did
not have plans to purchase a car

in the near term

Second Half 2014

Consumers are consistently hes-
itant to purchase a car due in
part to economic and political

uncertainties 



On a quarterly basis, 52.3% of respondents polled during the third quarter
and 50.4% of interviewed participants during the fourth quarter of 2014 in-
tended to buy a used vehicle, in line with the historical trend. Indeed, there
were 17 out of 30 quarters between July 2007 and December 2014 when
Lebanese consumers favored buying a previously-owned automobile. 

The emergence of affordable and reliable new factory-warranty vehi-
cles has encouraged households to shift their preferences towards new
cars from 2010 through 2013 as reflected by the survey's results. Indeed,
Lebanese citizens considered the purchase of a new vehicle rather than a
used one in 2010, 2011, 2012 and 2013. 

But this trend changed in 2014 as a slim majority of consumers (50.4%)
planned to purchase a used vehicle in 2014, in line with the results of
2008 and 2009. Consumers’ intentions to purchase a used car were the
third highest in 2014 compared to previous years. Overall, consumers pre-
ferred to buy a used car in eight out of 12 months in 2014.

The demand for new and used cars is expected to remain subdued if
the government does not alleviate the direct and indirect taxation that
consumers have to pay when purchasing a car. The government should
reduce the very high customs tariffs and registration fees that are im-
posed on car buyers. This would reduce the retail price of vehicles and
would bring it in line with the budgets of a large number of consumers.
In turn, this would increase the demand for cars.
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