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Executive Summary

• Household income increased for 49% and decreased for 48%; the decrease was significant (down 25% or more) for one-in-
five respondents

• Among those with increased incomes, promotions were the top driver of the change (58%); income decreases were mainly 
driven by job losses (38%) 

• 79% believe that tariffs will result in price increases—52% are looking for discounts while 50% plan to buy less overall as a 
result 

01
Household 
economics

• Winter 2025 spending outlook shows consumers continue to be selective—with increases in some categories and decreases 
in others; compared to winter 2024, consumers are pulling back slightly across most categories  

• Expected winter 2025 spending is up for essential categories like groceries (+23%), automotive (+12%) and personal care 
products (+7%), though increases are less than last year; Consumers also expect to spend more on apparel (+3%) and 
personal care services (+2%)

• Consumers expect to spend less for toys (-15%), furniture (-12%), and hobby supplies (-9%), among other categories 
• While winter 2025 spending is more cautious than last year, the trend is broadly on par with fall 2025 spending
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Consumer 
spending
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Executive Summary (continued)

• 42% expect to increase holiday shopping spending, 31% plan to decrease spending, and 27% expect no change
• On average, consumers expect to spend 4.6% more on holiday shopping this year compared to last
• The top gift choices by category are gift cards (58%) and apparel (54%), and consumers expect to spend more this year in 

both categories
• 33% prefer shopping online while 18% prefer shopping in-store—49% are neutral
• Outlet stores are the most popular type of retailer for holiday shopping, but dollar store shopping is up 7%
• Approximately one-third have purchased items after seeing content on YouTube or Instagram

03
Holiday activities

• The top gifts people want to receive are money (57%), gift cards (48%), and apparel (39%)—on par with last year 
• 57% plan to shop for themselves this holiday season; expected spending on oneself is up 20% year-over-year    
• The risk of inflation is the top concern for holiday shoppers—with 80% either somewhat or very concerned 
• 52% are concerned about shipping delays, and 56% of these are planning to shop early to avoid delays
• 41% have used GenAI to research gift ideas or plans, and another 22% are interested in doing so 
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Holiday gifting
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Executive Summary (continued)

• 67% plan to celebrate the holidays with a special meal or gathering
• 38% plan to spend more than they did last year on holiday gatherings, 30% plan to spend less, and 32% plan to spend the 

same
• 30% plan to participate in “dry January”—driven by both health considerations and saving money
• Gatherings with family are the most popular type of event to host or attend; this year fewer people plan to host religious 

gatherings (-11%) while interest in gatherings with children and their friends increased 10% 
• 57% have noticed an increase in the price of decorations 

05
Celebration plans

• While consumers are selective about overall spending, they are prioritizing holiday travel—43% plan to increase spending on 
trips this year, 17% have decreased, 40% stayed the same 

• Among those spending more, 41% are doing so because they are increasing the duration of the travel 
• Expected holiday travel spending is up 10% year-over-year, driven by more consumers making bigger ticket travel purchases 

(more than $1,000)  
• 40% plan on traveling for Thanksgiving—up from 36% last year

06
Holiday travel
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Respondent demographic profile

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and, in all instances, asked "Please select your gender:", and "Please enter your current age:", and "Please select the annual income range that best describes your total household income in 2025."; (a) 
Gender identification omits respondents that mentioned “Prefer to self-describe”

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Gender(a) Age bracket Income level

47% 49%

53% 51%

Respondents
(n = 2,021)

U.S. Census
(2020)

Male

Female

100%

15% 12%

19%
18%

14%
16%

16% 16%

17% 17%

19% 21%

Respondents
(n = 2,021)

U.S. Census
(2020)

18 - 24

25 - 34

35 - 44

45 - 54

55 - 64

65+

100%

16% 18%

10% 8%

12% 12%

18% 17%

12% 12%

16% 15%

9%
8%

7% 10%

Respondents
(n = 2,021)

U.S. Census (2020)

Less than $25,000

$25,000 to $34,999

$35,000 to $49,999

$50,000 to $74,999

$75,000 to $99,999

$100,000 to $149,999

$150,000 to $199,999

$200,000 or more
100%

Survey demographics are within +/- 3 percent of U.S. census for gender, age, and income
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Respondent demographic profile

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and, in all instances, asked " Please select the option which best describes your race”, “Are you Hispanic, Latino, or of Spanish origin :", and " Please enter your current zip code”.
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Race Region

65%
60%

12% 18%

14% 12%

6% 6%
3% 4%

Respondents (n= 2,021) U.S. Census
(2020)

White

Hispanic/Latino

Black or African American

Asian American
Multi-racial and other 100%

19% 17%

20% 21%

41%
38%

20% 24%

Respondents (n= 2,021) U.S. Census
(2020)

Northeast

Midwest

South

West

100%

Survey demographics are within +/- 6 percent for race and region
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Household income dynamics

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Have you experienced a change to your household income in the last year?”, “Approximately how has your household income changed since 2024?”, and “What impacted the positive 
change in household income?”; (a) Excludes respondents who did not experience any change in household income in the last year;

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Experienced change in income Reasons for increase in household incomeChange in household income

28%

42%

7%

20%

3%

Respondents (n = 1,122(a)

Decreased significantly (>25%)

Decreased slightly (1–25%)

No change

Increased slightly (1–25%)

Increased significantly (>25%)
100%

44%

56%

Respondents (n= 2,021)

Yes

No

100%

26% 23%

Promotion or new job Secondary income source Other

58%

14% 12%
5%

36%

Lost job Resigned 
from job

Retired Demotion Other

38%

Reasons for decrease in household income

n = 555 respondents

n = 533 respondents

Household income increased for 49 percent and decreased for 48 percent; the decrease was 
significant (down 25 percent or more) for one-in-five respondents
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Household income dynamics, by income(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Approximately how has your household income changed since 2024?”; (a) Excludes respondents who did not experience any change in household income in the last year.
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

29%

15% 12%
4%

33%

29%

22%

12%

3%

3%

3%

4%

31%

45%

53%

64%

4% 8% 10%
16%

Less than $50k
(n=454)

$50k to $99k
(n=343)

$100k to $199k
(n=251)

$200k or more
(n=74)

Decreased significantly (>25%)

Decreased slightly (1–25%)

No change

Increased slightly (1–25%)

Increased significantly (>25%) 100%

Respondents from high-income groups reported an increase in their household income, 
whereas those from low-income groups experienced a decrease
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Tariffs resulting in price increases

