Women and the inflationary shock of 2022-
23

By Agnés Bénassy-Quéré, Vincent Bignon and Erwan Gautier

Opinion surveys show that women are more sensitive than men to inflation, and expect
higher levels. This difference may stem from their different daily shopping experiences.
Women report more frequently than men that they had to adjust their consumption
decisions in response to the inflationary shock of 2022-23.

Chart 1 Average difference in perceived/expected inflation between women and men
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Sources: Banqgue de France-CSA surveys conducted between 28 April and 11 June 2022 and between
28 February and 28 March 2023.
Note: all other things being equal, in 2022, inflation perceived by women was on average 1.6
percentage points higher than inflation perceived by men.

According to a recent survey (DREES 2023), housework and, in particular, grocery shopping are
still overwhelmingly done by women. In 2023, food prices rose sharply (11.8% compared with
4.9% for inflation as a whole) and women were therefore more exposed to these price rises than
men. Using survey data, this blog post explains how this difference in daily exposure to price rises
may have generated higher perceptions and expectations among women than men (Chart 1), and
the differences in the way women and men adjusted their purchases and budgets to the inflationary
shock.


https://drees.solidarites-sante.gouv.fr/publications-communique-de-presse/etudes-et-resultats/des-stereotypes-de-genre-encore-tres-ancres

Women have higher inflation perceptions than men

According to surveys of more than 5,000 households carried out by the Banque de France in
collaboration with the CSA institute, the proportion of individuals stating that the main economic
challenge is inflation and purchasing power increased much more among women (from 58% to
66%) than among men (from 62% to 64%) between mid-2022 and early 2023.

In both 2022 and 2023, women's inflation perceptions were also higher than men's: 1.6 percentage
points (pp) higher in 2022 and 1.1 pp higher in 2023 (Bignon and Gautier, 2023). This difference
is reflected in their inflation expectations (Chart 1). The differences here are measured assuming
all other things are equal, and are therefore not explained by socio-demographic differences such
as age or qualifications, or by the overall level of economic knowledge.

A similar gap in inflation perceptions between women and men was found in almost every country
in the world, with the exception of Argentina, Egypt, Turkey and Zimbabwe. This was first
established forty years ago by Jonung (1981). This stylised fact is therefore not specific to France
or to the recent period. How can it be explained?

Different daily shopping habits explain the inflation perception gap

Individuals often extrapolate from their personal experience to shape their perception and
ultimately their expectations of overall inflation. In particular, they remember more easily the prices
of their frequent purchases such as food or fuel and use this information more often to estimate
current or future inflation (D’Acunto et al. 2021a). Similarly, people remember price rises more
easily than price falls, and this influences their inflation perceptions and expectations (Cavallo et
al. 2017). One example of this difference between people's price perception and actual inflation
was the changeover to the euro in 2002, which may have been due to the fact that people
continued to recall the last price in French francs, and that they were more sensitive to price rises,
particularly those of everyday purchases (Leclair 2017).

However, men and women do not necessarily have the same experience of everyday purchases
and do not remember the same prices. For instance, according to the BdF-CSA survey conducted
in 2023, more women than men say that the price of fruit and vegetables rose sharply between
2022 and 2023 (Chart 2). For the other expenditure items included in the survey, such as petrol,
clothing and healthcare products, the differences between men and women are very small.


https://www.banque-france.fr/en/publications-and-statistics/publications/french-households-and-inflation-2023-virtuous-triangle-information-knowledge-and-trust-contributes
https://lucris.lub.lu.se/ws/portalfiles/portal/67562130/60_Lars_Jonung_Perceived_and_expected_rates_of_inflation_in_Sweden_AER_1981.pdf
https://www.journals.uchicago.edu/doi/10.1086/713192
https://www.journals.uchicago.edu/doi/10.1086/713192
https://www.aeaweb.org/articles?id=10.1257/mac.20150147
https://www.aeaweb.org/articles?id=10.1257/mac.20150147
https://www.aeaweb.org/articles?id=10.1257/mac.20150147
https://www.insee.fr/fr/statistiques/2854085#:~:text=postes%20de%20consommation-,Depuis%202002%2C%20une%20inflation%20relativement%20mod%C3%A9r%C3%A9e%20au%20regard%20du%20pass%C3%A9,%25%20par%20an%20en%20moyenne).

Chart 2 Women are more sensitive than men to the rise in fruit and vegetable prices

Healthcare

. 13
Clothing, foot
° Ing eonweat -2
22
Bread
Fruit and Vegetables >0
43

Petrol >/

56

10 20 30 40 50 60

e
[EN N

B Women B Men

o

% of respondents stating “Over the past 12 months, prices for these products increased sharply”

Source: BdF-CSA 2023 survey, conducted between 28 February and 28 March 2023, among 5,028
residents aged 18 and over and representative of the French population.

