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Executive Summary

• 42 percent reported increased household income while 39 percent reported decreased income
• Last year, only 20 percent reported decreased income – suggesting households are now facing more headwinds 
• Higher income households – especially those in the $100k – $199K range – drove overall income increases 
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Household 
economics

• Consumers expect to spend less across most categories this summer – except for increases in groceries and 
automotive

• Overall discretionary spending has declined year-over-year to offset increased spending on regular living 
expenses 

• The consumer outlook has varied over the past year – spending expectations were broadly down last summer, 
gained in the fall, and are now down again
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Consumer 

spending by 
category
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Executive Summary (continued)

• 71 percent of respondents expect a recession to occur in the next year, with 59 percent indicating they have a 
financial plan in place

• Consumers still report cost of living pressures – with 74 percent reporting cost of living increased by more than 
5 percent; same as last year

• 60% of consumers have started tracking their expenses more carefully

03
Inflation

• Grocery channel preferences are similar year-over-year – with a top preference for mass market retailers and 
slight increases for discount and dollar stores

• For in-store apparel, mass market retailers are the preferred channel – especially among lower income 
respondents; Women are twice as likely as men to shop at thrift stores

• Thrift store, discount store, and club stores spending increased slightly from summer 2023 to summer 2025; 
department stores, specialty apparel stores, and luxury stores decreased
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Channel 

preference



4© 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. USCS028880

Executive Summary (continued)

• 52 percent say price increases have been due to tariffs
• 79 percent say tariffs will drive future price increases
• 50 percent expect to buy less overall due to tariffs – 49 percent are more actively looking for discounts 
• Consumers expected groceries, electronics/appliances, and apparel to be most impacted by tariffs 
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Impact of tariffs

• 58 percent plan to travel in summer 2025 vs. 55 percent in 2024 
• 32 percent feel less comfortable traveling this summer – mainly due to higher prices 
• Among respondents who are traveling, 81 percent plan to take 1 – 2 trips this summer; 28 percent plan 

international travel
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Travel plans
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Executive Summary (continued)

• 69 percent of respondents are eating more at home rather than dining out – 85 percent cite budget constraints as 
the key reason 

• Respondents are more likely to cook breakfast at home compared to lunch or diner 
• When respondents do dine out, more are prioritizing quick service restaurants rather than casual or fine dining 
• 52 percent of respondents made dietary changes in the past year – higher protein, lower carb, and sugar-free 

choices were the top changes
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Eating habits

• Physical fitness (53 percent), mental health (42 percent), and weight management (42 percent) are the top three 
health and wellness priorities

• While physical fitness is most important for Gen Z and Baby Boomer+; Mental health is the top priority for 
millennial respondents

• Out of the all respondents, 9 percent are currently using GLP-1s, while 6 percent are planning to do so
• 38 percent of respondents have reduced their alcohol consumption – with another 18 percent considering 

reduction; Baby boomers+ are least likely to reduce alcohol consumption

08
Health and 
wellness
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Executive Summary (continued)

• 89 percent are fully or somewhat aware that companies gather personal data – with greater awareness among 
higher income respondents

• Only 34 percent of respondents are comfortable with companies using Gen AI to analyze personal data 
• 47 percent are willing to trade personal data for financial incentives, while 22 percent respondents are not willing 

to share their personal data
• 56 percent of respondents have not used social shopping tools and do not plan to; 63 percent have not used AI 

shopping tools and do not plan to
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Impact of media 
and technology

• 27 percent regularly or occasionally use direct-to-consumer brands – 56 percent never do
• Purchasing products from D2C brands is more common among men and Gen Z respondents
• Personal care products (50 percent) are the most purchased D2C product followed by apparel (49 percent)
• The top features for D2C purchases include secure payment options, clear return policies, and fast or free 

shipping

10
D2C services
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`

Respondent demographic profile (summer 2025)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Please select your gender:”, ” Please select the annual income range that best describes your total household income in 2025:”, “Please enter your current 
age“; (a) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

48% 49%

52% 51%

Qualified respondents
(n = 1,516)

U.S. Census

Male

Female

100%

Gender(a) Age bracket

13% 13%

16% 18%

19% 18%

18% 19%

15%

19% 17%

Qualified respondents
(n = 1,516)

U.S. Census

18 – 24

25 – 34

35 – 44

45 – 54

55 – 64

65+

100%

15%

22% 25%

10%
11%

12%
14%

18%
18%

14%
12%

13%
12%

6% 4%
5% 4%

Qualified respondents
(n = 1,516)

U.S. Census

Below $25k

$25k – $35k

$35k – $50k

$50k – $75k

$75 – $100k

$100k – $150k

$150k – $200k
$200k + 100%

Income level

Survey sample is within +/-3 percent compared to U.S. census for gender, age, and income.
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` `

Household income change, from 2023 to 2024 versus 2024 to 2025

The share of households with decreased income nearly doubled year-over-year – driven by 
job loses and demographic shifts.

Reasons for decrease in income
(Respondents may select multiple responses)

20%

39%

41%

19%

39% 42%

2023 – 2024
(n = 1,040)

2024 – 2025
(n = 1,516)

Increased

Stayed
the same

Decreased

100%

32%

Lost job

19%
16%

Retirement

17%

12%

Shift to part-time

7%
11%

Decrease in 
household size

6% 7%

Voluntary resignation

5% 5%

Demotion

2023 – 2024 (n = 212)
2024 – 2025 (n = 595)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Compared to 2024, has your household income increased, decreased, or remained the same in 2025?”; "What caused the recent decrease in your household 
income?”; “Did you or someone in your household experience any of the following?” 

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024
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Household income change, from 2023 to 2024 versus 2024 to 2025

Among households with increased income (42 percent), performance pay increases and 
cost of living adjustments were the key drivers. 

Reasons for decrease in income
(Respondents may select multiple responses)

2023 – 2024 (n = 403)
2024 – 2025 (n = 630)

20%

39%

41%

19%

39% 42%

2023 – 2024
(n = 1,040)

2024 – 2025
(n = 1,516)

Increased

Stayed
the same

Decreased

100%

44%
39% 40%

36%

17%
20%

15%
20%

13%
17%

11% 12%

5%
9%

Increase in 
salary/wages 
(performance 

related but non-
promotion related)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Compared to 2024, has your household income increased, decreased, or remained the same in 2025?”; "What caused the recent increase in your household 
income?; “Did you or someone in your household experience any of the following?”

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024

Cost of living 
adjustment 
(based on 
inflation)

Promotion New source of income 
(e.g., investment 

earnings, new 
business, new rental 

income)

Increase in 
variable 

compensation 
(bonus)

New job Increase in 
household size
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Household income changes by demographic segment (2025 vs. 2024)

Higher income households – especially in the $100k to $199k range – were more likely to 
report increased incomes this year. 

