
Scotland tops the UK’s regional rankings, followed 
by the South West, Wales, Northern Ireland and 
the South East. London is 9th out of 12 UK regions.

www.employeebenefits.co.uk/uk-13-female-economic-empowerment/

Alexa, add yourself to 
the shopping basket
Smart speakers such as the Amazon Echo and 
Google Home have been added to the list of items 
monitored by the government to ensure the UK’s 
measure of the cost of living reflects the spending 
habits of modern Britain.

The home technology devices will now have their 
prices checked once a month by the Office for 
National Statistics (ONS) in order to calculate the 
annual inflation rate under the various indexes 
including the Retail Prices Index (RPI). The vast 
majority of the around 700 representative items 
remain unchanged in 2019, according to the ONS.

In total, 16 items have been added to the Consumer 
Prices Index Housing (CPIH) basket, 10 items have 
been removed and 16 items have been modified.

Aside from new technology, a number of new items 
have been introduced to represent specific markets 
where consumer spending is significant or growing 
and existing items in the baskets may not adequately 
represent price changes for such goods. 

Female empowerment
The UK ranks 13th for female economic empower-
ment out of 33 member countries of the Organisa-
tion for Economic Co-Operation and Development 
(OECD), according to research by professional 
services firm PricewaterhouseCoopers (PwC).

The latest Women in work index analysed female 
economic empowerment across 33 of the 36 mem-
ber countries of the OECD, an intergovernmental 
economic organisation. It did this by exploring 
equality in the workplace, as well as comparing 
five key indicators: the gap between female and 
male earnings, the female labour force participa-
tion rate, the gap between female and male labour 
force participation rates, the female unemployment 
rate and the share of female employees in full-time 
work.

The report, now in its seventh year, ranks Iceland 
in first place for female economic empowerment, 
followed by Sweden in second spot and New Zea-
land in third. PwC attributes the UK’s placement 
to its persistent gender pay gap. Nevertheless, the 
country has seen some success, rising from 17th 
place in 2000 to 14th last year and 13th this year.

And the UK compares favourably to other G7 coun-
tries; Canada ranks nearby in 11th, while Germany 
(18th), France (22nd), the US (23rd), Japan (27th) 
and Italy (29th) all rank below the UK.
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For example, bakeware has been added reflecting 
increased expenditure in recent years possibly 
influenced by the success of television cookery 
programmes, such as the Great British Bake Off 

Similarly, flavoured teas have been introduced due 
to their increased popularity shown by the shelf-
space devoted to them in stores.

In addition to introducing items to represent dis-
tinct sectors or markets, some items have been 
added to diversify the range of products collected 
for already established groupings, usually where 
spending is significant. For example, peanut butter 
has been introduced to improve coverage of oils 
and fats. Previously, margarine was the only item 
in the relevant subclass and its prices tend to be 
reasonably volatile so the inclusion of peanut butter 
should help interpretation of the figures. 

Similarly, an electric toothbrush has been added 
to improve representation of electrical appliances 
in the personal care class.

Analysis of the broad balance of the existing sam-
ple of representative items across CPIH highlight-
ed a need to improve coverage of price changes 
in the books class so children’s fiction suitable for 
6 to 12 years of age has been added. This closes 
a gap in the coverage of books between illustrat-
ed books for infants and teenage literature. This 
item has been introduced principally as part of 
the rebalancing of the baskets to improve their 
representation of overall price change, with other 
factors such as increased spending or product 
history only a secondary consideration used in 
selecting the specific product.

In other cases, new items are direct replacements 
for similar products with the change made for a 
variety of reasons. One of these is a change in 
consumers’ buying habits. For example, lounge 
furniture is increasingly bought as a combination 
of single items, such as corner units or settees 
and not in the traditional three-piece suite format. 
This might partly reflect the various styles of 
modern housing. As a result, non-leather settees 
have replaced three-piece non-leather suites in 
the baskets. Similarly, dinner plates have replaced 
crockery sets with more people buying crockery 
items individually than as part of traditional sets.

Other replacements reflect changes in spend-
ing patterns. For example, dog treats have been 
added in place of dry dog food as the balance of 
spending has shifted between the two. Likewise, 
washing liquid or gel has been brought in to  
replace washing powder.

A final type of replacement is where price collec-
tion difficulties suggest a change would improve 
the coverage and quality of price series in specific 
areas of the baskets. This year, wheel alignment 
has replaced brake fitting in fast fit centres. Re-
search has found that the new item would be easier 
for collectors to price and would result in more con-
sistent pricing and better coverage than the old.

