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Headline commentary

Consumer Sentiment Monitor – January 2025

Dr Kris Hamer, Director of Insight | British Retail Consortium 

“As the Government warns of tough times ahead, it is little surprise that the public has
caught the January blues. Consumer confidence in the economy fell to a new low for
the second month, with concerns most pronounced among older generations. Gen Z
(18-27) remain the only group to expect the economy to improve, while two-thirds of
Boomers (60-78) expect things to get worse. Feelings about personal finances fell
back slightly, with older generations remaining the most pessimistic. Expectations of
retail spending and wider spending both fell significantly, though much of this is likely
to be the end of the Christmas period, as people tightened their belts for the new year
ahead.

However, despite the concerning outlook on the economy, nearly half of consumers
either have or intend to spend during the January sales, and British romance will
remain strong, with over half intending to spend for Valentine’s Day, giving retailers
an early boost to sales ahead of the significant cost increases starting in April.



Executive Summary
Consumer Sentiment Monitor – January 2025

A Survey of 2,000 UK consumers weighted to be Nationally Representative. Consumers are surveyed monthly about their financial status, 
shopping behaviours, and other topical issues.

•Consumer outlook towards the UK economy over the next three months reaches its lowest level
(-7pp), continuing its decline since October. However, outlook towards personal finances over the
next three months remains consistent within the same period (since October).

•Meanwhile, perceptions over current personal finances reveal a slight dip (-3pp), despite improving
in December.

•As we exit the festive period, overall spending expectations over the next three months continue to
drop noticeably (-7pp), alongside expected retail spend (-6pp).

•In line with this, saving expectations show an uptick (+2pp), to be at its highest level since July.

•Just over half (53%) of UK consumers have already spent in the January sales and just under half
(44%) still intend to spend.

•Looking ahead to Valentine's Day, over half (54%) are intending to spend with dinner out as the top
spending category.
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Over the next 3 months, do you expect the state of the UK economy to get better or worse? 
Total sample

Q2. Over the next 3 months, do you expect the following to get better or worse? State of the UK economy. Base size (2,000)

Pessimism in the economy rises to its highest level yet, with older generations again the most 
pessimistic.
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Overall NET: -34%

*Some net figures may be impacted by rounding differences

Gen Z +4%
Boomers -63%



What is the best way to describe your current financial situation?
Total sample

Current perceptions of personal finances show a slight dip compared to December.
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Q1. What is the best way to describe your current financial situation? (Base size: 2,000)

*Some net figures may be impacted by rounding differences

Boomers 37%

Gen X 12%

Overall NET: 25%
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Over the next 3 months do you expect your personal finances to get better or worse?
Total sample

Despite more pessimism towards the UK economy this month, outlook towards personal finances 
over the next three months remain the same.
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Q2. Over the next 3 months, do you expect the following to get better or worse? Your Personal Finances. Base size (2,000)

Overall NET: -4%

*Some net figures may be impacted by rounding differences

Boomers 29%

Gen Z 19%
Millennials 19%



Total sample

Overall debt levels remain the same since November, whilst Millennials remain as the most likely 
group to hold debt. 
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What is your perception of the overall level of consumer debt you currently hold? 

8

Q7. What is your perception of the overall level of consumer debt you currently hold? By Ʉconsumer debtɅ we mean any debt used to purchase goods or services for personal 
consumption. This includes bank overdrafts, credit card balances, personal loans etc. but excludes mortgages and student debt . Base size: (2,000)

*Some net figures may be impacted by rounding differences

Millennials 57%
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Total sample

Consumers expect to borrow slightly less than December, whilst Gen Zs remain twice as likely to 
borrow more than the average adult.
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What are your expectations for borrowing over the next 3 months? 

Q6. What are your expectations for borrowing over the next 3 months? Please only think about loans, overdrafts, credit etc. a nd not about mortgages.  By ɄusualɅ we'd like you to think 
about your typical borrowing habits. Base size: (2,000)

Overall NET: -14%

*Some net figures may be impacted by rounding differences

Gen Z 20%
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Total sample

Post-festive season, general spending expectations over the next three months have decreased. 
However, Gen Zs remain as the group most likely to spend more. 
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What do you plan to do in relation to your spending over the next 3 months?

Gen Z 32%

Q3. What do you plan to do in relation to your spending over the next 3 months? By ɄusualɅ we'd like you to think about your typical spending habits. Base size: (2,000)

Overall NET: 4%

*Some net figures may be impacted by rounding differences
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Total sample

As we come out of the high festive spend period, expected retail spend reduces.

Consumer Sentiment Monitor: - January 2025

Reflecting on your retail spend across different categories, overall do you expect to spend more or less on retail items 
over the next 3 months? 

Q10. Reflecting on your retail spend across different categories, overall do you expect to spend more or less on retail items over the next 3 months? Base size: (2,000)
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Overall NET: -9%

*Some net figures may be impacted by rounding differences



Total sample

As spending expectations decline, saving expectations experience a slight uplift. Gen Zs remain as 
the group with the strongest saving intentions over the next three months.
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What are your expectations for saving over the next 3 months? 
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Q5. What are your expectations for saving over the next 3 months? By ɄusualɅ we'd like you to think about your typical savinghabits. Base size (2,000)

Overall NET: -3%

*Some net figures may be impacted by rounding differences

Gen Z 41%
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Decreases are seen in those looking to use food banks, as well as reducing energy use at home and 
purchasing less to reduce outgoing costs over the next three months.

All those who plan to reduce spending

What, if anything, do you plan to do to reduce your outgoing costs over the next 3 months?