Total sample Gender(a) Generation Income

42%

19%

39%

Qualified 
respondents
(n = 1,516)

Increased

Remained
the same

Decreased 38% 41%

15%

23%

47%
36%

Male
(n = 730)

Female
(n = 785)

33% 32%
43% 48%

18% 17%

21%
20%

49% 51%

36% 32%

Gen Z
(n = 255)

Millennials
(n = 452)

Gen X
(n = 390)

Baby 
Boomer+
(n = 419)

40% 43%
30%

39%

27%

9%

8%

33%
40%

61%
53%

Less than 
$50k

(n = 663)

$50k to 
$99k

(n = 484)

$100k to 
$199k

(n = 292)

$200k or 
more

(n = 77)

17%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Compared to 2024, has your household income increased, decreased, or remained the same in 2025?”; (a) Respondents who selected “Prefer to self describe” 
have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Percentage of household income spend per category, summer 2023 – summer 2025

Purchases of discretionary goods and services declined year-over-year – to offset 
purchases on essential and regular expenses. 

40% 41% 42%

15% 14% 15%

27% 27%

18% 18% 16%

May 2023
(n = 1,040)

Mar 2024
(n = 1,516)

Mar 2025
(n = 1,516)

Regular monthly living expenses(c)

Savings and investments

Purchases of “essential” goods and services(b)

Purchases of “discretionary” goods and services(a)

100%

27%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Please estimate to the best of your ability what percent of your monthly household income was spent on each of the following categories in the summer of 2024 
and what percent will be spent on each of the following categories in the summer of 2025. Please include both online and in-store spending.”; (a) Discretionary goods and services include restaurants, clothing, and entertainment; (b) Essential goods and services include food, prescription 
medications, and personal care products; (c) Regular monthly living expenses include housing costs, utilities, home and auto insurance, health insurance, and education

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024
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Percentage of household income spend per category, summer 2025, by demographics

Regular monthly living expenses tend to increase with age. Gen Z, in particular, allocates 20 
percent of income to savings while spending more on discretionary goods and services

Generation

42%

15%

27%

16%

Mar 2025
(n = 1,516)

Regular monthly 
living expenses(c)

Savings and investments

Purchases of “essential” 
goods and services(b)

Purchases of 
“discretionary” goods and 

services(b)

Total sample Gender(d)

39%
45%

17%
12%

27% 27%

17% 16%

Male
(n = 730)

Female
(n = 785)

33%
39%

45% 49%

20%
17%

13%

26%
26%

27% 28%

21% 18% 15% 13%

Gen Z
(n = 255)

Millennials
(n = 452)

Gen X
(n = 390)

Baby Boomer+
(n = 419)

100%

10%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Please estimate to the best of your ability what percent of your monthly household income was spent on each of the following categories in the summer of 2024 
and what percent will be spent on each of the following categories in the summer of 2025. Please include both online and in-store spending.”; (a) Discretionary goods and services include restaurants, clothing, and entertainment; (b) Essential goods and services include food, prescription 
medications, and personal care products; (c) Regular monthly living expenses include housing costs, utilities, home and auto insurance, health insurance, and education; (d) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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8%

5%

-2%
-3%

-6% -6%
-7% -7% -7%

-8% -9% -9%
-10%

-13%
-11%

-14% -15%

8%

3%

0%
-2%

-4% -4%
-6% -6%

-7% -7% -7%
-8% -8%

-9% -10%

-13% -13%

Anticipated change in monthly spend by category, summer 2024 versus summer 2025

Consumers expect to decrease average monthly spending across most categories. 

Groceries

May 2024: n = 1,040 qualified respondents

Mar 2025: n = 1,516 qualified respondents

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How much do you think your monthly household spend on each of the following products/services will increase this summer (2025) compared to last summer 
(2024)?Please indicate your expected percent increase for each category below.”; “How much do you think your monthly household spend on each of the following products/services will decrease this summer (2025) compared to last summer (2024)? Please indicate your expected 
percent increase for each category below”; (a) Automotive includes gas, tolls, auto insurance, and auto maintenance; (b) Hobby supplies includes sporting goods, musical instruments, and books.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024

Automotive(a) Prescription 
medications

Personal 
care 

products

Personal 
care 

services

Pet 
supplies, 

accessories, 
and toys

Apparel Home 
improvement 

products/
supplies

Travel/
vacations

Entertainment/
media

Restaurants Home 
improvement 

services

Office/
school 

supplies

Hobby 
supplies(b)

Electronics 
and 

appliances

Toys Furniture

Discretionary categoriesEssential categories
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The consumer spending outlook has varied over the past year: From expected decreases 
last summer, to increases in the fall – and now back to decreases for most categories. 

Anticipated change in monthly spend by category, summer 2024 versus summer 2025

Discretionary categories (a)Essential categories

Groceries

May 2024: n = 1,040 qualified respondents

Holiday 2024: n = 1,018 qualified respondents

Automotive(b) Prescription 
medications

Personal 
care 

products

Personal 
care 

services

Apparel Home 
improvement 

products/
supplies

Travel/
vacations

Entertainment/
media

Restaurants Home 
improvement 

services

Office/
school 

supplies

Electronics 
and 

appliances

Toys Furniture

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How much do you think your monthly household spend on each of the following products/services will increase this summer (2025) compared to last summer 
(2024)? Please indicate your expected percent increase for each category below.”; (a) We have not included Pet supplies, accessories, and toys in the chart as this category was only present in summer 2024 survey and summer 2025 survey; (b) Automotive includes gas, tolls, auto 
insurance, and auto maintenance; (c) Hobby supplies includes sporting goods, musical instruments, and books.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024; KPMG Consumer Pulse Survey, fielded Sep 4, 2024 – Sep 6, 2024

Mar 2025: n = 1,516 qualified respondents

Hobby 
supplies(c) 

8% 8%

25%

3%
5%

18%

-2%
0%

7%

-3%

12%

-2%

6%

-6%
-4%

-7%

9%

-6%
-7% -7%

-6%

5%
6%

-7%
-8%

3%

-7%

6%

-9%
-7%

-9%

2%

-8%
-10%

-8% -8%

-13%

-5%

-9%
-11%

1%

-10%

-14%
-11%

-13%
-15%

-5%

-13%
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Reasons for increase in grocery spend in 2025 compared to 2024

Respondents who expect to spend more on groceries believe it is driven by inflation and 
eating more meals at home. 

70%

28%

12% 11% 10%

I’m spending more on 
groceries due to price 

increases

I’m purchasing more 
groceries since I am 
eating more meals at 

home

I’m purchasing more 
groceries since I have more 

people in my household

I’m purchasing more 
expensive groceries due 

to a change in diet

I’m purchasing more 
expensive groceries due to an 

increase in my household 
budget

Qualified respondents (n = 383)(a)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Why do you believe that your grocery spend is going to go up this summer versus last summer?”; Exceeds 100% as respondents could select multiple options; 
(a) N is 383 because this question was asked to only those respondents who stated that their grocery spend will increase by more than 15% in C2

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Consumer perceptions regarding increasing cost of living summer 2024 versus summer 2025

92 percent respondents reported increased cost of living – out of which 74 percent reported 
an increase of more than 5 percent.