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, "Please select your gender:", "Do you think tariffs will result in prices of products/services increasing further in the future? Please select the annual income range that best describes your 
total household income in 2025."; (a) Gender identification omits respondents that mentioned “Prefer to self-describe”

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Overall

79%

10%

11%

Respondents 
(n= 2,021)

Yes

No

Not sure

77%

13% 8%

10% 11%

Male
(n=949)

81%

Female
(n=1,068)

83% 82% 78%

7% 8%

13%
12%

10% 10% 13% 10%

Gen Z
(n=378)

Millennials
(n=542)

74%

Gen X
(n=486)

Baby Boomer+
(n=615)

78% 81% 79% 75%

9% 13%
13%

12% 8% 12%

10%

Less than $50k
(n=779)

$50k to $99k
(n=608)

$100k to $199k
(n=487)

$200k or more
(n=147)

10%

Gender(a) Generation Income

79 percent believe tariffs will result in price increases
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Effect of rising tariff on consumer spending habits

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How are rising tariffs likely to affect your spending habits?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

52%
50%

45% 44%

38%

26%
22%

13%

Buy less overall Switch to cheaper 
or generic brands

Delay or reduce 
major purchases

Look for discounts, 
promotions, and 

coupons

Cut down on dining 
out, entertainment, 

and leisure activities

Increase bulk buying 
for better deals

Avoid buying imported goods No changes in 
spending habits

(n= 2,021 respondents)

Respondents allowed to select more than one option

About half of consumers (52 percent) are looking for discounts and buying less overall (50 
percent)
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Anticipated change in average monthly spend by category, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How much do you think your monthly household spend on each of the following products/services will change in the winter of 2025 compared to winter of 2024? Please indicate your 
response using the sliders below.”; (a) For Automotive, we averaged "Gas and maintenance" and "Auto insurance" because they were not separate options in last year's iteration.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Automotive Personal care 
products

Prescription 
medications

Apparel Personal 
care services

Home 
improvement 

products/supplies

Restaurants Home 
improvement 

services

Entertainment/
media

Electronics and 
appliances

Travel/
vacations

Office supplies Hobby 
supplies

Furniture Toys

25%
23%

18%

12% 12%

7% 7% 7%
9%

3%
6%

2%
5%

-1%

6%

-3%

2%

-4%

3%

-4%

Groceries

-4%

6%

-6%
-8% -8%

1%

-9%

-5%

-12% -11%

-15%

-5%

2024 (n= 1,018 respondents)
2025 (n= 2,021 respondents)

Essential categories Discretionary categories

Compared to winter 2024, consumers are pulling back slightly on spending; consumer 
spending remains selective—with increases in some categories and decreases elsewhere
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Anticipated change in monthly spend by category(a)(b)(c)

Note(s): (a) KPMG conducted a survey of 2,021 consumers across the United States and asked, “How much do you think your monthly household spend on each of the following products/services will change in the winter of 2025 compared to winter of 2024? Please indicate your 
response using the sliders below.”; (b) Pet supplies, accessories, and toys are not shown in the chart as they only appeared in the holiday survey; c) For Automotive, we averaged "Gas and maintenance" and "Auto insurance" from the fall survey because they were not 
separate options. For Entertainment/media, we averaged "Out-of-home entertainment/media" and "In-home entertainment" from the fall and summer surveys. Similarly, we averaged "Sporting goods" and "Hobby supplies" from the fall survey for Hobby supplies.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025; KPMG Consumer Pulse Survey, fielded June 6, 2025–June 13, 2025; KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

10%
12%

-2%

8% 7%

0%

6% 7%

-6%

6%
3%

-4%

4%
2%

-7%

3%

-1%

-6%

1%

-3%

-8%

-2%
-4%

-9%
-9%

-8%-7%

0%

-6%

-10%

-2%
-4%

-7%

-3% -4%

-9%
-11%

-9%

-13%

-9%
-12% -13%

-17%
-15%

Automotive Personal care 
products

Apparel

3%

Personal 
care services

Home 
improvement 

products/supplies

Groceries Restaurants Home 
improvement 

services

Office suppliesTravel/
vacations

Prescription 
medications

Electronics 
and 

appliances

Hobby 
supplies

Furniture Toys

9%

25%
23%

Entertainment/
media

2025 Summer (n= 1,516 respondents)
2025 Fall (n= 2,003 respondents)
2025 Holiday (n= 2,021 respondents)

Essential categories Discretionary categories

Winter 2025 spending outlook is broadly in line with trends from this fall across most 
categories
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Usage preference of payment methods

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Which of the following payment methods do you use regularly?”, Which of these payment methods do you use the most? and “For what percent of your purchases do you use buy-now-pay-
later options?”; (a) n count based on respondents who are users of buy-now pay later option

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Cash

Debit card

Credit card

Online payment
platforms

Buy-now pay later

49%

65%

68%

41%

11% 16%

32%

32%

20%

Respondents (n= 25)(a)

10-20%

21-30%

31-40%

41% or more

Payment method used regularly Share of purchases made by using ‘buy-now 
pay later’ option

Payment method used mostly

9%

42%

40%

8%
1%

Respondents (n= 2,021)

Cash

Debit card

Credit card

Online payment
platforms

Buy-now pay later

Respondents (n= 2,021)

68 percent of consumers use credits cards regularly for payments—more frequently than any 
other payment method
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Prevalence of social shopping

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, and asked, “Please indicate your shopping behavior with respect to social shopping (combination of ecommerce and social media, allowing users to directly buy products from platforms like 
Instagram and Facebook)”, and “Which are the top 3 categories that you have purchased or plan to purchase through platforms such as Instagram, Facebook, TikTok, etc.?”;(a) This is an exclusive option i.e., respondents who selected this option were not allowed to select 
any other option.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025 

Personal care products

Groceries

Electronics and appliances

Entertainment/media

Restaurants

Personal care services

Hobby supplies

Toys

Gas and maintenance

Home improvement products/supplies

Furniture

Auto insurance

Prescription medications

Travel/Vacations

Home improvement services

Office supplies

Apparel

41%

23%

20%

19%

14%

14%

13%

12%

11%

10%

8%

8%

5%

4%

3%

2%

51%

I have not used social shopping 
for purchasing products in the 

past and do not plan to 
purchase products in the future

I have used social shopping for 
purchasing products in past

I plan to purchase products in 
the future with social shopping(a)

49%

37%

23%

Purchases driven by social shopping

Essential categories

Usage experience

(n= 1,024 respondents)Respondents (n= 2,021)

