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Q3 sawanincreaseindiscretionary spend for some categories
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Yet 44% of consumers don't expect their financial security to change over
the next 6 months

No more or
less secure

44%

Less secure More secure
65+ year olds 25-34 year olds
feel less secure feel more secure

Looking ahead to the next & months, how do you expect your feeling of financial security to change?*
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] Unsurprisingly, price remains the primary decision driver for most...
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Less important for

:A 8-24 y(;artz')lds 22% 5%
lore important for . h
45-55 year olds Quality Convenience

So far in 2024, what has been your top consideration when purchasing goods and services?*

...and savvy shopping hehaviours continue

Buying more own brand/value Buying more on promotion Making use of loyalty schemes

33%)  3%) | 31%

Things consumers say they have done more of when shopping in 2024*
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How and where consumers are huying continues to evolve...
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With more
use of credit @

Buy Now o Credit
Pay Later Card Usage
all ages up,
18-24 year olds
0 fastest growing 0
Snoop customer spending data Jul-Sep 2024 vs PY**
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channels
1in 5 have Have discovered products have used have used an
purchased or browsed more via social media click and online chat function
more in-store (even more for collect more (but 8% have spoken

25-34 year olds) to staff in-store more)

Things consumers say they have done more of when shopping in 2024*
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Despite a focus onprice, some say they'llpay more for better guality
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Fresh Produce Travel / Holiday Clothing

In which, if any, of the following categories would you be most willing to spend more if it meant receiving a higher quality product’ service?*
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.and theyhave stillbeen treating themselves

o é Some of the ‘treat’ winners...

22% 21% easyJet

(1]
Holiday/weekend Meal Out Sweet treats

break at home & Girbnb

Vinted
1% wagamama

il M&S

In which, if any, of the following ways have you ‘treated yourseif so far in 20247* Spending data of >100k Snoop customers Jul-Sep 2024 vs PY*

Our predictions for 04
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. Continued E argeted promotions
PR strong performance ISR to drive footfall and
PR forelectronics  ARNCEEEEY halo spending
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Intrigued? Getintouch to receive our full spending report.
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4 Linda Ellett *KPMG survey of 3000 nationally representative UK consumers in September 2024.

Head of Consumer, Retail & Leisure **Snoop spending data YOY Jul-Sept 2024 from transactions of approx.
i KPMG in the UK 100k nationally representative users.

E: linda.ellett@kpmg.co.uk https:/iwww.kpmg.com/uk/consumer
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