In addition to reviewing the specific items in the 
baskets, the annual update considers the types of 
shops or places where prices are collected. 

Popcorn bought at the cinema is already included 
in the catering services part of the baskets but 
a new popcorn item has been added, which is 
priced in shops. Popcorn has attracted increased 
spending over recent years and its inclusion as a 
shop-bought item widens the range of products in 
the bread and cereals class, in particular improv-
ing the coverage of snack items. 

More generally, some items have been added to 
the price collections in some supermarkets, while 
others have been removed from the collections 
in other supermarkets, reflecting changes in the 
product range of these retailers. For example, some 
items of children’s clothing have been added.

Finally, the seasonality of items within the baskets 
is also reviewed. Previously, prices for packets of 
seeds were collected only in the first half of the 
year but from 2019, prices will be collected through 
to the autumn.

www.ons.gov.uk/economy/inflationandpriceindices/articles/ukconsumerpriceinfla-
tionbasketofgoodsandservices/2019

Factory output shrinks 
but GPD higher
Manufacturing output shrank again in a generally 
dismal set of economic figures released by the 
Office for National Statistics (ONS). 

In the three months to January 2019, factor output 
was down by 7.8% on the previous three-month peri-
od. It was the fourth consecutive three-monthly fall 
with a 0.9% decrease in three months to December 
2018, preceded by a 0.7% fall in November and 
0.3% in October.

The latest fall in manufacturing was due primarily 
to strong decreases in basic metals and metal prod-
ucts, which fell by 4.0% and transport equipment, 
which fell by 2.0%.

www.ons.gov.uk/economy/inflationandpriceindices/articles/ukconsumerpriceinflationbasketofgoodsandservices/2019
www.ons.gov.uk/economy/inflationandpriceindices/articles/ukconsumerpriceinflationbasketofgoodsandservices/2019
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Within transport equipment, weakness was driven 
by a 4.0% fall in the motor vehicles, trailers and 
semi-trailers sub-industry. A weakness put down 
by the ONS to the impact of shutdowns within this 
industry during November and December 2018

Overall, of the 13 subsectors in manufacturing, 
seven posted a fall in output in the latest three-
month period.

Manufacturing in the three months to January was 
down by 1.5% on the same period a year ago.

Manufacturing output feeds into production, which 
also includes mining and utilities. Here, output for 
the latest three months to January 2019 decreased 
by 0.8% compared with the previous three months. 
This was a marginal improvement on the 1.1% 
shrinkage in the three months to December 2018, 
compared with the previous three-month period. 

Although the fall was due primarily to manufactur-
ing, there were also falls in the other main sectors, 
with a 1.7% fall in electricity and gas and a similar 
fall in mining and quarrying.

Production and manufacturing output remain 6.8% 
and 2.7% lower respectively for the three months 
to January 2019 than the pre-downturn peak in first 
quarter of 2008.

GDP Production data, along with that for services 
which account for around 80% of the economy, 
feed into the overall economy data as measured 
by gross domestic product (GDP). 

The latest figures show the economy grew by 0.2% 
in the three months to January 2019. The rolling 
three-month growth figure in services was 0.5%, 
making the sector the largest contributor to GDP 
growth. On the downside, the construction sector 
contracting by 0.6% and as mentioned above pro-
duction shrank by 0.8%. 

Commenting the figures, Rob Kent-Smith, head 
of GDP at the ONS, said: “Across the latest three 
months, growth remained weak with falls in manu-
facture of metal products, cars and construction re-
pair work all dampening economic growth. These 
were offset by strong performances in wholesale, 
IT and health services.

“This sluggish growth came despite the economy 
bouncing back from a weak December.”

www.ons.gov.uk/releases/indexofproductionukjanuary2019

www.ons.gov.uk/releases/gdpmonthlyestimateukjanuary2019

Big deal boosts foreign 
takeover value in UK
Inward mergers and acquisitions (M&A) — foreign 
companies acquiring UK-based companies — in-
creased notably in 2018 compared to 2017. 

The estimate of inward acquisitions in 2018 was 
£71.1 billion compared with £35.2 billion in 2017. 
The increase was mainly down to one takeover 
that of the £30 billion or so takeover of Sky plc 
by The American group Comcast Corporation’s 
acquisition of Sky PLC for just over £30 billion. In 
2017, there were no such deals. 

The value of inward acquisitions was much lower 
than that £190 billion total recorded in 2016 when 
there were four very-high-value deals.

