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Festive Insights
Unwrapped

A clear-eyed look at shopper sentiment, spending plans,
and how merchants can navigate the season.
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The 2025 festive season is taking shape in a cllmate of
ncial strain. UK consumers are continuing to balance rlsmg

Sts, economic uncertainty, and tighter savings - shaping
, when, and where they'll spend.

2 o
- 36% 2370

of UK consumers feel say their stress is higher
financially stressed about than last year (vs. 16% who
festive expenses. feel more secure).

(TOP FINANCTAL PRESSURES:>

cost of 1living

increased bills or debt

reduced savings

(SHOPPERS ARE ADAPTING, NOT ABANDONING THIS SEASON:)

plan to start festive shopping early

will set budgets

plan to save up and spend less
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Tip: Launch compelling offers and flexible payment solutions early in
the season. Capture both “early planners” and “deal seekers” by

malnta|n|0n3|stent promotions through November and D
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Tip: Shoppers expe
BNPL options are pre
store till. Highlight pa
messaging.
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SELF-CARE IS A FESTIVE STAPLE:

78% plan to buy self-care items

367

food & grocery health & beauty home comfort hobbies & creative

KEY DRIVERS:

g Tip: Position self-care products around their emotional value, such as
comfort and stress relief. Framing them as part of a balanced lifestyle
can resonate with customers while complementing seasonal gifting
strategies.
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Convenience
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Reliability
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Emphasise C
g, as well as festive
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