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The British Population Survey / The British Marketing Survey 
 
The Survey 
 
The Br i t ish Populat ion Survey conducts between 6,000 and 8,000 face to face interv iews per month,  
wi th nat ional ly representat ive samples of  the adul t  populat ion.  The ful l  data sets are publ ished with in 
a couple of  weeks of  the end of  each month,  in a format which permits easy access and ful l  
interrogat ion and analysis.  
 
Within th is Survey,  an indiv idual  wave of  1,000 interv iews is selected, usual ly in the second week of  
the month.  An addi t ional  set  of  quest ions is posed to these respondents to create The Br i t ish 
Market ing Survey.  
 
   
For fu l l  detai ls  of  both The Br i t ish Populat ion Survey and The Br i t ish Market ing Survey,  and to 
obtain the FREE ini t ia l  download of  the analysis sof tware,  and the fu l l  databases for the year 
2008,  please vis i t  the websi te at    www.thebps.co.uk 
 
 

Datasheet Topic 
 
This datasheet is  based around one key quest ion f rom The Br i t ish Market ing Survey:-  

1 Thinking about your overall  f inancial  situation at present,  how do you think it  is l ikely 
to have changed, i f  at  al l ,  in three months t ime? 

The response opt ions were:-  
a)  Much better than now 
b) Better than now 
c) About the same as now 
d) Worse than now 
e) Much worse than now  
f )  Don’ t  know 

 
In the analysis charts throughout th is datasheet,  we have amalgamated responses a) and b) as 
general ly ‘Better ’ ,  and amalgamated responses d)  and e) as general ly ‘Worse’ .  
 
The charts in th is datasheet are al l  based on the responses received to th is quest ion in the survey 
waves conducted in January,  February and March 2010. The total  number of  respondents was 2,973, 
made up of  1,008 in January,  997 in February and 968 in March. 
 
 

Datasheet Content 
 
This datasheet is  NOT intended as an ‘ insight  report ’  but  as a s imple presentat ion of  some 
interest ing facts emerging f rom the Survey.   
The f i rst  chart  shows the ful l  set  of  responses as percentages of  the total  populat ion.  
The subsequent charts show a var iety of  ‘cross-sect ion’  v iews of  the populat ion,  and how the 
di f ferent categor ies have responded. In each case we show the percentage of  responses to the 
three key  points of  ‘Better ’  ‘The Same’ and ‘Worse’ ,  and then show an ‘expanded’  chart  of  just  
the ‘Better ’  and ‘Worse’  in each case for ease of  ident i fy ing the key di f ferences amongst  the 
categor ies.  
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FINANCIAL PROSPECTS
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Afterthoughts 
 
 
The ‘Financial  Prospects ’  quest ion was added to The Br i t ish Market ing Survey this year to lend 
further ins ight  into the analys is of  responses to market ing,  and purchase intent ions.  However i t  has 
quick ly become apparent that  th is quest ion is proving to be of  some signi f icant interest  to many other 
f ie lds of  use of  both the current surveys.  
 
With this in mind we have decided to share th is informat ion in our usual  way -  v ia a ‘datasheet ’ .  
 
Those already fami l iar  wi th our datasheets wi l l  be aware that  we do not  use these as ‘ insight  tools ’ ,  
but  purely as a way of  del iver ing data to help those who wish to of fer interpretat ion in their  own way. 
 
However we of ten provide our own l i t t le ‘Af terthoughts’  where we might  spot something which 
appears ‘counter- intu i t ive’  to our own expectat ions,  or perhaps where ‘out l ines’  can be seen f rom our 
own int imate knowledge of  the Survey and analysis tools.  
 
Al though this type of  topic would not  normal ly at t ract  an ‘Af terthought ’ ,  we did not ice the dist inct  
correlat ion between decreasing opt imism and increasing age, alongside opt imism decreasing with the 
increasing age of  chi ldren in the household!  
We also note that  out  of  a l l  the var iety of  categor ies we look at  in the datasheet,  the only category 
where ‘Better ’  r ises above 30% is ‘Jobseekers’  . . .… things can only get  bet ter? 
Plus,  of  course,  i t ’s  s t i l l  good to see the innate opt imism of the young and single………..!  
 
We hope that  th is ser ies of  charts wi l l  prove to be useful .   
 
The Br i t ish Populat ion Survey 
March 2010. 

 


