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In this special report, we look at how the cost-of-living crisis is impacting consumer spend.  
This includes deep dives into the Fuel & Energy, Grocery, Travel and Dining industries. 



As the UK faces some of the biggest inflationary headwinds in a generation, we have combined 
Cardlytics’ purchase intelligence with consumer polling of UK adults to offer insight on the key 
issues facing customers and how brands across these sectors can respond.  



With an unparalleled view of UK spending habits, covering  bank accounts,  

. Cardlytics can enable 
brands to support their customers through the cost-of-living crisis by utilising banking channels 
and purchase insights to offer personalised rewards, offers and cashback when they need it most.  

24 million UK
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



2022 is set to mark the biggest fall in living standards since the 1950s as pressures from increasing 
inflation, supply chain issues, geopolitical conflict and wider scarcity of resources have meant that 
the price of everyday essentials is on the up. 


At the same time, as prices rise, many consumers are shifting their spending habits away from 
luxuries such as holidays and eating out, towards essentials such as groceries and energy bills. 


The rising cost of living will demand brands to think and behave differently as the pressures on  
their customers intensify.

Consumers estimate that their 
weekly spending is 

 with those in 
London reporting an average 
increase of £50.

up by £40, 
on average,

These figures could amount to an annual 
 on average 

across the nation.
increase in spending of £2,080

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

Total spend on essentials1 grew 
by , 
with the average transaction 
value rising 10% in this time 
(from £47.77 to £50.28).

7% between 2020 and 2022
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STATE OF SPEND REPORT

The Cost-of-Living Outlook

Three quarters of Brits 

 on day-to-day 
outgoings than they did 
a year ago.

(74%) are now spending 
more

As prices continue to rise, two thirds, or

 on non-essential spending. 

 
65%, of Britons agree that they will be 
cutting back

As the cost-of-living continues to increase, consumers mindsets are shifting with 
spending likely to decrease across non-essentials. Brands across all categories are 
caught in the middle and are faced with a difficult question – whether to pass increasing 
costs onto consumers or protect their bottom lines. 




Cardlytics analysis

The third option, however, would be for brands 
 At a time when prices continue to rise, consumers are likely to build 

brand affinity for those that offer support, discounts, and rewards on the items they 
need the most.

to invest to build brand loyalty and 
attract customers.
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INDUSTRY DEEP DIVES

Ongoing supply chain disruption coupled with an increase in the energy price cap - the maximum 
price suppliers can charge households – has led to energy bills and fuel prices skyrocketing. Four in 
five consumers have reported a rise in the cost of their energy bills whilst 79% have seen an 
increase in their fuel costs compared to a year ago. As a result of this, consumers are seeking new 
ways to save with three quarters saying they plan to reduce their energy consumption this year. 

The average annual spend 
per customer on energy 

Between 2021 and 2022:

grew by 15% 

The average transaction 
value rose 20%, from

£73.50 to £88.42

Energy

A. Fuel & Energy
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Total spend on petrol

versus 4.4% between 
2020 and 2022 

Fuel

rose by 56% 
between 2021 and 2022

The costs for fuel and energy are 
only expected to rise this year with 
revisions to the price cap expected 
in October and increasing 
inflationary pressures and supply 
constraints driving prices up. As 
customers experience the full force 
of these increases with climbing 
bills and skyrocketing petrol prices, 
they’ll be looking for discounts and 
rewards to save money wherever 
possible. 


There’s an opportunity for brands to 
both support their customers at a 
time when they need it the most, 
whilst also incentivising purchase 
habits and building longer-term 
brand loyalty through tailoring 
offers to customers needs. 


Utility, energy and fuel brands need 
to personalise offers to a 
consumer’s search and spend 
history to ensure they are targeting 
the right consumer with the most 
relevant offer.


Brands also need to make the most 
of the channels that consumers are 
already operating in. 


Cardlytics analysis

55% of consumers plan to use 
offers in their banking app more 
frequently, so brands should utilise 
this platform to share rewards and 
drive purchase intent.

Average spend per customer on petrol

versus 7.3% rise 
between 2020 and 2022 

rose 21%

The average transaction value

versus 4.1% from £22.28 to £23.20 
from 2020 to 2022 

rose 21% from £19.17 to £23.20

This will largely have been driven by 
the impacts of the pandemic and 
subsequent lockdowns.

between 2021 and 2022

between 2021 and 2022
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Supermarket shelves are one of the most noticeable casualties of cost inflation. Grocery prices have 
reached their highest level in a decade with the price of supermarket staples like pasta, tinned tomatoes 
and strawberry jam increasing by around eight percent in just one year2. 