May 2024 March 2025

92%

8%

Qualified respondents
(n = 1,516)

Yes

No

26%

44%

30%

Qualified respondents
(n = 1,388)

1% to 5%

6% to 10%

More than 10%

100%

74%

94%

6%

Qualified respondents
(n = 1,040)

Yes, my cost 
of living 

has increased

No, my cost
of living has 

not increased

26%

42%

32%

Qualified respondents 
who’s cost of living 

increased
(n = 978)

1% to 5%

6% to 10%

More than 10%

100%

74%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Do you believe that your cost of living has gone up in the last year?”; “How much do you believe your cost of living has gone up in the last year?”.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024
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Next 12 months consumer recession expectations

71 percent expect a recession in the next year. Among those who do, 59 percent have a 
financial plan for a recession. 

20%

41%

29%

Qualified respondents
(n = 1,516)

No, I do not expect a recession

Yes, within a year

Yes, within 9 months

Yes, within 6 months

100%

10%
59%

41%

Qualified respondents
(n = 1,069)

Yes

No

100%

71%

Recession expectations Recession plan

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Do you expect a recession to occur in the near future? If so, when?”; “Do you have a plan in place to prepare for financial challenges associated with an 
economic recession?”.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Measures taken to manage inflation related challenges

60 percent of respondents have started tracking their expenses more carefully, while 25 
percent have dipped into savings to cover expenses.

60%

35% 34%
27% 25%

16% 13% 12%

Started tracking my 
expenses more 

carefully

Reduced the amount of 
my income going to 

savings

Reduced spend on 
food/struggled to find 

money to cover 
groceries

Used credit card more Used a buy 
now pay later 

service

Took on another 
job/worked more 

hours

Applied for 
government 

support

Dipped into 
savings to cover 

expenses

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which, if any, of the following measures have you started taking recently?”; Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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In-store grocery store channel share of grocery spend, summer 2024 versus summer 2025 

Grocery channel preferences are similar year-over-year – with a top preference for mass 
market retailers and slight increases for discount and dollar stores. 

25% 24%

Mass market 
retailers

20% 20%

National/
regional 

supermarkets

14% 11%

Local grocery 
stores

11%
9%

Club 
stores

10%

Discount grocery 
stores

7% 7%

Natural/organic 
markets

6%
4%

Dollar 
stores

4% 4%

Convenience 
stores

3% 3%

Specialty 
food markets

2024 (n = 1,475) 2025 (n = 1,475)(a)

14%

7%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked “What percent of your monthly in-store grocery spend did you typically spend at each of the following grocery store types in 2024 and 2025?”; “What percent of 
your monthly in-store grocery spend do you expect to spend at each of the following grocery store types in 2025?”; (a) N is 1,475 because this question was asked to only those respondents who stated that their online grocery spend was less than 100% in C4.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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In-store apparel shopping channel share, summer 2025, by demographics

Mass market retailers are the preferred channel for in-store apparel – especially among 
lower income respondents. Women are twice as likely as men to shop at thrift stores. 

Total sample(a) Gender(b) Generation Income

4%

19%

30%

5%

10%

5%
4%

14%

9%

Qualified 
respondents
(n = 1,444)

Department stores

Luxury department
stores

Specialty apparel
stores

Discount 
stores

Mass market
retailers

Club stores

Thrift stores

Outlet stores
Other

17% 12%

5%
4%

10%

9%

17%
21%

32%
27%

5%

4%

6%
5% 4%

5%3%

Male
(n = 699)

14%

Female
(n = 744)

11% 14% 14% 18%
8% 4% 5%

15% 12% 9%
3%

16%
16% 21%

23%

27% 32% 28%
30%

5% 6% 4% 4%

12% 9%
9% 10%

5%
5% 4%

5% 7%5%
1%

Gen Z
(n = 246)

2%

Millennials
(n = 433)

Gen X
(n = 374)

1%

Baby Boomer+
(n = 391)

12% 16% 19%
14%

5%
8% 14%

5%

8%

28%

19%

21%

17%

16%

37%

28%

21%

12%4%
5%

5% 5%14%
9% 5%
3% 7% 5%
5%

1%

4%
4%

Less than $50k
(n = 622)

$50k to $99k
(n = 464)

1%

$100k to $199k
(n = 284)

3%

3%

$200k or more
(n = 74)

17%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Where do you typically shop for apparel (in-store)?”; (a) N is 1,444 because this question was asked to only those respondents who stated that their online 
apparel spend was less than 100% in C4; (b) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Annual in-store apparel spending by year (summer 2023 – summer 2025)

Thrift store, discount store, and club stores spending increased from summer 2023 to 2025; 
department stores, specialty apparel stores, and luxury stores saw a decrease.

10%

24%

10%

17%

7%

20%

7%

5%

26%

13%

18%

10%
11%

5%

8%
8%

26%

13%

18%

10%

13%

5%

8% 8%

Mass market
retailers

Department stores Discount stores Specialty apparel
stores

Thrift stores Luxury department
stores

Club stores Outlet stores

May 2023: n = 987 qualified respondents
May 2024: n = 1,444 qualified respondents
Mar 2025: n = 1,444 qualified respondents(a)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked “What percent of your annual in-store apparel spend did you typically spend at each of the following apparel retailer types in 2024? What percent of your annual 
in-store apparel spend do you expect to occur at each of the following apparel retailer types in 2025?”; (a) N is 1,444 because this question was asked to only those respondents who stated that their online apparel spend was less than 100% in C4.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024
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Tariffs resulting in price increases

Gender(b) Generation IncomeTotal sample(a)

52%

25%

23%

Qualified 
respondents
(n = 1,447)

Yes

No

Not sure

55% 49%

27%

24%

18%
27%

Male
(n = 697)

Female
(n = 749)

48%
58% 53%

25% 27%

24%
24%

24% 25%
18% 23%

Less than 
$50k

(n = 623)

$50k to $99k
(n = 465)

$100k to 
$199k

(n = 284)

$200k or 
more

(n = 75)

100%

51%
59% 57%

48% 46%

19% 22%
28% 31%

22% 24% 23%

Gen Z
(n = 239)

21%

Millennials
(n = 422)

Gen X
(n = 377)

Baby 
Boomer+
(n = 409)

52 percent of respondents believe price increases are due to tariffs.

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Do you think that the price increase is due to tariffs?”; (a) N is 1,447 because this question was asked to only those respondents who stated that the prices are 
higher than they were a year ago for all the categories in D1a; (b) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Impact of rising tariffs on future price increase of products/services

Gender(a) Generation IncomeTotal sample

69%
79% 78%

84%

18%
11% 9%

8%
13% 10% 13% 8%

Gen Z
(n = 255)

Millennials
(n = 452)

Gen X
(n = 390)

Baby 
Boomer+
(n = 419)

79 percent of respondents believe tariffs will lead to future price increases. 