37 percent of customers have used social shopping (i.e., shopping directly on social platforms) 
and another 23 percent plan to do so
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Social shopping usage experience, by generation(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, and asked, “Please indicate your shopping behavior with respect to social shopping (combination of ecommerce and social media, allowing users to directly buy products from platforms like 
Instagram and Facebook)”, and “Please enter your current age.”; (a) n count based on respondents who have either used social shopping in the past or plan to use it in future and of a given generation group; (b) This is an exclusive option i.e., respondents who selected this 
option were not allowed to select any other option.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

49%
51%

35%

18%

36%
33%

21%

9%

28%
33%

50%

76%

Gen Z
(n=378)

Millennials
(n=542)

Gen X
(n=486)

Baby Boomer+
(n=615)

I have used social shopping for purchasing in the past
I plan to use social shopping to purchase products

I have not used social shopping for purchasing products in the past and do not plan to in the future(b)

Social shopping is relatively popular with Gen Z and Millennials while Gen X and Baby Boomers 
use it less often
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Type of holidays celebrated

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Which of the following holidays do you celebrate?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Hanukkah

5%

Christmas Thanksgiving Easter Lunar New Year I do not celebrate 
any of the holidays

Eid al-Fitr Diwali

90%
85%

68%

11%

4% 3% 2%

Respondents (n= 2,021)

90 percent plan to celebrate Christmas and 85 percent Thanksgiving
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Holiday shopping plans, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “In total, approximately how much did you spend on holiday season shopping last year? And what do you expect to spend this year on holiday shopping?”; (a) Exclude respondents who do 
not partake in holiday shopping; (b) n count and average exclude respondents belonging to income bracket of $200k + and percentage change on holiday spending of more than 1,000% from 2024 to 2025; (c) respondents in the 2025 survey estimated retrospectively what 
they spent in 2024 and will spend this year—so the 2024 figure here will differ from the actual spend reported in the 2024 survey.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

46% 49%

24%

17% 16%

13% 13%

2024 
(n = 1,939)(b)

22%

2025 
(n = 1,939)(b)

Less than $500

$500 to $999

$1,000 to $1,999

$2,000 or more

100%

Average(b) +4.6%

31%

27%

42%

Respondents (n= 1,938)(b)

Decreased

Stayed the same

Increased

100%

Expected holiday shopping spend(a)(c) Change in holiday shopping spend(a)

$810 $847

Expected 2025 holiday spending is up 4.6 percent year-over-year
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Holiday shopping plans, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “In total, approximately how much did you spend on holiday season shopping last year? And what do you expect to spend this year on holiday shopping?”; (a) Exclude respondents who do 
not partake in holiday shopping.; (b) n count and average exclude respondents belonging to income bracket of $200k + and percentage change on holiday spending of more than 1,000% from 2024 to 2025.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

$193

$590

$1,204

$2,984

$195

$609

$1,234

$3,227

Less than $500 $500 to $999 $1,000 to $1,999 $2,000 or more

+1%

+3%

+2%

+8%
2024 2025

900

471

324

244

944

438

304
253

Less than $500 $500 to $999 $1,000 to $1,999 $2,000 or more

+5%

-7%

-6%
+4%

2024 (n = 1,939)(b) 2025 (n = 1,939)(b)

Change in average spend(a) Change in no. of respondents by spend category

Consumers in the high holiday spending category ($2,000 or more) plan to increase spending 8 
percent year-over-year, a larger increase than other groups



23© 2025 KPMG LLP, a Delaware limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International 
Limited, a private English company limited by guarantee. All rights reserved. Document Classification: KPMG Confidential

`

Holiday shopping plans, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “In total, approximately how much did you spend on holiday season shopping last year? And what do you expect to spend this year on holiday shopping?”; (a) Exclude respondents who do 
not partake in holiday shopping. (b) n count and average exclude respondents belonging to income bracket of $200k + and percentage change on holiday spending of more than 1,000% from 2024 to 2025.

 Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

$474

$733

$1,179

$1,585

$466

$797

$1,221

$1,733

Less than $50k $50k to $99k $100k to $199k $200k or more

-2%

+9%

+4%

+9%

2024 2025

Household 
income bracket

Change in average spend by household income(a)(b)

All consumers except those with  less than $50K in household income show a year-over-year 
increase in holiday spending 
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Spend per person, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “On average, how much did you spend per person in 2024? And how much do you plan to spend per person in 2025?”, “What are the reasons for decreasing the spend per person in 2025?”, 
and “What are the reasons for increasing the spend per person in 2025?”; (a) Based on respondents who plan to increase the spend per person; (b) Based on respondents who plan to decrease the spend per person.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

29%

35%

36%

Respondents (n= 2,021)

Decreased

Stayed the same

Increased

100%

Plan on buying more 
gifts per person

Plan on purchasing 
more expensive gift 

categories

Higher household 
income due to more 
people in household 
earning/new income 

source/promotion/new 
job/pay raise

Plan on purchasing 
branded products

Increase in prices 
due to tariffs/inflation

Plan on 
purchasing more 
expensive brands

Decreased 
credit card debt

Others

42%

32% 28%

19%
15% 13%

5% 3%

Increasing 
product prices 
due to Inflation

Plan on buying 
fewer gifts per 

person

Plan on 
purchasing 

less expensive 
gift categories

Plan to purchase 
products during 

discount 
period/sales 

events

Decrease in 
family income 
due to adverse 

economic 
situation

Plan on 
purchasing less 

expensive brands

Increased 
credit card debt

Plan on 
purchasing non-

branded products

Plan to spend 
more on holidays, 
food, drinks and 

celebrations

Others

62%

45% 42%
32% 31% 29%

13% 13% 10%
5%

Change in spend per person Reasons for change

(n= 576) respondents(b)

(n= 735) respondents(a)

Holiday spending increases are driven by consumers buying more gifts per person and shifting 
toward more expensive gift categories
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Gift category average spend, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How much do you typically spend on the following categories as part of your holiday shopping purchases?”; (a) Exclude respondents who do not partake in holiday shopping.
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

$149

$124

$67 $64 $63
$58

$35 $33
$27 $25 $26 $23

$12 $10

$164

$125

$72
$66

$59 $61

$36 $35 $33 $31
$26 $23

$12 $10

Gift cards and 
certificates

Apparel Travel Games Electronics and 
appliances

Jewelry Personal care 
products

Personal 
care services

FurnitureHome 
improvement 

products/ 
supplies

DécorComputer 
and hardware

Hobby suppliesEntertainment/ 
media

+$15

+$1

+$5
+$2

-$4
+$3

+$1 +$2 +$6 +$6
$0 $0

$0 $0

2024 2025

(n= 1,941) respondents(a)