By contrast, the value of outward M&A deals — acqui-
sitions of UK-based companies abroad — fell consid-
erably in the latest year. Total outward acquisitions 
were £22.7 billion in 2018 compared with £77.5 billion 
in 2017. This mainly reflects two very-high-value 
deals that completed in 2017 whereas there were 
no such deals in 2018. Nevertheless, the value of 
outward acquisitions in 2018 was comparable with 
those in other years between 2012 and 2016.

The recent trend in domestic M&A — UK companies 
taking over other UK companies — saw a distinct 
increase in the total value of those acquisitions, 
from £6.9 billion in 2015 to £24.7 billion in 2016. This 
elevated value of domestic M&A deals continued 
into 2017 (£18.8 billion) and 2018 (£26.5 billion); the 
previous highest value for domestic acquisitions 
was in 2008 of £36.5 billion. 

Furthermore, the value of domestic M&A transac-
tions was £3.8 billion higher than that of outward 
M&A in 2018. This is only the third year since 2010 
that this occurred; the others being 2016 (by £7.4 
billion) and 2010 (by £0.2 billion).

Final quarter 2018 The annual figures were ac-
companied by those for the final quarter of last 
year. The total value of inward M&A in final quarter 
2018 was £33.3 billion, the highest value since the 
final quarter2016 and is again explained by the one 
large acquisition of 2018 as a whole - the Comcast 
Corporation/Sky Plc deal. 

There were 119 successful inward acquisitions by 
foreign companies in final quarter, a slight increase 
on the 109 reported in the previous quarter.

www.ons.gov.uk/releases/indexofproductionukjanuary2019
www.ons.gov.uk/releases/gdpmonthlyestimateukjanuary2019
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The value of outward M&A was £9.9 billion in the 
final quarter 2018, a 130% increase on the £4.3bil-
lion recorded in the previous quarter.

The total number of outward M&A deals reached 
61 and was similar in number to the 64 recorded 
in the previous quarter.

Domestic M&A was valued at £5.0 billion in final 
quarter 2018, an 85% increase on the £2.7 billion in 
the previous quarter, but similar to the £5.2 billion 
reported in the same quarter a year ago. 

There were 214 successful domestic acquisitions 
involving a change in majority share ownership 
in final quarter 2018, consistent with the numbers 
of domestic M&A deals recorded in each of the 
previous quarters of 2018.

www.ons.gov.uk/businessindustryandtrade/changestobusiness/mergersandacqui-
sitions/bulletins/mergersandacquisitionsinvolvingukcompanies/octobertodecem-
ber2018

Holiday pay campaign 
to raise awareness
The government has launched its first holiday pay 
advertising campaign to raise awareness of rights, 
as part of the modern Industrial Strategy

In the UK 1.8 million people are not receiving the 
holiday pay they are entitled to, resulting in them 
missing out on an estimated £1.8 billion each year. 
And confusion around holiday pay has meant that 
shift workers, people on zero-hour contracts and 
agency workers are missing out on the holiday pay 
they are entitled to.

Much of the UK working population are full-time, 
permanent employees on fixed hours and pay and 

receive the same pay even if they take holiday. 
However, the situation is more complex for people 
who do not have regular hours or do not receive 
the same pay each week or month. 

The lack of knowledge of holiday pay means that 
some workers such as flexible workers, people 
on zero-hour contracts, agency workers, and tem-
porary staff are more at risk of not receiving the 
holiday pay they are entitled to.

Most workers are entitled to 5.6 weeks’ paid holiday 
a year. A week’s pay is worked out according to 
the kind of hours someone works and how they’re 
paid for the hours. This includes full-time, part-time, 
term-time and casual workers.

An employer can include bank holidays as part of 
statutory annual leave.

A worker continues to accrue holiday entitlement 
while they are on sick leave, maternity leave, paren-
tal leave and adoption leave (collectively known as 
"statutory leave"). A worker may request holiday at 
the same time they are on sick leave.

The situation becomes more complicated when a 
worker does not work fixed or regular hours and 
so does not receive the same amount of pay each 
week, month or other pay period. In these circum-
stances an employer should normally look back at 
a worker’s previous 12 paid weeks (known as the 
holiday pay reference period) to calculate what that 
worker should be paid for a week’s leave.

Government guidance is available with worked 
examples and can be consulted by following the 
second link below. 

www.gov.uk/government/news/government-has-launched-its-first-holiday-pay-adver-
tising-campaign

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/
attachment_data/file/781049/holiday-pay-guidance.pdf
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