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  SPENDING POWER

METHODOLOGY

A review of external research and a nationally 
representative survey by PwC of 2,000 consumers 
in September 2025 on how they feel about 
personal finance and spending, including travel 
spend intentions.

Consumer confidence around how much better or
 worse they will be for the year ahead has picked up 
slightly since would-be travel spenders were asked at 
the start of the year. At -5, on balance, there is more 
confidence than that signalled by the long-term average 
balance figure (-14), though consumers are still in 
pessimistic territory. 

In terms of what is playing on consumers’ minds for 
the year ahead, 86% report fears for the UK economy, 
up from 70% in January 2025, while concerns for rising 
costs of everyday goods and services, and job security, 
are also on the rise.  “Confidence is still a bit fragile – 
meaning people continue to be careful and considered 
with spending,” says PwC’s Eleanor Scott.

Turning to their current financial situation, just over 
70% of consumers feel this is “healthy” or “OK”, a 
similar picture to that seen over the last year, though 
21% say their finances are “tight”. In a continuing 
trend, older and higher income consumer groups 
exhibit the highest levels of confidence, those aged 
between 25 and 34 have expressed one of the highest 
increases as the year has progressed. According to 
Asda’s Income Tracker, the divergence in discretionary 
spending between higher and lower income groups is 
widening, with real concerns at the lower end that net 
income is becoming insufficient to pay essential 
household costs. 

But where does this leave travel spending intentions? 
PwC’s latest figures reveal that 30% of consumers think 
they will spend more on holidays next year compared 
with 2025, with a further 37% will keep spending levels 
within travel at around the same. “This is marginally 
less positive than our findings a year ago, when we had 
75% saying they would spend the same or more,” says 
Scott. “But with 17% reporting that they are unsure yet, 
this could change.”

Among those saying they are likely to spend more on 
holidays next year, the main reason is the expectation, 
once again, that holiday costs will rise, but 20% signal 
that they are looking to take more holidays in 2026. 

“There is also evidence of consumers planning to 
trade up their holidays from those they took in 2025, 
such as taking longer holidays, spending more while 
on holiday and holidaying abroad instead of within
 the UK. This is a similar overall picture to last year,” 
Scott confirms.

HOW WOULD YOU DESCRIBE YOUR FINANCIAL SITUATION AT THE MOMENT?

There are variances across consumer groups, with older
and higher income groups the most comfortable

Overall 67% of people say 
they will spend the same or 
more on holidays next year

% of respondents

This report was compiled by Sarah Dennis and produced by 
TTG Media and PwC in December 2025 to coincide with the 
TTG Media Agenda 2025 Winter Breakfast: Scaling peaks 
- or feeling the pinch?, hosted in association with PwC
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“How would you describe your financial situation at the moment?”
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WILL YOU SPEND MORE OR LESS ON 
HOLIDAYS IN 2026 COMPARED WITH 2025?
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Consumer sentiment in the outlook for 
� nances is above long-term average levels…

UK CONSUMER SENTIMENT 
IN OUTLOOK FOR 
HOUSEHOLD FINANCES
Balance of opinion, 2008-2025
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Consumer sentiment in the outlook for finances is above 
long-term average levels…

Notes: 1) Balance of opinion is % of people saying more minus % of people saying less
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Household finances

October 2025

UK consumer sentiment in outlook for household finances
Balance of opinion, 2008-2025

Consumer Outlook
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Overall 67% of people say they will spend the same or more 
on holidays next year

Note: Question wording: Thinking about your total spending on holidays (domestic and international), how much do you expect to 
spend in 2025 compared to 2024? This would include any costs associated with the holiday, such as tickets and accommodation
Source: Strategy& Consumer Survey (Nov 2025)
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15

Will you spend more or less on holidays in 2026 compared with 2025?
% of respondents

9% 21% %9%73 7% 17%

NOT SURE
YET

MUCH
LESS

 A BIT
LESS

ABOUT THE SAME A BIT MOREMUCH
MORE

Travel Trends
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…and there is a growing divergence in discretionary 
income across income levels

October 2025

7
Note: Discretionary income is after paying for essentials such as accommodation, energy, clothing and food
Source: Asda Income Tracker

Disposable income

LOWEST INCOME 
QUINTILE

2ND QUINTILE 3RD QUINTILE 4TH QUINTILE HIGHEST INCOME
QUINTILE

-£74
(-9.5%)

£8
(-17.7%)

£87
(+1.4%)

£282
(+7.7%)

£902
(+6.8%)

Average weekly discretionary income by household income group
£ (YOY growth in brackets), May-25

Consumer Outlook
Economic and geo-political 
worries remain, with 
recent increases in concern 
around in� ation and 
job security

There is a growing divergence 
in discretionary income across 
income levels

CONCERN ABOUT THE ECONOMY 
AND FINANCES

AVERAGE WEEKLY DISCRETIONARY 
INCOME BY HOUSEHOLD INCOME GROUP

% concerned about these issues over the next 12 months

£ (YOY growth in brackets). Source: Asda Income Tracker
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Economic and geo-political worries remain, with recent 
increases in concern around inflation and job security

