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KEY FINDINGS

TODAY’S COST-CONSCIOUS
CONSUMER SPENDING TRAITS

S A

CUT-BACK CHRISTMAS: REINING IN SPEND:
When it comes to Christmas, Two-thirds of consumers have cut back
39%?2 plan to spend less this year. non-essential purchases, with 43%’
And nearly half of consumers even making reductions on essential
(46%)? plan to take advantage of items. And people are increasingly
sales and discounts to buy their cutting back on luxuries like holidays,
Christmas gifts this year. eating and going out, and hig-ticket
item purchases to save money.

MIDLIFE CRISIS: LOYALTY ON THE BACKBURNER:

It's the 30-44 group with rising While nearly half (48%])" of consumers
mortgages and families to support that are considering switching brands
have been hit hard. 76%! have cut for more considered buys, 60%1

back on spending, and only 17%? are looking to opt for
have money left qver a:[) t1he end lower-cost brands for
of the month. While 51/lo of essential purchases.
renters have cut essential

spend by up to 15%, for TRADING DOWN:
homeowners, this Between June and September,
rises to 63%. consumers were increasingly opting
to buy cheaper items, shopping at
lower-cost stores, buying less, including
groceries, and buying more second-hand.
|t also saw a fall in the number of people who

said they had not yet cut back4.

KEY TAKEAWAYS

3 AREAS TO FOCUS ON AS THE
COST-OF-LIVING CRISIS BITES

@
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Use your data to understand As buying consideration cycles Keep communicating, so you
changing customer behaviours get longer, focus on more aren't forgotten and focus on
and intentions and recognise upper-funnel activities to support showing the value you bring to
how their purchasing priorities awareness and consideration customers’ lives.
have adjusted. rather than looking to drive

short-term sales.
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