79%

11%

10%

Qualified 
respondents
(n = 1,516)

Yes

No

Not sure

79% 78%

10%

9% 12%

12%

Male
(n = 730)

Female
(n = 785)

77% 78% 81%
87%

10%
10%

9%13% 10% 9% 4%

Less than 
$50k

(n = 663)

$50k to 
$99k

(n = 484)

$100k to 
$199k

(n = 292)

$200k 
or more
(n = 77)

100%

12%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, Do you think that the rising tariffs will result in the prices of the products/services to increase in future?; (a) Respondents who selected “Prefer to self describe” 
have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Price increase in the following products and services

Consumers expect groceries, electronics, and apparel to be most affected by tariffs. 

69%
61%

56% 53%
49%

45% 45% 42% 41% 40%
35% 35% 34% 32% 29% 29% 28%

24%

Groceries Electronics 
and 

appliances

Apparel Automotive(a) Furniture Home 
improvement 

products/
supplies

Restaurants Travel/
vacations

Home 
improvement 

services

Personal 
care 

products

Sporting 
goods, 
hobby 

supplies

Toys Prescription 
medications

Pet supplies, 
accessories, 

and toys

Office/
school 

supplies

Personal 
care 

services

In-home 
entertainment

Out-of-home 
entertainment

/media

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which of the following product/services do you think will become more expensive due to tariffs?”; (a) Automotive includes gas, tolls, auto insurance, and auto 
maintenance.; Exceeds 100% as respondents could select multiple options. 

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Effect of rising tariff on consumer spending habits

50 percent of respondents expect to buy less overall due to tariffs – 49 percent will more 
actively look for discounts.

50% 49%
44% 41%

37%

27%

13%

Buy less overall Look for discounts, 
promotions, and use 

coupons more actively

Cut down on dining 
out, entertainment, 

and leisure activities

Switch to 
cheaper or 

generic brands

Delay or 
reduce major 

purchases

Increase bulk 
buying for better 

deals

No changes in spending 
habits

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How are rising tariffs likely to affect your spending habits?“; Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Consumer travel plans, summer 2023 to 2025

58 percent plan summer travel – slightly above last year.

60% 55% 58%

40% 45% 42%

2023 actual (n = 1,040) 2024 actual (n = 1,516) 2025 planned (n = 1,516)

Yes

No

100%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Did you travel during the summer of 2024?”; “Do you plan to travel in the summer of 2025?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024
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Comfort level in travelling, summer 2025 vs. 2024

Reasons for increased comfortComfort level

53%

32%

15%

Qualified respondents
(n = 1,516)

More comfortable

Less comfortable

The same

42%

33% 31%
25% 24% 21%

18%

Improved 
travel 

options

Reduced 
health 

concerns

Improved 
hygiene 

standards

Increased 
disposable 

income

Lower travel costs Remote work has 
allowed me to 

travel for leisure 
and still be able to 

work

Occurrence of 
specific mega 

events or 
festivals

Qualified respondents (n = 234)

Of respondents who are more comfortable traveling in the summer 2025, 42 percent cite 
improved travel options as the reason.

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Do you feel more or less comfortable traveling in 2025 versus 2024?”; “Why are you more comfortable traveling in 2025 versus 2024?”; Percentages of reason 
for increased comfort might exceed 100% as respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Comfort level in travelling, summer 2025 vs. 2024

70%

35%
20% 16% 14% 12% 10% 10% 8% 6% 5%

Rising 
traveling 
expenses

Concerns 
about 

aviation 
safety/travel 

safety

Prefer to 
spend on 
something 

else

Job 
stability

More people 
traveling 

increases my 
risk of exposure 

to COVID-19 
variants

Safety 
concerns 
regarding 
Russian-

Ukrainian War

Worried 
about travel 

delays

Don’t have 
time to 
travel

Saving up 
for a bigger 
trip later this 

year

Travel 
services are 
loosening 

restrictions

Worried 
about lost 
luggage

Respondents who are less comfortable traveling in summer 2025 mainly cite rising travel 
expenses – as well as concerns about travel safety. 

Reasons for increased comfortComfort level Qualified respondents (n = 479)

53%

32%

15%

Qualified respondents
(n = 1,516)

More comfortable

Less comfortable

The same

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Do you feel more or less comfortable traveling in 2025 versus 2024?”; “Why are you less comfortable traveling in 2025 versus 2024?”; Percentages of reason 
for decreased comfort might exceed 100% as respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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81%

45% 47% 42%
48%

35% 35%
38%

33%

14% 12% 11% 10%

4% 5% 5%
4% 4%3%

3%

2023 actual
 (n = 627)

2%

2024 planned
 (n = 625)

2024 actual
 (n = 841)

2025 planned
 (n = 876)

1

2

3

4
5+ 100%

68%
62%

23% 21% 29% 28%

10% 8% 10%9%

2023 actual
 (n = 581)

69%

2024 planned
 (n = 579)

63%

2024 actual 
(n = 784)

2025 planned 
(n = 817)

Domestic

International

Both
100%

(a) (b)

Among respondents who are traveling, 81 percent plan to take 1 – 2 trips this summer; 28 
percent plan international travel.

Consumer travel plans, summer 2023 to 2025

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How many vacation trips did you take during the summer of 2024?”; “Where did you travel during summer 2024?”; How many vacation trips do you plan on 
taking during the summer of 2025?”; “Where do you plan to travel during summer 2025?”; (a) N is 876 because this question was asked to only those respondents who stated that they are planning to travel for vacation during the summer of 2025; (b) N is 817 because this question was 
asked to only those respondents who stated that they are planning to travel for vacation during the summer of 2025.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025; KPMG Consumer Pulse Survey fielded April 21, 2024 – May 26, 2024

Number of trips planned/taken Destination type
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Respondents are more likely to cook breakfast at home compared to lunch or dinner. 

Eating habits frequency (summer 2025)

75%
67% 68% 72%

8%

10% 10%
9%

9%
12% 11%

11%

8% 11% 11% 8%

Breakfast Lunch Dinner Snacks

Cooked/prepared at home

Ordered delivery

Picked up to-go

Ate out
100%

Qualified respondents (n = 1,516)

33% 32%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Thinking back on the last week, for each meal, how often did you cook at home, order delivery, pick-up to-go, or eat out?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Change of preference for eating meals at home compared to dining out at restaurants

69 percent of respondents are eating at home more often rather than dining out.

49%

20%

27%

3%

Eating at home far 
more often

Eating at home 
slightly more often

Preference 
remained the same

Dining out slightly 
more often

Dining out far more 
often

1%

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “In the past year, how has your preference changed for eating meals at home compared to dining out at restaurants?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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85 percent of respondents cite saving money as the main reason for eating at home more 
often. 