Our data shows that consumers are increasingly feeling the pinch when it comes to putting food on 
their table and are clawing back their spending as a result. Nine in 10 have reported a rise in the cost of 
their weekly shop leading to an increasing number of consumers (56%) turning to cheaper brands to 
make their money go further. 


We’re also seeing a shift towards discount supermarkets and cutbacks on non-essential items as 
consumers look to keep costs down. 


At the same time, customers are on the hunt for bargain deals and discounts to help keep the price of 
their everyday items as low as possible. Seventy three percent of consumers plan to shop around more 
for the best deals this year and 58% plan to use price comparison sites more to find the best deals.


Spend across supermarket types:

2 | https://www.bbc.co.uk/news/business-60290236

Big four:  between 2021 and 2022, while the average transaction value fell 7%
dropped 9% from £27.58 to £25.16

Convenience:  between 2021 and 2022, while the average transaction  
value 

fell 8%
fell 9% from £12.46 to £11.32

Discounters:  between 2021 and 2022, while the average 
transaction value . 

There was no change
fell 7% from £27.02 to £22.75

INDUSTRY  DEEP  D IVES

B. Grocery

Total spend  
on grocery

While the average 
transaction value

This signals both that customers 
are cutting back on spend  
to focus on essentials, and a  
return to pre-pandemic basket  
sizes despite price increases.

fell 5% 
 fell 9% 

between 2021 and 2022 from £24.77 to £22.52

https://www.bbc.co.uk/news/business-60290236
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YoY Change in Grocery Spend

-8%

Convenience

-7%

BIG FOUR

0%

DISCOUNTER

The weekly shop is often where consumers are feeling their purse strings tighten the 
most with obvious hikes in the price of everyday items. 


For grocery brands tackling rising inflation, restrictions in supply chains and increased 
operating costs, it can be easy to pass these onto consumers in the price of items. 


However, investing in price now when budgets are tight will help grocery brands to build 
loyalty amongst customers and win in the longer-term. 




Cardlytics analysis

By offering consumers rewards, cash back and loyalty offers, not only does it show  
they 

 
understand their customer bases needs but also that they can support their  

individual situations.
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Uncertainty and ever-changing travel restrictions over the past couple of years have meant that 
many have had to forego their normal holidays. This has led to demand for holidays skyrocketing  
as restrictions lifted, driving an increase in spend on holidays and an uptick in the number of trips 
people are taking. 


However, the cost of these holidays is on the rise as operators look to claw back the losses of last 
year. At the same time, rising fuel prices, and flight cancellations caused by staffing shortages are 
pushing up the ‘price per seat’. Over half (58%) of consumers have noted a rise in the cost of travel 
and holidays this year.


As the price of essentials continue to increase, luxuries like holidays are set to take a back seat with 
two in five (42%) consumers planning to reduce the number of holidays they take this year. 

Airlines: Total spend on airlines , while the 
number of trips increased 634% as customers made the most of lockdowns lifting 
and the return to travel. However, airline spend is still down 20% when compared 
to pre-pandemic travel in 2020. 

 grew 542% between 2021 and 2022

Holiday rentals: Total spend on holiday rentals 
, while the number of trips increased 316%. The number of trips is still down 

5.4% when compared to pre-pandemic in 2020 but spend from 2020 to 2022 has 
increased by 17.4% highlighting the rising cost of holiday rentals. 

grew 222% between 2021 and 
2022

INDUSTRY DEEP DIVES

C. Travel

Consumers are reacting by utilising 
discounts, rewards, and offers by 
searching for more discount codes 
online before they make a purchase. 58%

Collecting more points  
with reward schemes.

Making use of cash back 
offers and services.

52%

59%
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Cottage retreats: Total spend on UK cottage retreats 
, while the number of trips increased 83%. When compared to before the 

pandemic, spend on UK cottage retreats has increased 84% highlighting that the 
staycation looks here to stay as customers opt to holiday closer to home. 

grew 111% between 2021 
and 2022

Package holidays: Total spend on package holidays
, while the number of trips increased 309%. However, spend is still down 33% 

when compared to pre-pandemic spend in 2020 as customers opt for lower cost 
options and focus spending on essentials rather than luxury holidays. 

 grew 496% between 2021 and 
2022

The past couple of years have proved difficult for the sector leaving travel brands in a 
state of flux. 