Q4. What, if anything, do you plan to do to reduce your outgoing costs over the next 3 months? Please select all that apply. Base size: (462)
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14Consumer Sentiment Monitor: - November 2024

Consumers are still prioritising dining out and leisure travel for non-essential spend. Meanwhile, 
gifting decreases, and small upticks seen for home improvements and fashion.

Total sample

Over the next 3 months, which of the following would you say are your non-essential spending priorities?  

Q8. Non-essential spending is optional / discretionary spend for goods or services that are not necessary for maintaining a mini mum standard of living.  With this in mind, over the 
next 3 months, which of the following would you say are your non -essential spending priorities?  Please select all that apply. Base (2,000)

+2% vs November
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NET expectations for spending over the next three months by category. UK adults continue to 
expect to spend less across all categories apart from food and groceries.

Total sample

What are your expectations for spending on the following retail categories over the next 3 months, compared to the previous 3 months?

15

Q9. What are your expectations for spending on the following retail categories over the next 3 months, compared to the previo us 3 months? Base size: (2,000)

*Some net figures may be impacted by rounding differences
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Ad-hoc
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Q11. Which out the following categories, if any, have you spent on or intend to spend on in this yearɅs January sales?  Please select all that apply. (Base size: 2,000)
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Nearly half of UK consumers intend to spend in the January sales, with groceries and clothing as 
the top categories.

Total Sample



2­­¦ «z J|XJT º­ EJӃX«º «XŻ´ &JÉ ­« *XM³ÄJ³É ǎǑº|2025, which of the following, if anything, do you plan to spend on your partner, family, and or 
friends?  (NEW Jan-25) 
All those intending to spend on ValentineɅs Day
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Q12. Looking ahead to ValentineɅs Day on February 14th2025, which of the following, if anything, do you plan to spend on your partner, family, and or friends? Please select all that a pply. 
(Base size: 1,076)
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Over half of UK consumers are planning to spend on Valentine’s Day, with dinner as the top 
spending category.



Which, if any, of the following do you intend to do for a New Years Resolution as we begin 2025? (NEW Jan-25) 

Consumer Sentiment Monitor: - January 2025

Over half of consumers have 2025 New Year’s resolutions, with eating healthier, exercising and 
saving topping the list.

19

Q13. A New Years Resolution is defined as a firm decision made on New Year's Eve or New Year's Day to do or refrain from doing something over the course of the coming year.  Which, if any, of 
the following do you intend to do for a New Years Resolution as we begin 2025?  Please select all that apply. (Base size: 2,000)
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N/A - I don't intend to make a New Year's resolution



You mentioned that you intend to keep a New Years Resolution for 2025.  Will you be spending more or less on retail items in order to help you 
achieve those goals? (NEW Jan-25) 

Consumer Sentiment Monitor: - January 2025

One in five anticipate spending more on retail to reach their New Year’s resolutions.

20

All those who have a New YearɅs Resolution

Q14. You mentioned that you intend to keep a New Years Resolution for 2025.  Will you be spending more or less on retail items in order to help you achieve those goals? (Base size: 1,082)
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*Some net figures may be impacted by rounding differences

Overall NET: Less10%



In December 2024, the Scottish Budget was announced, which is an annual financial plan created by a government to estimate it s expected revenues and outline its planned expenditures for 
the coming financial year. To what extent, if any, do you feel that it will have an impact on... (Base size: 205)
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To what extent, if any, do you feel that [the Scottish Budget] will have an impact on... (NEW Jan-25) 
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Attitudes towards the Scottish Budget were more likely to be unfavourable across personal 
finances and the Scottish economy, with around three in ten saying it will be negative for both.

21

All Scottish adults

NET: Positive 
17%

*Some net figures may be impacted by rounding differences

NET: Negative 
32%

NET: Positive 
23%

NET: Negative 
29%

NET: -15% NET: -6%



THE BRITISH RETAIL CONSORTIUM

The BRC’s purpose is to make a positive difference to the retail 
industry and the customers it serves, today and in the future.

Retail is an exciting, dynamic and diverse industry which is going 
through a period of profound change. Technology is transforming 
how people shop; costs are increasing; and growth in consumer 
spending is slow.

The BRC is committed to ensuring the industry thrives through 
this period of transformation. We tell the story of retail, work 
with our members to drive positive change and use our expertise 
and influence to create an economic and policy environment that 
enables retail businesses to thrive and consumers to benefit. Our 
membership comprises over 5,000 businesses delivering £180bn 
of retail sales and employing over one and half million employees.

BRITISH RETAIL CONSORTIUM

The Form Rooms 22 Tower Street WC2H 9NS 

+44 (0)20 7854 8900 | info@brc.org.uk | brc.org.uk

British Retail Consortium - a company limited by guarantee   

Registered in England and Wales No. 405720

OPINIUM

Founded in 2007 Opinium is an award-winning strategic insight 
agency built on the belief that in a world of uncertainty and 
complexity, success depends on the ability to stay on pulse of 
what people think, feel and do. Creative and inquisitive, the 
Opinium team is passionate about empowering clients to make 
the decisions that matter.

Opinium works with organisations to define and overcome 
strategic challenges – helping them to get to grips with the world 
in which their brands operate. It uses the right approach and 
methodology to deliver robust insights, strategic counsel and 
targeted recommendations that generate change and positive 
outcomes. 

Opinium’s consultants are experts in political, financial services, 
tech, industrial, healthcare and consumer packaged goods 
research. Opinium was the most accurate research agency in the 
2019 UK General Election, the 2016 London Mayoral Election 
and the EU Referendum.
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