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With insight into the spending of 24 million UK bank accounts, 

As inflation reaches its highest level in 40 years and the cost of living continues to climb, 
how is this changing the way we shop? 



Our data shows that UK consumers are feeling the pinch with four in five (79%) spending more 
on day-to-day outgoings than they did a year ago – compared to three in four (74%) who said 
the same in March. On average, consumers say their expenditure has increased by almost £40 
(£39.20) a week this year. 



In this special report, we look at the changing way consumers are prioritising their spending. 
From the dominance of discount stores and the rise of second-hand marketplaces, 
to how spend is shifting away from big-ticket items in the home and garden category 
to essentials, to how luxury retail and the high-street are coping with tighter purse strings. 

Cardlytics is committed 
to helping brands understand and respond to the biggest trends and shifts in consumer 
behaviour that may impact or improve their business. 



Introduction

ABOUT THE RESEARCH

Cardlytics State of Spend report is based on insights from*

 UK consumer spend data from 24 million active UK bank accounts. Spending data was 
tracked between Jan 1st – July 31st 2022 and has been compared to the same period 
across previous years

 Consumer polling of 2000 UK adults conducted in partnership with Opinium between 
2nd – 6th of September 2022.

+

+
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Discount stores  
market share

expand

As budgets tighten and customers look for ways to save on the items they want and 
need, there’s an opportunity for discount brands in the home and fashion sectors to 
position themselves as the go-to retailers for value.  


Brands need to ensure that as disposable income dwindles, home and fashion aren’t cut 
out of spending. This can be achieved by lowering price points on ranges or popular 
items and positioning these as small treats that won’t break the bank.  


Brands should also invest in value focused marketing by promoting and improving their 
rewards programs to retain loyal customers and win new ones looking for a bargain. 

Cardlytics analysis

Cashback is one great way that brands can achieve this through rewards and put money 
back in their consumers wallets, helping to save on purchases at a time when every 
penny counts. 

In the face of mounting everyday costs and expenses consumers are turning to 
discount home and fashion retailers with more than half (58%) planning to shop 
more at discount brands.  

Our data shows that spend at discount retail brands rose by 

 as consumers looked to make their money stretch further. 

16%  in the first 6 
months of 2022 compared to 2021, whilst the number of transactions rose 17% 
in the same period,

Discount retailers saw 
 and this trend is likely to become even more pronounced as inflation, energy 

costs and consumer prices continue to rise over the rest of the year and into 2023. 

the largest percentage increase in spend of any retail 
sector

We’ve already seen an acceleration in recent months towards 
 when compared to the two months 

prior (April and May). 

discount retailers 
with spend increasing 14% in June and July
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The  of marketplaces 
and second-hand 

rise

Marketplaces and second-hand goods are seeing a surge in popularity as consumers look for ways 
to make the most of their money and attitudes shift to shopping sustainably. 


 saw a 7% uptick in spend in the first half of 2022   
compared to 2021, with the average number of transactions up 6% in the same time period. 


Increasing numbers of consumers are turning to  not just to find items 
that are more cost conscious, but increasingly to make money through the ‘resale’ economy. 
With tightening purse strings and increasing concerns about the environment, the trend is set 
to continue - our research found:

Second-hand platforms and resale marketplaces

second-hand marketplaces

More than a third (34%) 
of consumers plan to buy more 
second-hand items this year

34% Are planning to buy more 
from marketplaces38%

It’s not just the number of people buying second-hand that’s increasing, the amount spent per 
person has also risen drastically in recent years. In 2019, consumers spent £35.67 on average on 
marketplaces, compared with £207.63 in 2022 – a 482% rise as shopping second-hand has become 
more mainstream. 

Compared withIn 2019, consumers spent

on average on marketplaces rise as shopping second-hand has become more mainstream. 

£207.63 in 2022 – a 482%£35.67

https://www.cardlytics.com/blog/secondhand-marketplace-for-the-conscious-consumer/


4

However, when it comes to retail, particularly fashion, consumers are no longer making purchasing 
decisions just based on price. Sustainability is a core concern for many who are looking for longer-
lasting items that won’t end up in landfill after a few wears. 


environmental reputation has meant increasing numbers 
of eco-conscious consumers are  more sustainable options.

Deserved or debatable, fast fashion’s 

turning toward what are perceived as

1 | Essentials has been classed as all Grocery and all Direct Debit spend.

More brands could learn a thing or two from the astronomic rise of second-hand 
marketplaces. These platforms not only provide great quality items at low price, but they 
also help conscious consumers save from buying new, and with three quarters (74%) 
planning to shop around more for the best deals this year, second-hand marketplaces are 
perfectly positioned for the savvier customer. 


Increasing numbers of retailers are already offering second-hand, upcycled ranges or 
even discounts when you trade in your old items – take ASOS marketplace or Urban 
Outfitters ‘renewal’ range for example. 

Cardlytics analysis

Brands should look to building reward programmes that reflect this shift towards 
second-hand – whether that’s points for returning old items or discounts on end of stock 
goods. This will all serve to drive deeper relationships with customers and show that 
your brand offers consumers a good deal as well as a more sustainable way to shop. 