85%

36% 36%
25% 24%

17% 14% 12%

Reasons for eating at home more rather than dining out

Qualified respondents (n = 1,036)(a)

Save money 
due to budget 

constraints

Greater control 
over ingredients 

and nutrition

Restaurant 
quality/service 
not worth the 

cost

Family 
togetherness/
quality time

Food 
safety/hygiene 

concerns at 
restaurants

Easier access to 
in-home 

entertainment 
during meals

Dietary 
restrictions 
easier to 

accommodate

Less time to eat 
out

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What are the primary reasons you are eating at home more rather than dining out?”; Exceeds 100% as respondents could select multiple options; (a) N is 
1,036 because this question was asked to only those respondents who stated that they are eating at home far more often or slightly more often in M2.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Types of restaurants for dining and frequency

26 percent respondents are considering quick service restaurants/fast food for dining 
more often.

6% 8%

34%

22%

36%
42%

28%20%
20%

17% 15%
10%

12%14%
18%

12%

14%

12% 8%

13%

34%

23%

31%

24%
25%

33%

17%

15% 9% 12%
9% 11% 9%

9% 5% 5% 4% 4% 5%

34%

5%

16%

Dining far more often
Dining slightly more often

No change this year
Dining slightly less often

Dining far less often
Not visited at all this year

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Over the past year, what types of restaurants are you dining at more often or less often?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

Quick service 
restaurants/fast 

food

Casual dining Fine dining Cafes and coffee 
shops

Bars, pubs, or 
breweries

Health-focused 
restaurants

Ethnic/specialty-
cuisine restaurants
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22%
16% 13% 8%

13%

13%

51% 53%

44%

56%

10% 10%

21%

8%

4% 5% 9% 8%

12%
22%

14%

15%

52%

49%

15%
9%
5%

15%

50%

12%

6%

Consumption trend of alcoholic beverages at home (summer of 2025 vs summer of 2024)

32 percent decreased alcohol consumption at home in the past three months. Decreases 
among women, Gen X and Baby Boomers+, and lower income households were even higher. 

Overall Gender(a) Generation Income

17%

Qualified 
respondents
(n = 1,516)

A lot more

More

The same 
amount

Less

A lot less

7%

Male
(n = 730)

Female
(n = 785)

Less than 
$50k

(n = 663)

16%

$50k to 
$99k

(n = 484)

$100k to 
$199k

(n = 292)

$200k or 
more

(n = 77)

20%

10% 13%
21% 24%9%

15%

17% 15%

47%
45%

51%
57%

20%

8%
4%

14% 9%

Gen Z
(n = 255)

18%

Millennials
(n = 452)

3%

Gen X
(n = 390)

0%

Baby 
Boomer+
(n = 419)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Over the last 3 months has your household been drinking less, the same amount, or more alcoholic beverages at home as compared to last year?”; (a) 
Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Expected change in eating habits (summer of 2025 vs summer of 2024)

46 percent of respondents plan to drink more water than they did last year; 40 percent plan 
to eat healthier. 

46%
40%

27%
14%

50%
52%

60%

55%

4% 8% 13%

31%

Drink water Eat Healthy Purchase groceries Indulge in Snacking

More than last year

Same as last year

Less than last year
N = 1,516 qualified respondents

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “In the summer of 2025 compared to the summer of 2024, do you expect to do more, the same, or less of each of the following?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Dietary changes in the past 1 year

52 percent of respondents made dietary changes in the past year – higher protein, lower 
carb, and sugar-free choices were the top changes.

Changed diet Changes made

52%

48%

Qualified 
respondents
(n = 1,516)

No, I’ve not
mad any

dietary changes

Yes, I’ve made
dietary changes

44%

29%
26% 23%

17% 16%
11% 10% 9% 8% 8% 8% 7% 7% 5% 3%

High 
protein

Low carb Sugar-free Low 
sodium

Intermittent 
Fasting

Calorie-
based

Vegetarian Gluten-
free

Mediterranean 
Diet

FlexitarianDiabetic KetoWeight 
Watchers

Vegan Nutrisystem Paleo

Qualified respondents (N = 795)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What dietary changes, if any, have you made since past 1 year? Please select all that apply.”; Percentages of changes made might exceed 100% as 
respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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18% 18% 23% 26%

37%
27% 21% 21%

26%
34% 26%

19% 21% 26%

Frequency of exercise per week, by demographics

The higher income demographics tend to exercise more frequently; Millennials, Gen X, and 
Baby Boomer+.

Overall Gender(a) Generation Income

Male
(n = 730)

Female
(n = 785)

Qualified 
respondents
(n = 1,516)

Less than 1 
time per week

1-2 times per 
week

3-4 times per 
week

5 or more times 
per week

Gen Z
(n = 255)

Millennials
(n = 452)

30%

Gen X
(n = 390)

27%

Baby 
Boomer+
(n = 419)

16%
27%

24%

27%

31%

28%

29%
18%

22%

26%

29%

23%

29%
20%

10% 7%

30%

23%
17%

24%

31%

40%

17%
26% 30% 36%

Less than 
$50k

(n = 663)

23%

$50k to 
$99k

(n = 484)

$100k to 
$199k

(n = 292)

$200k or 
more

(n = 77)

37%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How often do you exercise per week?”; (a) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Priorities for health and wellness

Physical fitness (53 percent), mental health (42 percent), and weight management 
(42 percent) are the top three priorities for health and wellness.

Physical 
fitness

Mental health Weight 
management

Healthy and 
balanced 

diet/Nutrition

Stress 
management

Preventative 
care

Sleep 
improvement

Disease 
management

53%

42% 42% 39%
36% 33% 32%

14%

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What are your top 3 priorities for health and wellness?”; Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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A higher percentage of women prioritize mental health (45 percent), weight management 
(43 percent), and stress management (39 percent) compared to men.

`

Priorities for health and wellness, by gender(a)

0%

10%

20%

30%

40%

50%

0

10

20

30

40

50

60

58%

47%

Physical fitness

38%
45%

Mental health

40%
43%

Weight 
management

41% 38%

Healthy and 
balanced 

diet/Nutrition

32%
39%

Stress 
management

35% 32%

Preventative care

33% 30%

Sleep 
improvement

14% 14%

Disease 
management

Male
(n = 730)

Female
(n = 785)

53%

Overall
(n = 1,516)

42% 42%
39% 36%

33% 32%

14%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What are your top 3 priorities for health and wellness?”; (a) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

Average
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Priorities for health and wellness, by generation

While physical fitness is most important for Gen Z and Baby Boomer+; Mental health is the 
top priority for millennial respondents.

0%

10%

20%

30%

40%

50%
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60

Mental 
health

Healthy and 
balanced 

diet/Nutrition

Preventative 
care

Disease 
management

Sleep 
improvement

Stress 
management

Weight 
management

58%
53%

36% 39%
46%

Physical 
fitness

25%

36%

47%

12% 12% 13%
18%

37% 34%
30% 27%

42% 40% 37%

25%

36% 38%
47% 44%

20%

53%

Overall
(n = 1,516)

42% 42%
39%

36%
33%

32%

14%

Gen Z
(n = 255)

Millennials
(n = 452)

Gen X
(n = 390)

Baby Boomer+
(n = 419)

51%
51%

49%
54%

37%
29%

35%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What are your top 3 priorities for health and wellness?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

Average
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Health and wellness services usage

Supplements and vitamins (48 percent) are the most used health and wellness service 
followed by fitness trackers (26 percent), and gym memberships (24 percent).

