
UK Consumer Pulse
Snapshot
Q1 2025 

Q1 saw an increase in discretionary spend for some categories

Marketplaces +17%
TikTok
TEMU
Vinted

Electricals & Technology +14% 18 – 24 
+27%

Health & Beauty +13% Basket 
size 

Fitness +12% London 
+21%

Universal Retailer +9% M&S
Costco

Media Subscriptions +9% ChatGPT
Google One

Travel & Holiday +8% over 65s 
-4%

Spending data of >100k Snoop customers Jan-Mar 2025 vs PY**

with    health  taking priority for many

17%
of 25-34 say they’ve 
spent more on health 
products over the 
past three months.*

Health is now the 5th highest purchase driver

70%

Price

51%

Quality

28%

Convenience

22%

Loyalty 
benefits

14%

Health 
benefits

Over the past three months, which, if any, of the following have been your top purchasing 
drivers when buying everyday items?*

Where are consumers spending?

Health & Beauty 

+13%
Basket size

Weight loss supplement brands 
take centre stage this quarter.

Winning brands

Juniper, Numan 

Fitness 

+12%
Playtomic

Racket sports take the country by storm. 
Premium brands see high growth.

Winning brands

Third Space, David Lloyd 

Londoners show fastest growth.

Meal Boxes 

+10%
Basket size

18-34 show fastest growth as they embrace 
healthy, convenient prepped meals.

Winning brands

Simmer, Frive

55% of consumers say they are feeling financially secure  

24%
Insecure 30%  

age 35-44

19%

Neither secure or insecure

55%
Secure - 2%

vs December

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

Yet caution remains, as consumers say they have further  
cut back on some categories in the past three months

Where they say they are cutting back... What the spending data says...

Eating out 38% - 4%

Takeaway food 34% - 4%

Clothes and footwear 32% + 3%

Drinking out 28% - 3%

Live entertainment 22% + 4%

Comparing your monthly discretionary spending 
over the past three months to the three months 
previous, which, if any, of the following have you 
been spending less on?* 

Snoop customer spending data 
Jan-Mar 2025 vs PY**

and saving continues to be a priority  

36%
say their perception of the 
economy is making them 
save more

Which, if any, of the following is your perception about the health 
of the UK economy making you do?*

what the spending data says

+30%
Total savings YoY

Snoop customer spending data Jan-Mar 2025 vs PY**

they continue to expect channel choices

14%

Shopping 
more  in-store

13%

Shopping 
more online

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

What would stop them buying online?

42% no free delivery

29% having to 
download an app

22%
age 18 - 34

no drop-off locker 
nearby for returns

and they are still getting to grips with AI…

52%
say they’d prefer to interact 
with a human vs AI

37%
have data privacy concerns

12%
say they’ve had a negative AI experience

What, if anything, is stopping you from using AI?*

But 22%
say they’d be more willing to 
use an AI chatbot if it could 
process returns or provide 
real-time information on 
product availability.  

Which of the following AI-powered features, if available, would make 
you more likely to use chatbots on retailer websites or apps?*

Where should you focus to unlock spending opportunity?

Assess how you are using 
your data, move from overload 
to insight-driven decisions

Use customer insight to balance 
personalised experiences with 
privacy concerns

Identify growing categories for 
potential portfolio diversification

Assess the value of AI as 
part of your wider technology 
strategy and seamless 
commerce experience

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 March 2025
**Snoop spending data YOY Jan-Mar 2025 from transactions of approx.
100k nationally representative users.

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