For some, recovery has been swift as brands have been able to capitalise on the booking 
boom as travel reopened. UK cottage retreats for example, have made the most of UK 
staycations and seen spend continue to rise as restrictions lifted. These brands now need 
to take the opportunity to explore how to retain these customers and ensure they keep 
coming back – especially when it looks like non-essentials such as holidays could see a 
downturn. 


The outlook hasn’t been so positive for other brands as the likes of airlines, holiday 
rentals and package holidays are still yet to return to pre-pandemic levels of spend. It’s 
crucial that these brands now focus on reaching key audiences with targeted marketing 
strategies – such as personalised offers and discounts – to incentivise consumers to 
continue holidaying. 





Cardlytics analysis

At Cardlytics, we know that the number of 
 Travel brands need to make 

the most of this marketing channel to reach audiences in new ways.

offers activated through banking app 
reward programmes rose 74% between 2021 and 2022.
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Over the past year, spending on dining out has increased as consumers made the most of 
restrictions lifting and looked forward to socialising again. Both spend and trips have seen a rise 
across the sector, as have the number of offers activated through banking app reward programs as 
consumers looked to save money on eating out. Delivery platforms were the only group to defy the 
sector trend with total spend taking a 5% dip between 2021 and 2022 as people sought to eat out 
rather than at home as the wider dining industry reopened. 

Despite casual dining, coffee shops, pubs and 
bars, and quick service restaurants seeing 
spend rise between 2021 and 2022,  
all are down on pre-pandemic spend levels. 

The number of dining offers activated through banking app reward programmes 
rose by a , as consumers sought to dine 
out and socialise as restrictions came to an end – with the cost of living rising, it 
seems consumers are careful to protect spend on dining and drinking out.

staggering 784% between 2021 and 2022

INDUSTRY DEEP DIVES

D. Dining

Casual Dining: Total spend on casual dining restaurants grew 748% between 2021 
and 2022, . The number of trips 
increased 697% and the average transaction value at casual dining restaurants  

 between 2021 and 2022. Spend per customer  
rose 29% . 


versus a decline of 15% from 2020 to 2022

rose 9% from £26.37 to £28.73
in the same period



Pubs and Bars: Total spend at pubs and bars grew 12031% between 2021 and 2022 

. The number of trips increased 13527% 
 as the industry was able to fully welcome back customers 

. The average spend per customer at pubs and bars 
increased 147% between 2021 and 2022. 

as lockdowns lifted and consumers were able to socialise again. Spend between 
2020 and 2022 declined by 7% between 
2021 and 2022 following 
a year of little to no trading  
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Quick Service Restaurants: Total spend on QSR grew 40% between 2021 and 
2022, . The number of trips 
increased 51% and the average spend per customer at QSR restaurants increased 
6% between 2021 and 2022. 

versus a decline of 2% between 2020 and 2022

Delivery Platforms: In contrast to the sector trends, total spend on delivery 
platforms fell by 5% between 2021 and 2022 

. The average number of transactions fell by 6% , 
possibly due to both the easing of restrictions and booming demand to dine out.

but increased 85% between 2020 and 
2022  between 2021 and 2022

Coffee Shops: Total spend on coffee grew 63% between 2021 and 2022, 
.  The number of trips increased 62% and 

the average transaction value at coffee shop 
between 2021 and 2022. Spend per customer rose 4% .


versus a 
decline of 5% between 2020 and 2022

rose 0.7% from £5.46 to £5.50 
in the same period
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As the cost of everyday essentials continues to rise, little luxuries such as eating out  
or ordering in look like they may take a backseat. 


Dining brands need to tap into the roaring success they’ve seen over the past year  
and capitalise on the customer base they’ve built back. 




Cardlytics analysis

By offering incentives to customers on the days of the week they’re most likely to eat 
out,  firmly establishing 
the brand as a favourite. 

consumers are far more likely to convert to repeat customers,

Consistently greater than 2020

£5,46

£20,79

£20,96

£26,37

£28,73

£5,50

COFFEE

DINING ATV

DELIVERY CASUAL DINING

2021 2022
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Cardlytics is a digital 

advertising platform in 

banks’ digital channels.

We partner with financial institutions – including Lloyds Banking Group, 
Santander 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/