Spend on online fast fashion brands was 
down 4% for the first half of 2022

Compared to 2021, with the number of 
transactions falling by 16% in the same period. 

Half (47%) 
of consumers say they plan to shop less at fast-fashion brands this year 
and this mindset shift is already impacting spend across the sector.
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The Home and Garden sectors saw bumper levels of spend over the last two years as lockdowns 
fuelled home renovations and purchases on big ticket home and garden items. But our data shows 
this spending has reached its peak as the cost-of-living crisis has forced consumers to readjust 
priorities and scale back spending.


 and as the cost of goods continue to rise, consumers have shifted 
spending away from home and garden retailers. 


Total spend at garden centres was down 15% in June and July compared to the two months prior 
(April and May). While the number of transactions consumers made at garden centres rose 22%  
in the first 6 months of 2022 when compared to 2021, the average transaction value fell 20%. 
This suggests that while consumers remain committed to improving and spending on their outdoor 
space, they are increasingly looking to do so in ways that don’t break the bank.

With the onset of autumn/fall

It is a similar picture in the home and furniture category, spend at high street furniture brands fell 
20% in the first 6 months of the year (Jan-August) compared to the six months prior. The average 
number of transactions at high street furniture stores equally fell 2% in that period, compared to 
2021, while the average transaction value rose 12%.


The looming recession is expected to have a knock-on effect for homeware retailers as these items 
fall further down consumers’ priorities. Spend is likely to decline further over the coming months as 
three quarters:

Home and garden spend has 
reached its  peak

With three in five (61%) consumers planning to cut 
back on big-ticket purchases this year. 61%

Of customers plan to cut-back on non-essential 
spending this year. 72%
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Consumers still want to renovate their homes and outdoor spaces, but this is often 
difficult to do on a budget and can quickly add up. Especially with Christmas around the 
corner, when consumers want to be decking the halls (and garden) but this could come 
at a much higher cost this year as prices rise. 


How can brands still tap into their customer base at this core time of year for retail and 
ensure they don’t lose spending to other retail categories like grocery?


As the build up to Christmas is expected to be earlier than ever before, with consumers 
shopping over a longer period in a bid to save, retailers need to be planning ahead and 
thinking about offering more value ranges, longer term financing options and discount-
driven marketing strategies.  


Cardlytics analysis

Brands that invest in value and loyalty discounts are best placed to retain market share 
over what is set to be a difficult winter period. 

The  for luxury and high 
street retail

outlook

Luxury clothing and high-end fashion brands face an uphill battle to retain customers during 
economic downturns as spend on luxuries such as designer handbags, shoes and outfits is diverted 
to more essential purchases. 


Our research shows as disposable income dwindles and consumers cut back on extravagant 
non-essential items, luxury and designer brands are increasingly being deprioritised. 


Total spend on luxury brands was down 7% in the first 6 months of 2022, compared to 2021, 
while the number of transactions at luxury brands also dropped 10% in the same period. 

This downward pressure on spend looks set to continue with over half

planning to spend less on luxury items this year.

(59%) of consumers
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On the other hand, traditional high street fashion brands are increasingly filling the gap that luxury 
leaves, with both spend at high street fashion brands and transactions up 11% in 2022, compared 
with 2021.  


The average number of transactions at high street fashion brands also increased by 11% in the same 
period, whilst the average transaction value fell 12% indicating that more customers are turning to 
high street retailers but are looking to purchase fewer items at lower price points to save money.  

Often in times of downturn and uncertainty, consumers will look to purchase smaller, 
‘treat’ items as opposed to big ticket purchases. High-street fashion brands are well 
placed to cater to this trend, giving customers access to the latest trends and goods at 
lower prices. With consumers moving away from luxury, there’s a growing opportunity 
for high street retailers to fill consumer demand for those ‘special’ retail treats, without 
breaking the bank. 


Diversifying your ranges to cater for smaller, less expensive items, or offering 
lower-price collaborations so people still have the chance to own a piece from the 
brand at a fraction of the cost could help drive purchases and customer engagement.  


Cardlytics analysis

While almost half plan on switching to cheaper brands 
for clothing and homeware as the cost-of-living bites.48%

As budgets tighten, three in five consumers (58%) 
are planning to search for more discount codes 
online before making purchases.

58%

It’s more important than ever that brands are reaching these consumers 
with tailored offers, especially as we enter the golden quarter for retail. 
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Cardlytics is a digital 

advertising platform in 

banks’ digital channels.

We partner with financial institutions – including Lloyds Banking Group 
and Curve -- to run their banking rewards programs that promote 
customer loyalty and deepen banking relationships. In turn, we have a 
secure view into where and when consumers are spending their money. 
We use these insights to help marketers identify, reach, and influence 
likely buyers at scale, as well as measure the true sales impact of 
marketing campaigns. 

To learn more about how Cardlytics can help your brand, 

visit www.cardlytics.com.

24M
UK bank customers

1 in 3
UK transactions

£350B
annual spend

https://www.cardlytics.com/uk/
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