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Q4 saw an increase in discretionary spend for some categories

Online Marketplaces +20%
TikTok
TEMU
Vinted

Electricals & Technology +14%
Midlands 

region 
+30%

Travel/holiday +14% Cruises 
+20% 

Experiences +13%
MyVue

ODEON

cineworld

Universal Retailer +11%
amazon

M&S

Health & Beauty +11% Age 18-24 
+15%

Clothing +8% Basket 
size Customers

NEXT
SHEIN

Spending data of >100k Snoop customers Oct-Dec 2024 vs PY**

as 57% of consumers say they are feeling financially secure

21%
Neither secure 
or insecure

57%

Secure 63% for ages 25-34 
and 65+

21%
Insecure

30%  
for age 45-54 year olds

How secure or insecure do you currently feel about your financial security?* 

and half describe their situation as ‘confident’ or ‘comfortable’  

Confident  
I spend freely each month on whatever 
I choose. (20% for age 25 -34) 11%
Comfortable
I spend freely each month, but have 
to plan larger purchases. 39%
Managing
I budget discretionary spending 
each month. 32%
Impacted
I limit discretionary spend to pay 
for essential costs. 13%
Troubled
I am unable to pay essential bills 
or incurring debt in order to do so. 3%

Which, if any, of the following best describes your current financial situation?*

Consumers bolstered their Q4 spending with credit,  
but many also focused on saving

Savings Buy Now 
Pay Later 

Credit card 
usage 

Spending data of >100k Snoop customers Oct-Dec 2024 vs PY**

and savvy shopping behaviours continued  
Buying more 
on promotion

24%

Making use of 
loyalty schemes

23%

Buying more 
own brand/value 

21%

Plus

24%
of age 18-24 buying 
more pre-owned goods 
(vs 12% total)

Comparing when you were shopping over the past three months to the three months previous which, if any, of the following did you do more of?*

Looking ahead,  price will remain the primary decision driver for most

2

3

Price less important for age 25-34

more important for age 45-64  

Quality

Convenience

1

more important for age 25-34  

In 2025, which, if any, of the following will be your top purchasing drivers?* 

Consumers say they will be triggered to spend in 2025 by

39%
A wage increase

30%
Retailer promotional events

45% for age 18-24

30%
A bonus

23%
Improved retailer 
loyalty scheme prices

In 2025, which, if any, of the following would make you more inclined to spend more money on the things you want to buy compared to 2024?*

and many have ‘big ticket’ purchases planned for the year

39% Holiday

21% Minor home 
improvements

14% Major home
improvements

14% Home appliances

13% Furniture

In 2025, which, if any, of the following ‘big ticket’ items do you plan 
to spend on?* 

with some  
getting started  
on these in Q4...

Spending increases Q4 vs PY:

+ 14%
Travel/holidays

+ 6%
Home  
improvements

+ 7%
Homewares  
& furniture

Spending data of >100k Snoop customers Oct-Dec 2024 vs PY**

Health & fitness trends look set to continue as consumers  
make their new year’s resolutions...

29%
Eat more healthily 

28%
Exercise more

‘Fitness’ +9% in Q4 spending data** 

25%
Save more 

48% age 18-24 

What will be your New Year’s Resolutions for 2025, if any?* 

so what should yours be to win this year?
Utilise your data to help 

define trade-offs; ensure 

an end-to-end view of your 

customer & operations 

Investigate new revenue 

streams such as retail 

media or real estate

Win savvy consumers’ 

spend with a focus on 

delivering value for money

Invest in a seamless 

customer experience  

across all touchpoints

Intrigued? Get in touch to receive our full spending report

Linda Ellett

Head of Consumer, Retail & Leisure
KPMG in the UK
E: linda.ellett@kpmg.co.uk

*KPMG survey of 3000 nationally representative UK consumers in December 2024
**Snoop spending data YOY Oct-Dec 2024 from transactions of approx. 
100k nationally representative users.

https://www.kpmg.com/uk/consumer
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