Source: PwC Consumer Sentiment Surveys

October 2025

13

Household finances

Concern about the economy and finances
% concerned about these issues over the next 12 months, Jan-Sep 2025

THE UK ECONOMY THE RISING COST 
OF EVERYDAY GOODS

AND SERVICES

HOUSEHOLD 
EARNINGS 

MORTGAGE 
REPAYMENTS

OR RENT GOING UP

JOB SECURITY 
OR JOB 

PROSPECTS 

70%

86%

78%

85%

59% 59%

41% 40%
36% 37%

Consumer Outlook

JAN-25 SEP-25

Strategy&

Economic and geo-political worries remain, with recent 
increases in concern around inflation and job security

Source: PwC Consumer Sentiment Surveys

October 2025

13

Household finances

Concern about the economy and finances
% concerned about these issues over the next 12 months, Jan-Sep 2025

THE UK ECONOMY THE RISING COST 
OF EVERYDAY GOODS

AND SERVICES

HOUSEHOLD 
EARNINGS 

MORTGAGE 
REPAYMENTS

OR RENT GOING UP

JOB SECURITY 
OR JOB 

PROSPECTS 

70%

86%

78%

85%

59% 59%

41% 40%
36% 37%

Consumer Outlook

JAN-25 SEP-25



METHODOLOGY

PwC survey of 2,000 consumers in 
November 2025, asking about travel 
spending intentions and priorities in 2026.

Affordability is the top decision making factor 
when it comes to booking holidays, cited by 56% 
of consumers, significantly ahead of relaxation, 
ease of travel to a destination and the weather or 
climate while there. In fact, the top barriers 
consumers say they face for travelling 
internationally are affordability related, with 38% 
saying that high holiday costs are their main 
barrier to travel, and 20% pointing to concerns 
over household finances. 

“Consumers may be basing their views on their 
experience of holidays this year, but there are 
also concerns over safety and potential travel 
disruption. These are affecting a significant 
proportion of consumers, so it’s worth travel 
businesses bearing this in mind with 
communication to customers,” says PwC’s 
Eleanor Scott. 

Travel businesses should plan for peaks, but 
the trend towards booking late is on the rise. 
While 19% of consumers revealed they are most 
likely to book their 2026 summer holiday between 
January and March next year, more than a fifth 
are likely to book between April and August.

“We can expect around 20% of travellers to 
have booked a summer holiday for 2026 by the 
end of this year, but, including those that are not 
yet sure when they’ll book, more than 60% are 
potentially going to book late, so there could be 
more late bookings next year versus this year,” 
says Scott.

Among those looking to book late, while 
around a quarter said they normally do this, more 
than one in five revealed that they anticipate 
price drops or last minute deals if they wait. This, 
coupled with marketing messages around value 
and special offers being the most likely to draw 
their attention, signals that discounting may be 
on the cards. Nearly four in 10 consumers said 
money-off promotions would encourage them to 
use a travel company, while inclusions of free 
extras or upgrades would be a draw for about a 
quarter of travellers.

Meanwhile, nearly eight in 10 consumers are 
turning to social media for inspiration, 
destination research and researching experiences 
within destinations. Nearly half however, said 
they use it to buy travel directly. 

“This isn’t possible in most instances so the fact 
people think this is what they’re doing potentially 
signals the demand, and we expect this will 
develop in various ways over the coming years,” 
Scott notes. 

WHEN DO YOU PLAN TO BOOK A SUMMER HOLIDAY FOR 2026?
% of respondents

A large proportion of people could book holidays late 
next year, more than for this year

WHAT DISCOUNTS OR PROMOTIONS, 
IF ANY, WOULD ENCOURAGE YOU TO 
BOOK A HOLIDAY?
% of respondents

WHAT, IF ANYTHING, 
ARE THE BIGGEST 
BARRIERS TO 
YOU TRAVELLING 
INTERNATIONALLY 
AT THE MOMENT?
% of respondents

A range of types 
of promotions 
are appealing to 
consumers, including 
discounts, upgrades 
and exclusive o� ers 

There are a number of barriers to travelling 
internationally, including cost and safety concerns 

  CONSUMER
  TRAVEL SURVEY

YOU MENTIONED YOU 
USE SOCIAL MEDIA TO 
RESEARCH HOLIDAYS. 
HOW OFTEN, IF AT ALL, 
DO YOU USE IT FOR THE 
FOLLOWING ACTIVITIES?  
% of respondents 

WHAT ARE THE MOST IMPORTANT FACTORS INFLUENCING 
YOUR HOLIDAY CHOICE AT THE MOMENT?
% of respondents

Social media is being used for lots of 
reasons including to get holiday inspiration, 
research options and � nd travel deals

Cost is a key decision factor for holidays 
at the moment, along with the experience 
and ease of travelling

Strategy&

A range of types of promotions are appealing to consumers,
including discounts, upgrades and exclusive offers 

December 2024

26Source: Strategy& Consumer Survey (Nov 2025)

What discounts or promotions, if any, would encourage you to book with a travel company? 
% of respondents (select up to 3)

