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Q2 saw an increase in discretionary spend 
for some categories

Where they say they What the spending 
are cutting back… data says**…

Health & 
Beauty

Eating out

Takeaway food

Clothes and 
footwear

Drinking out

Live entertainment

38% -2%

33% -1%

31% 0%

29% -6%

23% +7%

Boots

Numan

Myjuniper

+0.05

+11%

Marketplaces

TikTok

Temu

Vinted

+0.17

+10%

Furniture & 
Homewares

The Range

IKEA

+0.12

+10%

Media 
Subscriptions

Netflix

Microsoft

+0.26

+10%

Universal 
Retailer

Amazon

Argos

Costco

+0.36

+8%

Travel & 
Holiday

Age 55-64 
fastest growing

+0.38

+8%

Change in share 
of wallet (pts)

Discretionary spending data of >130k Snoop customers Apr-Jun 2025 vs PY**

as 58% of consumers say they are feeling financially secure 

27% age 45-54

+22%

Insecure

+18%

Neither

+3% vs March

+58%

Secure

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

Yet spending on larger purchases remains muted for many

1 in 10
say they can spend freely 
on whatever they choose

17%  of age 25-34

1/3
say they can spend 
freely but have to plan 
larger purchases

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

3 in 10
say they are deferring 
large purchases

4 in 10  age 45-54

Is your perception about the current health 
of the UK economy making you do any of 
the following?*

…and savvy shopping behaviours remain

higher
for age 
25-34

1/3 saving 
more as a 
contingency

higher
for age 
25-34

2 in 10 less 
inclined to 
leave current 
employment 

buying more 
on promo

23%

using loyalty 
schemes more 
for lower prices

22%

buying more 
own brand

22%

of age 25-34 
using BNPL less

21%

Some say they have cut back on certain categories

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?*

Yet summer spending is on the cards for many!

7 out of 10 
people say they will take a holiday this summer

3 out of 10 
will stay in the UK 

7 out of 10 
people say they will buy new items 
for their holidays

4 in 10 
will buy clothing

1/4 will 
buy footwear

But 3/4 are trying to reduce 
the cost of their holiday

26% going on holiday 
during term-time

20% going for fewer nights

19% going self-catering

17% using a lower-cost airline

1/4
say they don’t want 
to take a holiday 
this year

What the spending data says…

Airlines

British Airways

Jet 2

+8%

Cruises

95th income 
percentile 
fastest growing

+3%

Ferries

Increase in 
customers and 
average transaction 
value (ATV)

+33%

Hotels

Center Parcs

+5%

Travel Agents

Increase in customers 
and frequency

Decrease in ATV

+9%

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

Adapt to changes in consumer 
value perceptions depending 
on their mission

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 June 2025
**Snoop spending data YOY Apr-Jun 2025 from transactions of approx.
130k nationally representative users.

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