Compared to 2024, average gift spending is relatively steady across most categories—with an 
increase in gift card spending and a decrease in electronics 
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Gift category selections, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How much do you typically spend on the following categories as part of your holiday shopping purchases?”; (a) Exclude respondents who do not partake in holiday shopping.
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

58% 57%

41%

35%
31%

26%
24% 24%

22%
20%

15% 15%
11%

58%
54%

39%

33%

29%

24% 25% 24%
22%

20%

15% 15%
11%

Entertainment/ 
media

Home 
improvement 

products/ 
supplies

Travel Computer 
and hardware

FurnitureHobby suppliesGift cards and 
certificates

Apparel Games Personal care 
products

Jewelry Décor Personal 
care services

Electronics and 
appliances

0% -3%

-2%

-2%
-2%

-2% +1%
0%

0%
0%

0% 0%
0%

0%

2024 2025

(n= 1,941) respondents(a)

Compared to 2024, the share of gift selections is broadly steady—with slight share decreases 
in apparel
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Online shopping affinity Neutral In-store shopping affinity

2024 39% 42% 19%

Variance

Shopping channel preference (online versus in-person)(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “On a scale of 0 to 10 please indicate how much you enjoy in-person shopping, 0 being not at all and 10 being a lot?”, and “On a scale of 0 to 10 please indicate how much you enjoy online 
shopping, 0 being not at all and 10 being a lot?”; (a) Exclude respondents who do not partake in holiday shopping.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

0%

5%

10%

15%

20%

25%

30%

-10 -8 -6 -4 -2 0 2 4 6 8 10

2024 (n = 885) 2025 (n = 1,905)

33% 49% 18%

+7% -1%-6%

2025

33 percent of consumers prefer shopping online while 18 percent prefer in-store—but 49 
percent are neutral, a higher share than last year
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Willingness to pay portion of premium for online order

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, "Please select your gender:", "What proportion of your online order are you willing to pay as premium? Please select the annual income range that best describes your total household 
income in 2025."; (a) Gender identification omits respondents that mentioned “Prefer to self-describe”.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Overall

49%

13%

17%

12%

6%
3%

Respondents 
(n= 1,781)

Do not prefer
paying premium

0%-5%

6%-10%

11%-15%

16%-20%
21% and above

39%

58%

14%

13%

15%16%

8%9%
3%4%

18%

Male
(n=854)

3%

Female
(n=924)

38% 35%

51%

71%

13%

15%

11%

21%

20%

9%
16%

4%6%
8%

6% 3%3% 5%

16%

Gen Z
(n=357)

19%

Millennials
(n=510)

18%

7%

3%

Gen X
(n=439)

2%

Baby Boomer+
(n=475)

49% 48% 49% 53%

16%
12%

13%
12%

17%
19% 15% 13%

12%
12% 12% 9%

4% 6% 6%

3% 5% 4%2%

Less than $50k
(n=660)

$50k to $99k
(n=548)

$100k to $199k
(n=437)

9%

$200k or more
(n=136)

Gender(a) Generation Income

More males and younger generation are comfortable with paying a premium for their online 
orders
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Consumer channel preference by category

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Please select the statement that best describes your opinion on online versus in-person shopping.”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

27%
34% 29% 32% 36% 32% 38%

31%
24%

35% 34%
27%

18%
17% 23%

25% 23% 27%
21%

32%
34% 43%

32%
44% 42%

55% 50% 50% 48% 43% 41% 41% 40% 35% 33% 33% 32% 31% 31%

Travel
(n=506)

33%

Entertainment/ 
media

(n=588)

16%

Games
(n=870)

Computer 
and hardware

(n=344)

Hobby 
supplies
(n=552)

Gift cards 
and 

certificates
(n=1,226)

Electronics 
and 

appliances
(n=635)

41%

Automotive 
Restaurant 

cards
(n=321)

28%

Furniture
(n=263)

Home 
improvement 

products/ 
supplies
(n=354)

Apparel
(n=1,171)

Personal care 
products
(n=757)

24%

Jewelry
(n=674)

Décor
(n=566)

Personal 
care services

(n=547)

Neutral

Prefer in-person

Prefer online

100%

35%

Difference 
between online 
and in-person 
shopping (Online 
minus in-person)

37% 33% 34% 25% 18% 18% 14% 20% 8% 1% -10% 1% -12% -4% -11%

Consumers prefer in-store shopping for some categories, such as apparel, jewelry, décor, and 
personal care services
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Consumer holiday shopping research(a)(b)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “When researching holiday shopping purchases what forms of digital research do you do?”; (a) Exclude respondents who do not partake in holiday shopping; (b) The option Unboxing video 
“Get ready with me video” has no value for 2024 as it was added this year.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

62%

50%

54%

25%

20%

14%

7%
5%

57%

51% 51%

31%

25%

14% 14%

9%
5%

Browse retailer websites Family, friends, 
or word of mouth

Browse brand websites Search social media 
apps and influencers

Review online community 
posts or blogs

Unboxing video 
“Get ready with me”

Read online journals, 
newspapers or 

magazines

Read blogs Other

2024 (n= 884 respondents)
2025 (n= 1,941 respondents)

Browsing retailer and brand websites, and relying on word-of-mouth, are the most common 
methods to research holiday shopping purchases
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Shopping preference by retailer type(b)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “At which of the following retailer types are you likely to do this season’s (2025) holiday shopping?”; (a) Sum of top two boxes i.e., likely and extremely likely; (b) Exclude respondents who do 
not partake in holiday shopping.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

8%
16%

23% 20% 25% 29%
42%

4%

16%
13%

17%
17%

21%

14%

19%

21% 21%
20%

21%

40%

36%

28% 26% 29% 24%
24%

13%
34%

17% 13% 16% 12% 14%
7%

Mass market retailers

12%

Discount stores

22%

Department stores

14%

Club stores

26%

Outlet stores Dollar stores

9%

Specialty apparel stores

17%

Luxury 
department stores

Extremely likely

Likely

Neutral

Unlikely
Extremely unlikely

100%

Likelihood 
share(a)

2025

2024

Variance

72%

74%

+2%

53%

53%

0%

46%

42%

-4%

42%

41%

-1%

39%

40%

+1%

31%

38%

+7%

19%

20%

+1%

35%

33%

-2%

(n= 1,941 respondents)