The sharp rise in food prices between 2022 and 2023 influenced women's perceptions of overall
inflation and their inflation expectations: those who perceive a strong increase in food prices expect
aggregate inflation to be 4.5 pp higher on average than those who do not perceive a significant
rise in this product category (Chart 3). The corresponding difference is only 2.5 pp for men. No
other product group has such a significant knock-on effect on women's overall inflation
expectations. In sum, it is the daily shopping experience and the traditional gender role that explain
these differences in inflation expectations: a man and a woman with the same exposure to price
rises have the same inflation perceptions and expectations (D’Acunto et al 2021b).



https://www.pnas.org/doi/10.1073/pnas.2008534118

Chart 3 The impact of perceptions of fruit and vegetable prices on inflation
expectations (in percentage points)
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Source: BdF- CSA 2023 survey
Note: women who think that fruit and vegetable prices rose significantly between 2022 and 2023 have
an inflation expectation 4.5 pp higher than those who think they remained stable (2.5 pp for men).

Differences in inflation perceptions — particularly through their role in the formation of expectations
— can then have an impact on people's economic and financial decisions.

Inflation had a greater impact on women's consumption choices in 2023

According to a CREDOC-BAF survey of 3,000 households in October 2023, nearly three out of four
French people changed their purchasing behaviour in response to inflation. However, this
proportion is higher for women (79%) than for men (67%).



https://www.banque-france.fr/fr/communiques-de-presse/les-menages-adaptent-leurs-comportements-budgetaires-pour-limiter-les-incidents-bancaires

Chart 4 Adjusting purchases to the inflationary shock
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Source: CREDOC-BdF 2023 survey of 3,000 households in October 2023

In terms of behavioural changes, a significant proportion of households (68%) report restrictions
on certain budget items. Here too, more women than men seem to impose restrictions, i.e. 73%
compared with 62%. The expenditure items most affected are broadly the same for men and
women: for clothing, holidays/leisure and food, around 80% of people say they had to make
restrictions, compared with around 30% for spending on children or medical expenses (Chart 4).
That said, 81% of women declared they had to restrict food purchases, compared with 74% of
men. Conversely, more men report restrictions on spending on cars and internet/telephony,
although the differences are smaller (2 to 3 pp).

Margins for adjusting resources also differ

Overall, women say they are more often constrained than men in their day-to-day spending, and
this is reflected in their savings behaviour: in 2023, only 53% of women said they could put money
aside each month, compared with 61% of men.

These results are also consistent with the patterns of adjustment to the inflationary shock on
resources. Women's wages were less dynamic: in 2023, only 16% of women reported a pay rise,
compared with 22% of men. Furthermore, 33% of women stated that they had sold possessions
to balance their budget, compared with 23% of men. Lastly, women were more likely than men to
have had to pay in instalments, dip into their savings or use their authorised overdraft to adjust
their budget during periods of inflation (Chart 5).



Chart 5. Adjusting the resources to the inflationary shock

(% of households surveyed)

To balance your budget, did you manage to increase your financial resources compared to the previous year thanks to:

) 16%
A pay rise
22%

) ) 33%
By selling belongings
23%

To bhalance your budget, did you need to:

o i 49%
Dip into your savings
45%

. 25%
Pay in instalments
22%

Increase or make greater use of your authorised 22%
overdraft 18%

0% 10% 20% 30% 40% 50%
B Women M Men

Source: CREDOC-BdF 2023 survey of 3,000 households in October 2023

The differences between women's and men's perceptions of inflation are potentially important for
monetary policy: they underline the need for central bank communication to be more closely linked
to people's experiences of inflation, and also to increase targeted efforts to educate people about
inflation and the monetary policies pursued in order to stabilise prices. Recent examples include
the Eurosystem's introduction of content aimed specifically at the general public (Herbert et al.
2023) and a personal inflation calculator. These efforts to explain monetary policy are particularly
important given that, according to the BdF-CSA 2023 survey, 60% of women say they are not at
all familiar with monetary policy, compared with 44% of men.



https://www.banque-france.fr/en/publications-and-statistics/publications/towards-more-clarity-central-bank-communication
https://www.banque-france.fr/en/publications-and-statistics/publications/towards-more-clarity-central-bank-communication
https://www.euro-area-statistics.org/digital-publication/statistics-insights-inflation/?lang=en