48%

Supplements and 
vitamins

26%

Fitness 
trackers/wearables

24%

Gym memberships

15%

Online workout 
programs

14%

Meditation/mindfuln
ess programs

11%

Healthy meal 
delivery services

7%

Alternative therapies 
(e.g., acupuncture, 

massage)

7%

Personal Trainers

Qualified respondents (n = 1,516)

Note(s) KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which of the following health and wellness products/services do you use regularly?”; Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Health and wellness services usage, by gender(a)

Personal trainers and alternative therapies are the least commonly used health and 
wellness products/services among both men and women.
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48% 48%

Supplements and 
vitamins

28%
24%

Fitness 
trackers/wearables

27%

20%

Gym memberships

12%
16%

Online workout 
programs

12%
16%

Meditation/mindfuln
ess programs

12%
9%

Healthy meal 
delivery services

7% 8%

Alternative 
therapies (e.g., 
acupuncture, 

massage)

9%
4%

Personal 
Trainers

48%

Overall
(n = 1,516)

26% 24%

15% 14%
11%

7% 7%

Male
(n = 730)

Female
(n = 785)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which of the following health and wellness products/services do you use regularly?”; (a) Respondents who selected “Prefer to self describe” have been 
excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

Average
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Health and wellness services usage, by gender(a)

While supplements and vitamins are common across generations, Millennials more actively 
use fitness trackers, online workout programs, and healthy meal delivery services.
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46%
47%

59%

Supplements and 
vitamins

Fitness 
trackers/wearables

30%
30%

18%18%

Gym memberships Online workout 
programs

33%

18%
12%

8%
Meditation/mindfuln

ess programs
Healthy meal 

delivery services

12%11%
6% 3%

Alternative 
therapies (e.g., 
acupuncture, 

massage)

13%
4% 1%

Personal Trainers

19%

Gen Z
(n = 255)

Millennials
(n = 452)

Gen X
(n = 390)

Baby Boomer+
(n = 419)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which of the following health and wellness products/services do you use regularly?” Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

48%

Overall
(n = 1,516)

26% 24%

15% 14%
11%

7% 7%26%
34%

25%
18% 19%20%

13%
7%

17%18%

7%
3%

10%
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Factors impacting the selection of health and wellness products and services

Price and effectiveness are the most important factors in the selection of health and 
wellness products/services.

Price Effectiveness Convenience Recommendations 
from 

doctors/healthcare 
providers

Natural/organic 
ingredients

Brand reputation Recommendations 
from friends/family

User reviews Data privacy

66%
61%

39%
34%

27%
22% 21%

16% 13%

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “When considering health and wellness products or services, what factors are most important to you?”; Exceeds more than 100% as respondents could select 
multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Changes in health and wellness post COVID-19

The focus on health and wellness has increased after COVID-19; Respondents are now more 
inclined towards improved diet (57 percent) and increased exercise frequency (51 percent).

57%
51%

39%
34% 32%

Improved quality of 
diet

Increased exercise 
frequency

Increased 
preventative 

healthcare measures

More focus on sleep 
hygiene

Greater emphasis on 
stress management 

techniques

Changed focus on health Changes made

1%4%

46%

16%

Qualified respondents
(n = 1,516)

Increased 
substantially

Increased 
somewhat

Remained the same

Decreased somewhat
Decreased substantially

33%

Qualified respondents (N = 753)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Has your focus on health and wellness increased, decreased, or remained the same post COVID-19?”; “What positive changes in health and wellness habits 
have you incorporated over the last year?”; Percentages of changes made might exceed 100% as respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025



55© 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. USCS028880

`

Health related issues in the family

Most respondents do not have health issues that often spur GLP-1 usage. 23 percent report 
diabetes, and 20 percent obesity. 

59%

23%
20%

15%

No, we do not have any of 
the following health related 

issue

Diabetes (Type 1/Type 2) Obesity Cardiovascular problems

Qualified respondents (N = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Do you or anyone in your family have health related issues?”; Exceeds more than 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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60% 64%

14%
16%

26% 20%

38%
50%

69%
80%

26%

18%

13%

10%
36% 32%

10%

Usage of GLP-1 receptor medicines

Among respondents with applicable health conditions, more men (26 percent) are currently 
using GLP-1s compared to women (20 precent).

Qualified 
respondents

(n = 623)

Yes, currently 
using

Planning to 
use

Not planning 
to use

Male
(n = 264)

Female
(n = 358)

Gen Z
(n = 111)

Millennials
(n = 157)

18%

Gen X
(n = 167)

Baby 
Boomer+
(n = 188)

62%

15%

65%

40%

76%

15% 16%

20%

19% 19%

40%

24%

Less than 
$50k

(n = 299)

$50k to 
$99k

(n = 197)

$100k to 
$199k

(n = 102)

$200k or 
more

(n = 25)

66%

Overall(a) Gender(b) Generation Income

23%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Are you currently using or planning to use GLP-1 receptor medicines (e.g., Ozempic, Saxenda, Victoza) for any medical condition or weight management?”; (a) 
N is 623 because this question was asked only to those respondents who stated they or anyone in their family have health related issues, such as diabetes, obesity, cardiovascular problems in N7; (b) Respondents who selected “Prefer to self describe” have been excluded due to low 
sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Share of GLP-1 users to the total respondents

Out of all respondents, 9 percent are currently using GLP-1s, while 6 percent are planning to 
do so.

9%

Yes, currently 
using

6%

Planning to use

26%

Not planning to 
use

Total respondents (N = 1,516)

1,516

Total 
respondents

Do not have 
any health 

related issues

41%

Have health 
related issues

Currently using 
GLP-1

9%

% of respondents currently using GLP-1

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Are you currently using or planning to use GLP-1 receptor medicines (e.g., Ozempic, Saxenda, Victoza) for any medical condition or weight management?”;
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025

59%
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18%

26%

18%

22%

Change in alcohol consumption for health reasons

38 percent of respondents have reduced alcohol consumption – with another 18 percent 
considering reduction. Baby boomers+ are least likely to reduce alcohol consumption. 

Overall(a) Gender(b) Generation Income

16%

Qualified 
respondents
(n = 1,111)

Yes, I have significantly 
moderated my alcohol intake

Yes, I have somewhat 
reduced my alcohol intake

I am considering reducing 
my alcohol intake

No, I have not changed and 
not planning to change my 

alcohol consumption

I was already consuming 
alcohol in moderation

Male
(n = 576)

Female
(n = 534)

Less than 
$50k

(n = 448)

$50k to 
$99k

(n = 361)

$100k to 
$199k

(n = 243)

$200k or 
more

(n = 59)

11%
25%

28%

25%

20%

16%

24%
20%

17% 14%

22% 18%
12% 15%

26% 30%

19%

29%

18% 20%

18%

12%

17%

27%

32%

12% 15%
24%

12%

11% 13%
23% 25%

15%
18%

42%

23%
22%

16%
29%

22%
11%

22% 20%
11% 10%

Gen Z
(n = 188)

27%

Millennials
(n = 363)

28%

Gen X
(n = 287)

12%

Baby 
Boomer+
(n = 273)

22%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Are you considering changing your alcohol consumption for health reasons?”; (a) N is 1,111 because this question was asked to only those respondents who 
stated that they drink alcohol frequently, regularly, occasionally or rarely in N12; (b) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Factors influencing reduced alcohol consumption

The desire to lead a healthier lifestyle is prompting people to reduce alcohol consumption.

