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Introduction

This Christmas nearly two thirds
of consumers plan to spend less
or significantly less than they did
last year.
Welcome to Hudson Sandler’s
Q4 ‘22 Consumer Snapshot,
our quarterly research
of over 1,000 nationally
representative respondents
to test the temperature of UK
consumer sentiment.
A bleak midwinter?
As we enter what’s traditionally known
as the ‘golden quarter’ for retailers,
brands and businesses across the
consumer-facing industries will be
feeling more apprehensive this year
than they have done for some time.
October data from the Office for
National Statistics highlighted that
the scars of the pandemic on the UK
consumer are bigger than previously
feared. As well as facing significant
cross-category price inflation, the UK
consumer is grappling with the pain
of rising energy prices, the prospect
increasing interest rates, and the cloud
of geopolitical instability. Our survey
indicates that rising energy prices are
far and away the issue of greatest
concern to UK consumers right now.

When purse strings tighten, does
sustainability become a luxury?
The short answer is that it depends. 54% of
consumers – with a bias towards women
and Gen-Z – continue to consider the
sustainability of the products they buy as
important to them despite the current cost
of living crisis. 29% of consumers see it as less
important to them than it used to be, whilst
for 18% of consumers (or 22% of over 55-yearolds) sustainability is not an important
consideration right now.

Cause for optimism?
The silver lining of the UK economy right
now is the high level of employment.
Reassuringly only 4% of our respondents are
most concerned about their job security
(most prevalent in the 18–24-year-old age
group at 8%). What’s more, only 2% of our
respondents are most concerned by new
Covid variants, which seems a meaningful
change from this time a year ago.
We hope you find this brief snapshot
interesting and useful. As ever, we would
welcome your feedback or thoughts. We’ll
be back with our next survey - hopefully full
of the hope and optimism of a new year in Q1 2023.

Mindset

Intentions

1

Which topic
concerns you the
most right now?

19%

Rising energy prices – 48%
UK political instability – 15%

of 18-24 year olds
are most worried
about climate
change, vs 9% of
65+ year olds

The war in Ukraine – 14%
Climate change – 10%

54%

Rising interest rates – 9%

of 55-64 year olds
are most worried
about rising energy
prices, compared
to 40% of 25-34
year olds

Job security – 4%
New Covid-19 variants – 2%

2

When it comes
to your Christmas
spending this
year, do you
plan to…

Spend more
than last
year

36%
Spend about
the same as
last year

2%

32%

Spend
significantly
less than
last year

30%
Spend a little
less than last
year

Source: Nationally representative sample of more than 1,000 consumers surveyed on 27.10.2022

42%
of men plan to
spend the same
or more than last
year, compared
to 34% of women

Values

Expectations

3

In the context
of the cost of
living crisis, how
important is it
that the products
you buy are
environmentally
friendly /
sustainable?

4

How important is
it for brands and
retailers to support
customers through
the cost of living
crisis?

Column1
It was never
important to me

18%

40%
It remains very
important to me

14%

It is important
to me now, but
wasn’t before

29%
It is less
important to
me than it
used to be

Very important – 63%

Somewhat important – 29%

Unsure – 5%

Not important – 4%

Source: Nationally representative sample of more than 1,000 consumers surveyed on 27.10.2022

29%

of consumers see
sustainability as less
important to them
than it used to be

47%
18-24 year olds see
sustainability as still
very important to
them, compared to
34% of 65+ year olds

68%
of women believe
it is very important
for brands and
retailers to support,
compared to 55%
of men
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