38 percent are likely to shop at dollar stores for the holiday—up 7 percentage points year-over-
year 
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Shopping preference by retailer type(a)(b)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “At which of the following retailer types are you likely to do this season’s (2025) holiday shopping?”, and “At which of the following retailer types are you likely to shop this holiday season 
(2024)?”; (a) Exclude respondents who do not partake in holiday shopping; (b) Bar total represents weighted average where ‘Extremely unlikely’ was weighed 1 and ‘Extremely likely’ was weighted 5.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

3.08

2.22

2.75

3.31

3.84

2.94 2.95

2.58

2.96

2.22

2.69

3.28

3.88

2.97 2.99
2.85

Mass market retailers Discount stores Department stores Club stores Outlet stores Dollar stores Specialty apparel stores Luxury department stores

2024 (n= 885 respondents)
2025 (n= 1,941 respondents)

Consumers are most likely to shop at outlet stores for the holidays—consistent with last year
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Key attributes impacting selection of retailer

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “When selecting a [insert categories] retailer during your holiday shopping, what attributes do you think will be most important, select up to five?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

69%

63% 61%
59%

56%
53%

49% 48%
44% 43% 41% 41% 39% 39% 37% 37%

32%

Price 
discounts/sales

Product 
quality
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of stock

Free 
shipping

Store 
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Brand 
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Carries 
brands/styles 

I want to 
purchase

Carries 
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typically like

Delivery 
speed/time

Customer 
service

Price 
matching

Shopping 
experience

Ease of 
check out

Delivery cost Can buy 
online/return 

in store

Flexible 
return policy

Can buy 
online, pick 
up instore

72%

(n= 2,021 respondents)

Price discounts/sales promotions are the most important factor when consumers select the 
category of retailer
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Key attributes impacting selection of retailer

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “When selecting a [insert categories] retailer during your holiday shopping, what attributes do you think will be most important, select up to five?”; (a) Based on respondents who purchase 
products in the given category during holiday shopping.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Apparel Hobby 
supplies

Entertainmen
t/media Games

Electronics 
and 

appliances

Computer 
and 

hardware
Jewelry Furniture Décor

Gift cards 
and 

certificates

Personal 
care services

Personal 
care 

products

Home 
improvement 
products/sup

plies

Travel
Automotive 
Restaurant 

cards

n(a) = 1,171 552 588 870 635 344 674 263 566 1,226 547 757 354 506 321
Price discounts/sales 53% 44% 40% 46% 38% 30% 36% 21% 38% 26% 30% 39% 25% 40% 28%
Competitive prices 38% 33% 36% 34% 36% 29% 31% 23% 32% 20% 29% 29% 25% 35% 24%
Price matching 15% 16% 20% 17% 20% 19% 19% 19% 16% 11% 18% 17% 21% 20% 18%
Free shipping 42% 34% 22% 38% 34% 25% 21% 22% 28% 19% 15% 25% 23% 11% 19%
Store location 22% 20% 18% 21% 19% 22% 18% 24% 27% 29% 34% 25% 29% 14% 31%
Ease of check out 11% 14% 16% 13% 12% 17% 12% 18% 14% 24% 16% 13% 19% 18% 21%
Flexible return policy 19% 16% 12% 14% 16% 16% 17% 21% 13% 9% 10% 13% 18% 14% 14%
Product quality 46% 40% 36% 36% 43% 39% 49% 38% 44% 18% 37% 43% 37% 29% 30%
Carries items I typically like 19% 19% 17% 20% 18% 19% 22% 19% 25% 18% 13% 23% 19% 13% 14%
Carries brands/styles I want to purchase 23% 18% 16% 18% 17% 16% 23% 18% 21% 21% 15% 23% 18% 11% 20%
Can buy online, pick up instore 11% 14% 14% 14% 15% 13% 11% 14% 10% 10% 9% 11% 15% 10% 11%
Can buy online/return in store 17% 16% 13% 20% 14% 20% 14% 19% 13% 11% 11% 12% 15% 11% 13%
Delivery speed/time 24% 21% 17% 21% 18% 22% 13% 17% 20% 15% 13% 15% 17% 12% 14%
Availability of stock 31% 34% 26% 34% 35% 28% 26% 27% 30% 27% 19% 30% 32% 15% 23%
Delivery cost 15% 19% 16% 18% 20% 21% 15% 24% 17% 9% 11% 13% 19% 11% 14%
Shopping experience 15% 14% 19% 11% 14% 18% 19% 22% 18% 15% 18% 15% 21% 21% 17%
Customer service 12% 16% 21% 14% 17% 22% 21% 19% 14% 16% 34% 17% 22% 31% 22%
Brand reputation 22% 25% 26% 20% 29% 28% 30% 25% 18% 24% 29% 32% 25% 30% 28%

Highest Lowest

Product quality is the top factor for some categories, such as jewelry and décor—while price 
discounts matter most for travel, apparel, games, and hobby supplies
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Shopping plans by sales event, 2024 versus 2025(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “During your holiday shopping season, what sales events are most important to you?; (a) Exclude respondents who do not partake in holiday shopping.
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

61%

47%

37%

28%

19%

62%

45%

39%

33%

24%

Black Friday sales Cyber Monday sales Prime day sales End of season sales Friends & Family sales

2024 (n= 885 respondents)
2025 (n= 1,941 respondents)

Black Friday sales remain the most important sales event, but consumers are slightly more 
interested in end-of-season sales compared to last year 
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Channel preference by sales event, 2024 versus 2025(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Of the following sales, how do you plan on shopping (e.g., in-person versus online)?”; (a) Based on respondents who consider the said sale event important.
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

53% 51%

12%
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35% 38%
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Online only

In-person only

Both

100%

56% 53%

24%

20% 21%

2024
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26%

2025
 (n = 453)

Online only

In-person only

Both

100%

63%

17% 20%

20% 20%

2024
 (n = 244)

60%

2025
 (n = 623)

Online only

In-person only

Both

100%

Black Friday sale Friends & Family sale End of season sale

For Black Friday sales, online shopping is more popular than in-person—but most consumers 
plan to do both
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Event based shopping expectations

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Do you plan on going into stores for Black Friday sales?”, and “Do you plan on going shopping on Thanksgiving Day?”, and “Do you expect there to be “doorbuster sales” and promotions 
this year?”; (a) Exclude respondents who do not partake in holiday shopping.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025
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100%
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24%
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I expect a few more promotions 
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100%
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24%
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15%