45%
39%

25%
19%

12%

General desire to 
lead a healthier 

lifestyle

Advice from healthcare 
professionals

More research and clear 
evidence demonstrating the link 

between alcohol and cancer

Personal stories or experiences 
from friends and family affected 
by alcohol-related health issues

More public service 
announcements and warnings 

from health authorities

Qualified respondents (N = 491)(a)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What would most likely influence you to reduce your alcohol consumption for health reasons?”; Exceeds 100% as respondents could select multiple options; 
(a) N is 491 because this question was asked to only those respondents who stated “No, I have not changed and not planning to change my alcohol consumption” and “I am considering reducing my alcohol intake” in N14.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Personalization in online shopping

51 percent expect personalized online shopping to provide targeted discounts or 
promotions relevant to their interests. 

51% 50%

37% 36%
30%

Qualified respondents (n = 1,516)

Seeing targeted discounts or 
promotions relevant to my 

interests

Receiving product 
recommendations based on my 

past purchases

Having access to a personalized 
shopping history or wishlist

The ability to customize product 
features or options

Receiving content and 
communication tailored to my 

demographics

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “When you think of personalization in online shopping, what does it mean to you?”; Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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4% 5%
7%

27% 29%

62% 59%

Awareness of data gathered for personalized offerings

89 percent are fully or somewhat aware that companies gather personal data – with greater 
awareness among higher income respondents. 

Qualified 
respondents
(n = 1,516)

Yes, I am fully aware

I have some 
knowledge about it

I am not sure
No, I was not aware

Male
(n = 730)

7%

Female
(n = 785)

Gen Z
(n = 255)

Millennials
(n = 452)

Baby 
Boomer+
(n = 419)

4%
7%

28%

61%

5% 4%
7% 8% 6% 7%

33%
25% 27%

54%
62% 62% 63%

7%

10%
6% 6%

23%
29% 24%

74%

55%
63% 68%

Less than 
$50k

(n = 663)

2%
$50k to 
$99k

(n = 484)

2%
$100k to 
$199k

(n = 292)

3%
$200k or 

more
(n = 77)

100%

28%

Overall Gender(a) Generation Income

6% 3%

28%

Gen X
(n = 390)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Are you aware that companies gather data about your online activity to target you with personalized offerings?”; (a) Respondents who selected “Prefer to self 
describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Comfort with Generative AI

Only 34 percent are comfortable with companies using generative AI to analyze personal 
data. 

Awareness of companies gathering data

4%
7%

28%

61%

Qualified respondents
(n = 1,516)

Yes, I am fully aware

I have some knowledge about it

I am not sure
No, I was not aware

Level of comfort

20%

23%

23%

20%

14%

Qualified respondents
(n = 1,341)

Very comfortable

Somewhat comfortable

Neutral

Somewhat uncomfortable

Very uncomfortable

100%

34%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Are you aware that companies gather data about your online activity to target you with personalized offerings?”; “How comfortable are you with the idea of 
companies using Generative AI to analyze your personal data?”.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Nearly half of the respondents are willing to trade personal data for financial incentives, 
while 22 percent respondents are not willing to share their personal data.

Incentives to share personal data with companies

Qualified respondents (n = 1,516)

Financial Incentives 
(e.g., discounts, 
reward points)

Increased privacy controls 
(More control over what data is 

collected and how it’s used)

Personalized experiences (e.g., 
More relevant product 

recommendations)

Social Impact (e.g., healthcare, 
sustainability)

I would not share 
my data for any 

reason

47%
41%

28%
22%22%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “In exchange for sharing your personal data with companies, which of the following would be valuable to you?; Exceeds 100% as respondents could select 
multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Influence of advertisement on shopping behavior

44 percent of respondents are more likely to purchase products based on an 
advertisement; 50 percent say ads remind them of products they were already considering. 

50% 49%

38%

It reminds me of 
products I was already 

considering

It helps me discover new 
products I might be 

interested in

The targeted ads often 
offer good deals or 

discounts

Influence Reasons for considering products based on 
advertisement

8%

48%

27%

17%

Qualified respondents
(n = 1,516)

Yes, I’m more likely to 
consider products I see 

advertised

Somewhat likely to purchase 
depending on the 

product/offer

No, it doesn’t affect 
my shopping 

decisions

Advertisements do not 
entirely drive my purchase 

decisions

Qualified respondents (n = 673)

44%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Does seeing advertisements based on your browsing history influence your shopping behavior?”; “Why do you consider products advertised based on your 
browsing history?”; Percentages of reason for considering products based on advertisement might exceed 100% as respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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61%

37%

19% 18%

56 percent of respondents are not influenced by advertisements; Most of them prefer to 
research products independently before deciding.

Influence of advertisement on shopping behavior

I prefer to research 
products independently 

before making a decision

Targeted advertisements 
feel intrusive and 

manipulative

I only trust 
recommendations from 

friends, family, or reviews

Influence Reasons for not considering products based 
on advertisement

8%

48%

27%

17%

Qualified respondents
(n = 1,516)

Qualified respondents (n = 843)

56%

I use ad blockers or 
privacy settings to avoid 
targeted advertisements

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Does seeing advertisements based on your browsing history influence your shopping behavior?”; “Why do targeted advertisements not affect your shopping 
decisions?”; Percentages of reason for not considering products based on advertisement might exceed 100% as respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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decisions

Advertisements do not 
entirely drive my purchase 

decisions
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Preference of social shopping and artificial intelligence tools

56 percent of respondents have not used social shopping and artificial intelligence for 
purchasing products in the past and do not plan to.

Have not used for 
purchasing products in past 
and do not plan to purchase 

products in future

Have used for 
purchasing products 

in past

Plan to purchase 
products in future

Social shopping Artificial intelligence tools

63%

Have not used for purchasing 
products in past and do not 
plan to purchase products in 

future

27%

Plan to purchase 
products in future

13%

Have used for 
purchasing products 

in past

Qualified respondents (n = 1,516)

56%

31%

19%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Please indicate your shopping behavior with respect to social shopping”; Exceeds 100% as respondents could select multiple options.
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Categories purchased or plan to purchase through social platforms

When people do use social shopping, the top categories purchased include apparel, 
personal care products, and groceries. 

