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The impact of the rising cost of living on
consumer behaviour & considerations for brands
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An eventiul 8 weeks...

Prime Minster #2
. announced

Prime Minister #1
announced

Queen Elizabeth Il passed
away

&% ) Rishi Sunak faces a

Liz Truss pledges hel ITh
Iz Iruss pleag P Wi daunting task!

energy bills

Ending her 70 year reign

Sept Today

Interest rates rise...again Y= =
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Liz Truss resigns

Shortest serving PM in
British history aft just 44
days

Raised to 1.75% in August
and again to 2.25%







you by the “Big 4”7

GROCERIES MORTGAGE / RENT




387

...If we hadn’t have experienced the
pandemic, | would be (even) more
careful with my money now

CONNECTION

SECURITY




...say they have been
personally affected by
the rising cost of living

People have always named children after expensive
things, Mercedes, Dior, Chardonnay.

Next year watch out for Electric, Gas and Petrol.

381Ratwests 25
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Q. How confident do you feel spending money at the moment?
NET: Confident

/6%
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/2% 71% 71%
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83%

/3%

62%
56%
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Families - Boomers
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60%
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Q. Imagine you won £250 today. Which of the following would you do¢

40%

427% O Saveit all

@® Spenditall
(O Mix of both
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...would spend it all!




81%

...nave made changes 10
the way they're living
thelr life

+ 275 v, April
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Q. Which, of the following have you done already?

TOP 8 of those who have made changes

41%

33%

30%

29%

27%

26%

24%
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...of Londoners say after Christmas they'll
save but up until then it's about having fun

+ 48% v. UK

2976

...of Gen L say they have already taken
the rising cost of living seriously

40% v. UK
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...say doing what makes
them happy Is even more
important in times like these

L 6% | ____33%
1 /S m—" v S——
Y-/ S —v / S——
. 5% |  44% |
. 5% |  49% |
| 48% 52% |

| 44% 567 |

| 44T, 56% |

| 43% 57% |
L 42 | 8% |
(. 40 | 60%
. 40 0% 000000000000 |

. 3% 1  b61% |
. 3% | 2% |




LONDONERS: PRIORITIES FAMILIES: PRIORITIES GEN Z : PRIORITIES




i ...have changed their
érgcery habits over the
past few mon’rhs
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Q. How have your grocery habits changed?
Of those who have changed grocery habits

Spend more time in store looking for offers
52%

Write a list & stick to it . 31%
47%

Changed where | do my main shop
35%

Al
Q
D

Shop in store more v. online
31%

Forgo convenience for value
20%

Use "scan and go”
13%

No longer do a weekly shop
13%

Shop more regularly
15%

|

Shop after work
3%

B UK B Londoners Gen / Boomers
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We will have more
people over this
Chrnistmas

| will have a smaller budget
for gifts this year

I'm working this
Chrnstmas i n

..say Christmas will be
different this year

B

60%  63%  68%

Source - Audience Insider Trends 2022 (October - 1,745)



Q. Do you think you'll be spending more, less or the same on the below this Christmas?
Of those who celebrate Christmas

Groceries 23% 51%

1B families

Decorations 43% 46%

Gifts for Adults 33% 53%

Travel 41% 47%

Christmas activities 43% 45%

2

% |

Gifts for Children 24% 61% IREN
% |

2% |

2% |

Less Same B More




Q. To what extent do you agree with these statements?
Of those who celebrate Christmas

: : . . : 55%
| will be buying more joint gifts

50%

: .. 60%
| will be shopping in sales more

62%

| will be doing more in-store shopping

60%

62%
I'm spreading the cost of Christmas by buying bits earlier

65%

B UK B Londoners GenZ Families

-

Source - Audience Insider Trends 2022 (October - 1,745)



ictions have made

W | y0oriant




Q. Where are you going on holiday?
Of those who have a holiday booked for 2023

83%
70%
45%
23%
I .
UK RoW

Europe

B UK B Londoners Families GenZ | Boomers

357

Source - Audience Insider Trends 2022 (October - 1,745)




Q. To what extent do you agree with these statementse
NET: Agree

| will be more careful with my holiday spending

| will spend more time researching holidays now

Package holidays are more appealing now

My expectations of holidays are higher now prices have risen

Cruises are more apealing now

65%

56%

50%

50%

36%




Q. Can you hame any brands that you feel have helped people, aside from cost
saving, during this time?

e Open comms

CcO
op

e Advice & Support

 Helping others

# BARCLAYS

|

Source - Audience Insider Trends 2022 (October - 1,745)



.have noticed benetfits,
aside from cost saving,
from the changes they've
made

/0% /47 68%
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Brand Considerations

Know your customer

Maintain marketing G , Strike now! Promote how gifting

spend. I dersT'O"nsc'j va?hlg O Be part of those moments of feels this Christmas

Brands who continue to our cUstamers are feeling the pleasure that many are As it becomes more of a
advertise in an economic Y J seeking out now and tap info definitive choice for some this

RCOL to ensure messages are the YOLO attitude

downturn, win in the long term on target & strike the right tone

year
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Rising Cost of Living Series
Part 1 - Spring
Part 2 - Autumn