Respondents (n= 1,941)
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I may go

Undecided/neutral

I probably won’t go

I definitely will not go

100%

45%

20 percent will definitely go into stores for Black Friday sales while another 25 percent may go; 
14 percent will definitely go for Thanksgiving day shopping and 15 percent might do so 
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Holiday shopping preference(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Please indicate all the ways in which you plan to shop in-person.“; (a) Exclude respondents who do not partake in holiday shopping. 
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

80%

39%

21% 20%

6%

Shop in-store Buy online and pick up in-store Curb-side pick up Try before you buy I do not plan to shop in person

In-person shopping preference

(n= 1,941) respondents

80 percent use traditional in-store shopping while 39 percent use buy online, pick up in store 
options



39© 2025 KPMG LLP, a Delaware limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International 
Limited, a private English company limited by guarantee. All rights reserved. Document Classification: KPMG Confidential

`

Influence of social media content on purchasing(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Have you purchased anything after watching or seeing content on the following social media channels?”; (a) Represented to respondents who have done overall online holiday spending 
greater than 0% in 2025.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

69%

32% 31%
29% 28%

10%

4%

Amazon YouTube Instagram Facebook TikTok Pinterest Snapchat

Respondents (n= 1,721)

About one-third have made a purchase after seeing content on YouTube or Instagram 
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Shopping experience in-stores with locked cases/shelves

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How would you define your experience of shopping in stores that are using locked cases/shelves to prevent incidents of retail theft?”, and “Please enter your current zip code”; (a) n count 
based on respondents from the given state; (b) Based on sum of bottom two boxes, i.e., bad and very bad.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025; Shoplifting Statistics (2025): Retail Theft Data by State (capitaloneshopping.com)
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27%
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Respondents (n= 2,021)

Very good
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Neutral
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100%

Revenue lost to 
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(n=88)
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(n=66)

3%
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100%

Overall Experience by states with highest revenue lost to retail theft(a)

30% 20% 21% 28% 26%17% 22% 11%

Compared to other states, consumers in California and New York are more likely to report bad 
experiences if stores use locked cases to prevent retail theft 

https://capitaloneshopping.com/research/shoplifting-statistics/#:%7E:text=Retail%20Theft%20Loss%20Statistics&text=In%202023%20alone%2C%20retailers%20reported,71.0%25%20from%202019%20to%202020.
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05
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Preferred gift during holiday season

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and, in all instances, asked “Which of the following items would you prefer to receive as a gift during the holiday season?” 
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025
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14%
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14%

8%
10%

8% 10%
12%

6% 6% 6%
3%

5%5%

2024 (n= 1,018 respondents)
2025 (n= 2,021 respondents)

Money and gift cards are what people want most as holiday gifts 
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Preferred gift during holiday season

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Do you purchase items for yourself during the holiday season?”, and “Approximately how much did you spend on yourself during the 2024 holiday season? How much do you expect to 
spend on yourself during the 2025 holiday season?”; (a) Exclude respondents who do not purchase items for self during holiday season; (b) Excludes 0 based on standard deviation; (c) n count and average exclude respondents with percentage change on holiday spend on 
self of more than 500% from 2024 to 2025.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

43%

57%

Respondents (n= 2,021)

Yes

No

100%

29% 32%

27%
26%

17% 14%

7% 6%

17% 19%

3%

Estimated 2024 personal holiday spend 
(n = 1,134)(c)

3%

Expected 2025 personal holiday spend 
(n = 1,134) (c)

Less than $100

$100 to $199

$200 to $299

$300 to $399
$400 to $499

Greater than or equal to $500

100%

Shop for self during holiday Holiday spend on self(a)(b)

Average(b) $317 $379+20%

57 percent plan to shop for themselves this holiday season—with expected spending on 
oneself up 20 percent year-over-year
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Holiday shopping concerns

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How concerned are you about stock outs or shortage of goods in stores?”, and “How concerned are you about shipping delays?”, and “How concerned are you with rising prices?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

4%
5%

11%

36%

44%

Respondents (n= 2,021)

Very concerned

Somewhat concerned

Neutral

Somewhat not concerned
Not concerned at all

100%

14%

14%

27%

32%

13%

Respondents (n= 2,021)

Very concerned

Somewhat concerned

Neutral

Somewhat not concerned

Not concerned at all

100%

12%

23%

35%

17%

13%

Respondents (n= 2,021)

Very concerned

Somewhat concerned

Neutral

Somewhat not concerned

Not concerned at all

100%

45%

80%

52%

Stock outs Shipping delays Inflation

Inflation is the top concern around holiday shopping—with 80 percent somewhat or very 
concerned
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Concern with shipping delays and plans to avoid shipping delays

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How concerned are you about shipping delays?”, and “Do you plan on changing your shopping behavior to avoid shipping delays?”; (a) Exclude respondents who are neutral or not 
concerned about shipping delays.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

12%

23%

35%

17%

13%

Respondents (n= 2,021)(a)

Very concerned

Somewhat concerned

Neutral

Somewhat not concerned

Not concerned at all

100%

56%

36%

22%

19%

19%

15%

7%

I plan on shopping early
to avoid delays

I plan on shopping more in
person to avoid delays

I plan on shopping more
online to avoid delays

I plan on shopping more from
vendors I trust to avoid delays

I plan to shop from vendors
who have stock available immediately

I plan on shopping closer
to home to avoid delays

I plan on buying products that
are made nationally to avoid delays

Concerned about shipping delays Plans to avoid shipping delays
N= 1,046 respondents(a)

52 percent of consumers are concerned about shipping delays and 56 percent plan to shop 
early to avoid delays
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Prevalence of artificial intelligence tools

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, Are you using Artificial Intelligence tools (e.g., ChatGPT or similar) to come up with ideas for gifts or plans?”, and “Which are the top 3 categories that you have purchased or plan to 
purchase where you would use or plan to use AI tools such as virtual try-on feature, personalized product recommendations, image recognition for shopping?”; (a) Based on respondents who have either used AI tools in the past or plan to use it in future; (b) This is an 
exclusive option i.e., respondents who selected this option were not allowed to select any other option; (c) respondents could select both used AI in the past year and that they often use AI to research gift ideas 