38%

26%

24%

24%

22%

18%

14%

9%

MONEY OFF

FREE / DISCOUNTED UPGRADES

FREE EXTRAS

LAST MINUTE DEALS

EARLY BIRD DISCOUNTS

SPECIAL OFFERS (E.G. BLACK FRIDAY)

LOYALTY MEMBER OFFERS

REPEAT BOOKING OFFERS

Strategy&

There remain a number of barriers to travelling 
internationally, including cost and safety concerns 

June 2025

21

What, if anything, are the biggest barriers to you travelling internationally at the moment?
% of respondents

Source: Strategy& Consumer Survey (Nov 2025)

38%

20%

14%

13%

13%

12%

12%

10%

10%

9%

9%

8%

7%

10%

THE COST OF HOLIDAYS BEING HIGH

CONCERN OVER HOUSEHOLD FINANCES

CONCERN OVER THE SAFETY OF TRAVELLING INTERNATIONALLY

CONCERN OVER CONFLICTS

CONCERN OVER DISRUPTION CAUSED BY AIRPORT DELAYS

CONCERN OVER GEOPOLITICAL EVENTS

NEW ENTRY REQUIREMENTS FOR UK 
HOLIDAYMAKERS (EES/ETIAS)

CONCERN OVER EXTREME WEATHER IN DESTINATIONS

CONCERN OVER THE AIRLINE CANCELLING FLIGHTS

THE WEAKNESS OF THE POUND

CONCERN OVER GETTING A REFUND IF IT IS CANCELLED

CONCERN OVER THE ABILITY TO PAY THE BALANCE
OF HOLIDAY COST BEFORE THE TRAVEL DATE

LACK OF AVAILABILITY WHERE I WANT TO GO

CONCERN OVER ANTI-TOURIST PROTESTS

FEAR / CONCERN

TRAVEL DISRUPTION

COST

Travel Trends

SOMETIMES
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Social media is being used for lots of reasons including to get 
holiday inspiration, research options and find travel deals

December 2024

30

You mentioned you use social media to research holidays. How often, if at all, do you use it for the following activities?  
% of respondents 

23%

27%

22%

18%

17%

13%

12%

12%

56%

51%

56%

52%

53%

49%

46%

37%

7%

8%

6%

7%

9%

7%

9%

9%

14%

13%

16%

23%

21%

31%

33%

42%

GET HOLIDAY INSPIRATION

RESEARCH DESTINATIONS

RESEARCH EXPERIENCES AND 
THINGS TO DO IN DESTINATIONS

FIND TRAVEL DEALS OR SPECIAL OFFERS

RESEARCH HOLIDAY COMPANIES 
(E.G. TOUR OPERATORS, HOTELS)

SEE WHAT TYPES OF PEOPLE TRAVEL 
WITH SPECIFIC HOLIDAY COMPANIES

COMMUNICATE WITH TRAVEL COMPANIES

BUY TRAVEL (E.G. FLIGHT, HOTEL, HOLIDAY 
PACKAGE) DIRECTLY IN SOCIAL MEDIA

SOMETIMES/
ALL THE TIME 

79%

78%

78%

70%

70%

62%

58%

49%

ALL THE TIME NOT AT ALLNOT YET BUT WILL DO IN FUTURE 

Note: % of those who use social media to research holidays
Source: Strategy& Consumer Survey (Nov 2025)
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Cost is a key decision factor for holidays at the moment, 
along with the experience and ease of travelling there

June 2025

24
Note: Excludes those not taking a holiday this year
Source: Strategy& Consumer Survey (Nov 2025)

What are the most important factors influencing your holiday choice at the moment? 
% of respondents (select up to 3) 

56%

28%

27%

26%

15%

15%

13%

13%

12%

6%

4%

13%

COST / AFFORDABILITY

RELAXATION / STRESS REDUCTION

EASE OF TRAVEL (E.G. ABLE TO DRIVE, 
DIRECT FLIGHTS, SHORT FLIGHT TIMES)

DESTINATION WEATHER

FAMILY-FRIENDLY OPTIONS

DESIRE FOR ADVENTURE OR 
NEW EXPERIENCES

AVOIDING CROWDS

TIME AVAILABILITY

SAFETY CONCERNS

ENVIRONMENTAL OR ETHICAL 
CONSIDERATIONS

OTHER

NOT SURE

Travel Trends

CONVENIENCE

OTHER

COST

EXPERIENCE
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Note: % of those who use social media to research holidays
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A large proportion of people could book holidays late next 
year, more than for this year

Note: excludes people not planning to take a summer holiday this year 
Source: Strategy& Consumer Survey (Nov 2025)
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When do you plan to book a summer holiday for 2026?
% of respondents

13%

7%

19%

15%

8%

22%

17%

I HAVE ALREADY BOOKED 
A SUMMER HOLIDAY

NOVEMBER-DECEMBER

JANUARY-MARCH

APRIL-JUNE

JULY-AUGUST

I HAVEN’T YET DECIDED IF I WILL 
GO ON HOLIDAY NEXT SUMMER

DON’T KNOW

Booking 
late

Booking 
early

Travel Trends

-1%

-1%

-4%

1%

1%

5%

-1%

Ppt change 
versus last year


