
COVID-19 this year continued to impact 
consumers’ finances

-64% -60%

Consumers are still spending less in certain categories, particularly:

-50%

Luxury goods Home improvement

30%
have more disposable
income compared to 
the start of the 
pandemic.

66%
of people said their 
spending plans 
were affected by 
COVID-19.

Millennials and Gen Z have been disproportionately
affected.

77%
say the pandemic has impacted 
their spending plans.

Many have changed the way they spend for good, 
but are still planning big ticket purchases (£500+)

now say they have 
changed their spending 
habits for good. 

35%

47%
say they plan to
save extra cash

15%
say they are planning to make 
a large puchase (£500+)

Of those who said they have 
more disposable income:

51% 
are planning to make 
high value (£500+) 
purchases in the next six 
months as lockdown 
restrictions lift. 

The shift 
to online has 
been accelerated

57%
of respondents say they are 
likely to make a high value 
purchase (£500+) online 
now certain restrictions 
have been lifted.

62% 
of consumers have some 
confidence in shopping 
in-store, up from 55% in 
July 2020.

72%
of those who say they are 
“not-confident” shopping
 in-store don’t feel people 
will stick to social distancing”.

Retail finance continues to provide 
compelling motivators for purchase whether 
online or in-store

The vaccine and social distancing have 
improved consumer confidence

48% 
of people said their 
preferred payment method 
had changed over the 
last 12 months.

33% with saying it
was because they had 
grown to favour something 
that could fit in with 
their monthly budgeting.

53%
of respondents said they 
would be more likely to 
take out retail finance if 
it reduced the need for 
physical contact. 

41%
of respondents said being 
able to spread the cost into 
fixed monthly payments 
when buying a high value 
item (£500+) would make 
them more able to buy.

61%
of consumers said having 
0% interest would make 
them more able to buy.
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25%
said stores being more active in 
enforcing distancing rules would 
impact their confidence too.

28%
of people said they’d be more 
confident shopping in-store once 
more people are vaccinated.

69%
said they would feel more 
confident once they themselves 
have been vaccinated.

76%
of people said the unprecedented 
national effort to roll out the 
vaccine has made them more 
confident going out shopping.
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