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Personal care products

Groceries

Entertainment/media

Electronics and appliances

Restaurants

Personal care services

Auto insurance

Gas and maintenance

Hobby supplies

Home improvement products/supplies

Furniture

Prescription medications

Home improvement services

Toys

Office supplies

35%Apparel

27%

21%

21%

20%

18%

15%

13%

12%

12%

11%

11%

9%

6%

6%

1%

Travel/vacations

33%

I have not used AI to 
research ideas for gifts 
or plans and am NOT 

interested in doing so(b)

I have not used AI to 
research ideas for gifts 

or plans but am 
interested in doing so(b)

I have used AI in the 
past year to research 
ideas for gifts or plans

I often use AI to research 
ideas for gifts or plans

42%

22%
24%

17%

Categories purchased driven by social shopping

Essential categories

Usage experience

Respondents (n= 723)(a)Respondents (n= 2,021)

41%(c)

Most consumers have either used AI to research purchases or are interested in doing so 
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Artificial intelligence tools usage experience, by generation(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, Are you using Artificial Intelligence tools (e.g., ChatGPT or similar) to come up with ideas for gifts or plans?”, and “Please enter your current age.”; (a) n count based on respondents who 
have either used AI tools in the past or plan to use it in future and of a given generation group; (b) This is an exclusive option i.e., respondents who selected this option were not allowed to select any other option; (c) respondents could select both used AI in the past year and 
that they often use AI to research gift ideas 

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

24%

29%

15%

5%

32% 33%

25%

11%

23%
20%

24%
21%

28% 29%

41%

64%

Gen Z
(n=378)

Millennials
(n=542)

Gen X
(n=486)

Baby Boomer+
(n=615)

I often use AI to research ideas for gifts or plans(c)

I have used AI in the past year to research ideas for gifts or plans
I have not used AI to research ideas for gifts or plans but am interested in doing so(b)

I have not used AI to research ideas for gifts or plans and am NOT interested in doing so(b)

Gen Z and Millennials are more likely to use GenAI to research purchases than are Gen X and 
Baby Boomers
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Holiday celebrations and events attended

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Did you have a holiday / gathering last year (2024)?” and ”Do you expect to spend more, less, or the same during the 2025 holiday season compared to last year's 2024 holiday season?” 
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

`Celebrating holiday with special meal or gathering Spending expectations

33%

67%

Respondents (n= 2,021)

Yes

No

100%

38%

30%

32%

Respondents (n= 1,357)

I plan to spend the same amount as I did last year

I plan to spend less in 2025 than I did in 2024

I plan to spend more in 2025 than I did in 2024

100%

67 percent plan to celebrate the holiday with a special meal or gathering; 38 percent plan to 
spend more than they did last year while 30 percent spend less
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Dry January participation 

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Do you plan to stop drinking alcohol for dry January?”, “Why do you plan to participate in dry January?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Plan to participate in dry 
January

Reasons to participate in dry January

30%

54%

16%

Respondents (n= 2,021)

Yes

No

Unsure

100%

48%

37%

28%

19%

14%
11%

To improve my overall 
health and well-being

To save money To support mental 
health or reduce stress

To lose weight or 
manage weight

To support a friend, 
family member, or 

community challenge

To see if I can do 
it/personal challenge

Respondents (n= 601)

30 percent plan to participate in “dry January”—among these 48 percent are doing so to 
improve their health while 37 percent are focused on saving money
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Holiday gathering attendance, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “For the following occasions, how many events did you attend as a guest last holiday season (2024)? How many do you expect to attend this year (2025) as a guest?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

3.18

1.79

0.88
0.78

0.67

0.38

3.16

1.75

0.91

0.69 0.71

0.40

Family gathering Friend gathering Religious gathering Company party Children’s friends gathering School/alma mater gathering

0%

-2%

+3%

-12% +7%

+5%

2024: Average total gatherings attended = 7.68
2025: Average total gatherings attended = 7.63

Respondents (n= 1,357)

Family gatherings are the most popular type of event to attend—consistent with last year—
while gatherings for children and their friends are up 7 percent year-over-year
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Holiday gathering hosting, 2024 versus 2025

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “For the following occasions, how many events did you host last holiday season (2024)? How many do you expect to host this year (2025)?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

1.55

1.05

0.52
0.45 0.45

0.34

1.63

1.01

0.46 0.50 0.48

0.38

Family gathering Friend gathering Religious gathering Children’s friends gathering Company party School/alma mater gathering

+5%

-4%

-11% +10% +6%

+12%

2024: Average total gatherings hosted = 4.37
2025: Average total gatherings hosted = 4.46

Respondents (n= 1,357)

Consumers plan to host slightly more family gatherings



53© 2025 KPMG LLP, a Delaware limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International 
Limited, a private English company limited by guarantee. All rights reserved. Document Classification: KPMG Confidential

`

Planned spending on events attended(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “For the following occasions, how many events did you attend as a guest last holiday season (2024)? How many do you expect to attend this year (2025) as a guest?”, and “On average, how 
much do you plan on spending per attended event as a guest?”; (a) Exclude respondents who do not plan to attend any event as a guest; (b) n count based on respondents who plan to attend the given number of events. 

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

19%

8%

7%

64%

2%

Respondents (n= 2,021)

Less than $51

$51 to $100

$101 to $200
$201 to $500
$501 or more 100%

71% 69%
63% 61%

14%
21%

14%

21%

6%
7%

8%

14%
10%

6%
4%

7% 9%
13%

6%3%

Only 1 event
(n =192)

20%

0%

2 to 4 events
(n =474)

1%

5 to 7 events
(n =213)

2%

8 to 10 events
(n =117)

50%

More than 10 events
(n =263)

Less than $51

$51 to $100

$101 to $200
$201 to $500
$501 or more 100%

Overall Spend per event by number of events attended(b)

Average $95 $90 $75 $90 $107 $133

Consumers who plan to attend a greater number of events also plan to spend more per event
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Planned spending on events hosted(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “For the following occasions, how many events did you host last holiday season (2024)? How many do you expect to host this year (2025)?”, and “How much do you plan on spending on 
your hosted holiday meal/gathering?”; (a) Exclude respondents who do not plan to host any event this holiday season; (b) n count based on respondents who plan to host the given number of events. 

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

13%

16%

27%

31%

13%

Respondents (n= 886)

Less than $51

$51 to $100

$101 to $200

$201 to $500

$501 or more

100%

12% 11%
20%

24%

12% 14%
12%

12%

29%

32%
20% 31%

19%

27%

33%
39% 31% 28%

8% 12% 15% 19% 21%

Only 1 event
(n =291)

2 to 4 events
(n =301)

12%

5 to 7 events
(n =88)

7%

8 to 10 events
(n =59)

More than 10 events
(n =147)

Less than $51

$51 to $100

$101 to $200

$201 to $500

$501 or more
100%

Overall Spend per event by number of events hosted(b)

Average $231 $202 $238 $256 $259 $251

On average, consumers plan to spend approximately $231 per event they host
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Number of people hosted at holiday gathering/meals(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “How many people did you have at your holiday gathering/meal last year (2024)? How many people do you expect this year, 2025?”; and “How much do you plan on spending on your hosted 
holiday meal/gathering?”; (a) Exclude respondents who do not plan to host any event; (b) n count based on respondents who plan to host given number of people.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

62% 59%

25%
25%

6% 7%

7% 9%

2024
(n =917)

2025
(n =886)

Up to 10 people

11 to 20 people

21 to 30 people

More than 30 people
100%

14% 11% 8% 12%

20%

12% 16%

26%

27%

20%

28%

36%

41% 22%

8%
15%

21%
30%

30%

Up to 10 people
(n =524)

11 to 20 people
(n =223)

3%

21 to 30 people
(n =63)

More than 30 people
(n =76)

Less than $51

$51 to $100

$101 to $200

$201 to $500

$501 or more
100%

Overall Spend per event by number of events hosted(b)

Average 14 $207 $255 $294 $27715+6%

59 percent plan to host gatherings of up to 10 people—while the remainder plan to host larger 
gatherings
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Holiday decoration

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Have you noticed an increase in holiday decoration prices compared to previous years?”, “What types of holiday decorations do you purchase for the season?”
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Increase in holiday decoration prices Type of holiday decoration purchased

26%

31%

16%

26%

1%

Respondents (n= 2,021)

Yes, prices have increased
significantly

Yes, but only slightly

No, prices seem stable

No, prices have decreased

I haven’t checked prices
this year

100%
72%

27%
24%

12%

8%

Traditional decorations (e.g., 
ornaments, wreaths, lights)

Themed decor (e.g., 
specific color schemes, 

cultural themes)

DIY or handmade 
decorations

Eco-friendly or 
sustainable decorations

Inflatable outdoor displays

Respondents (n= 2,021)

57%

57 percent have noticed an increase in the price of holiday decorations 
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Traveling during Thanksgiving

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and, in all instances, asked "Did you travel last thanksgiving (2024)?”, and “Do you plan on traveling for Thanksgiving (2025)? “; (a) The chart may not add up to 100% because the "Other, Please 
specify" option is not represented due to fewer responses.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

59%

11%

16%

14%

Respondents (n= 2,021)

I plan on taking an extended trip
(greater than 5 days)

I plan on taking a trip (less than 5 days)

I plan on doing a day trip

I plan on staying home

100%

40%

64%

14%

13%

9%

Respondents (n= 2,021)

I took an extended trip
(greater than 5 days)

I took a trip (less than 5 days)

I did a day trip

I stayed home

100%

36%

2025 expectation(a)2024 travel

40 percent plan on traveling for Thanksgiving—up from 36 percent last year
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Concerns when choosing to travel

60%

36%

23%

60%

41%

26%

Cost of travel Travel restrictions Ability to leverage discounts/promotions

2024 (n= 1,018 respondents)
2025 (n= 2,021 respondents)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Please select your biggest concerns when choosing to travel. 
Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Most say cost is their biggest concern when choosing to travel 
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Travel spend

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Please estimate how much you plan to spend on your next trip this year, please estimate how much you spent on average on a similar trip last year”, (a) n count exclude respondents who 
do not plan to spend on travel.; (b) n count and average exclude respondents with percentage change on travel spend of more than 1000% from 2024 to 2025.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

44% 43%

20% 19%

13%
13%

23% 25%

2024
(n = 1,951)(b)

2025
(n = 1,951)(b)

100%

Less than $201

$201 to $500

$501 to $1,000

More than $1,000

Average

Travel spend(a) Spend by holiday(a)

$1,025 $1,127 $1,145 $1,054Average+10%

38% 34%

22% 26%

15% 14%

25% 26%

Thanksgiving 
(n = 533)

Christmas
(n = 652)

Less than $201

$201 to $500

$501 to $1,000

More than $1,000

100%

Consumers plan to spend an average of 10 percent more on holiday travel this year
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Travel spend, by income(a)

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Please estimate how much you plan to spend on your next trip this year, please estimate how much you spent on average on a similar trip last year”, and “Please select the annual income 
range that best describes your total household income in 2025.”; (a) n count exclude respondents who do not plan to spend on travel.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

60%

40%

24%

13%

18%

19%

18%

15%

8%

15%

16%

14%

9%
23%

40%

56%

Less than $50k $50k to $99k $100k to $199k $200k or more

2025

61%

40%

25%
15%

18%

21%

21%

18%

7%

16%

15%

14%

9%
19%

37%

51%

Less than $50k $50k to $99k $100k to $199k $200k or more

Less than $200

$201 to $500

$501 to $1,000

$1,000 or more

2024

Increase in travel spending is driven by higher spending among high income households 
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Change in spending on trips and reasons

Note(s): KPMG conducted a survey of 2,021 consumers across the United States and asked, “Please estimate how much you plan to spend on your next trip this year, please estimate how much you spent on average on a similar trip last year”, “What are the factors leading to 
increased spend on travel this year?”, and “What are the factors leading to decreased spend on travel this year?”; (a) Based on respondents who plan to increase the spend on trip; (b) Based on respondents who plan to decrease the spend on trip.

Source(s): KPMG Consumer Pulse Survey, fielded August 28, 2025–September 4, 2025

Change in spend on trip Reasons for change(a)(b)

17%

Respondents (n= 2,021)

Decreased

Stayed the same

Increased

100%

43%

40%

22% 21% 20%

12%
8%

Plan to increase the 
duration of the travel

Plan to stay in luxury 
hotels, resorts, etc.

Plan to travel to an 
expensive 

international location

Increase in the number of 
family members travelling

Higher household 
income due to more 
people in household 
earning/new income 

source/promotion/new 
job/pay raise

Decreased credit card debt

41%

40%
34%

17% 16% 15%

Plan to travel to a less 
expensive location

Plan to reduce 
hotel/stay costs

Plan to decrease the 
duration of the travel

Decrease in the number of 
family members travelling

Increased credit card debt Shift from air travel to other 
modes of transport to lower 

the transportation costs

42%

n= 874 respondents

n= 350 respondents

Among those spending more on holiday travel, taking trips of longer duration is the key reason 
for the increase
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