Personal care products (e.g., hair, skin, eye, makeup)

Groceries (food and beverage)

Restaurants (in-person, take-out, or delivery)

Entertainment/media (e.g., live shows, movies, music, video games)

Electronics and appliances

Personal care services (e.g., haircuts, manicures)

Travel/vacations

Gas, auto insurance, and maintenance

Sporting goods, hobby supplies, musical instruments, and books

Toys

Prescription medications

Home improvement products/supplies

Office supplies

Furniture

Home improvement services

Apparel (e.g., clothing, shoes, accessories)

32%

25%

18%

18%

14%

13%

10%

10%

9%

9%

8%

7%

5%

5%

3%

37%

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which are the top 3 categories that you have purchased or plan to purchase through social platforms such as Instagram, Facebook, TikTok, etc.?”; Exceeds 
100% as respondents could select multiple options.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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41% 45%

14%

20%

14%

26%

12%
13%

19%

17%

6%
8%

17%

9%
5% 9%

56%

17%

14%

9%

Purchase frequency of brands offering D2C services (summer 2025)

Purchasing products from D2C brands is more common among men (17 percent) and Gen Z 
(28 percent) respondents.

Overall Gender(a)

Male
(n = 730)

Generation Income

4%

Qualified 
respondents
(n = 1,516)

Always
Frequently

Occasionally

Rarely

Never

Gen Z
(n = 255)

Millennials
(n = 452)

Gen X
(n = 390)

Baby 
Boomer+
(n = 419)

100%

51%
61%

18%

15%

14%

14%
11%

7%
6%

38% 40%

61%

79%
12%

19%

19%

22%

20%

11%

6%

13%

7%11% 8%
2%

Less than 
$50k

(n = 663)

$50k to $99k
(n = 484)

$100k to 
$199k

(n = 292)

3%

$200k or 
more

(n = 77)

100%

66%
54%

3%

Female
(n = 785)

17%

2% 1%

14%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How often do you purchase from brands offering D2C services (such as Casper, Warby Parker, etc.)?”; (a) Respondents who selected “Prefer to self describe” 
have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Frequency of purchase from a brand’s own website (summer 2025)

Personal care products (50 percent) are the most purchased D2C product followed by 
apparel (49 percent).

19% 23% 20% 22%
27%

32%

38%

30%

39%

36%
29%

37% 30%

25%

13% 10% 13% 18%
9%

Apparel Electronics Personal care 
products

Food and 
Beverages

Home 
furnishing

Very 
frequently

Frequently

Rarely

Very 
rarely

100%

30%

Qualified respondents (n = 1,516)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “What is the frequency of purchase of the following categories directly from a brand’s own website?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Importance of features while considering D2C purchase (summer 2025)

The top features driving D2C purchases include secure payment options, clear return 
policies, and fast or free shipping. 

68% 72%
57%

70%

23% 20%

25%
25%

9% 8%
18% 14% 11%

Easy to use website 
or mobile app for 

ordering

Secure payment 
options and clear 

return policies

Subscription options 
for recurring 
purchases

Personalized 
product 

recommendations or 
loyalty programs

Free or fast shipping 
options

Not important

Neutral

Important

100%

61%

19%

56%

17%

14%

9%
4%

Qualified respondents
(n = 1,516)

Always
Frequently

Occasionally

Rarely

Never

Qualified respondents (n = 414)

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “How important are the following features when considering a D2C purchase?”
Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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Issues restricting customers to make D2C purchase (summer 2025)

Top barriers to D2C purchases include shipping related concerns or lack of confidence in 
payment security. 

Qualified 
respondents
(n = 1,516)

Complicated or malfunctioning website
Complicated or malfunctioning mobile app for ordering

Lack of confidence in security of payment options

Confusing or limiting return policies

Negative reviews

No free or fast shipping options

Have never had any issues

Less than 
$50k

(n = 663)

$50k to $99k
(n = 484)

$100k to 
$199k

(n = 292)

$200k or 
more

(n = 77)

Female
(n = 785)

Overall Gender(a) IncomeGeneration

40% 39% 40% 44%

18% 17% 16%
16%

5% 8% 7%
10%

9% 8% 8%

18% 17%
11%

10%

6% 6%
9%

4%
4% 5% 9% 5%

42% 38%

13% 21%

7%
7%

9%
8%

8%
5%

7% 4%

32% 35%
45%

12%
17%

18%

7%

7%

7% 7%

9%

7% 8%
15%

13% 18%12%
10%

4%
2%9% 7% 4%

19%

Gen Z
(n = 255)

9%

Millennials
(n = 452)

20%

Gen X
(n = 390)

3%

44%

Baby 
Boomer+
(n = 419)

100%
5%
7%

16%

8%

7%

17%

40%

14%

Male
(n = 730)

17%

11%

Note(s): KPMG conducted surveys of a representative sample of 1,516 consumers across the United States and, in all instances, asked, “Which of the following, if any, have prevented you from making a D2C purchase? “How important are the following features when considering a D2C 
purchase?”; (a) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded Mar 12, 2025 – Mar 20, 2025
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U.S. KPMG Consumer & Retail leadership team

We are a leading provider of professional services to the Consumer & Retail industry and our experience includes knowledge of all major 
international markets. We are strongly positioned to assist our clients in seizing opportunities in response to industry, marketplace, and 
regulatory changes.

• 550 U.S. partners and performance improvement professionals
• 3,500 global network of Performance Improvement practitioners

• 24,000 team members globally
• Provide professional services to 78 percent of top 100 consumer and 

retail companies on the Fortune 1000
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	Demographics
	Survey sample is within +/-3 percent compared to U.S. census for gender, age, and income.
	Household Economics
	The share of households with decreased income nearly doubled year-over-year – driven by job loses and demographic shifts.
	Among households with increased income (42 percent), performance pay increases and cost of living adjustments were the key drivers. 
	Higher income households – especially in the $100k to $199k range – were more likely to report increased incomes this year. 
	Consumer category analysis
	Purchases of discretionary goods and services declined year-over-year – to offset purchases on essential and regular expenses. 
	Regular monthly living expenses tend to increase with age. Gen Z, in particular, allocates 20 percent of income to savings while spending more on discretionary goods and services
	Consumers expect to decrease average monthly spending across most categories. 
	The consumer spending outlook has varied over the past year: From expected decreases last summer, to increases in the fall – and now back to decreases for most categories. 
	Respondents who expect to spend more on groceries believe it is driven by inflation and eating more meals at home. 
	Inflation
	92 percent respondents reported increased cost of living – out of which 74 percent reported an increase of more than 5 percent.
	71 percent expect a recession in the next year. Among those who do, 59 percent have a financial plan for a recession. 
	60 percent of respondents have started tracking their expenses more carefully, while 25 percent have dipped into savings to cover expenses.
	Channel Preference
	Grocery channel preferences are similar year-over-year – with a top preference for mass market retailers and slight increases for discount and dollar stores. 
	Mass market retailers are the preferred channel for in-store apparel – especially among lower income respondents. Women are twice as likely as men to shop at thrift stores. 
	Thrift store, discount store, and club stores spending increased from summer 2023 to 2025; department stores, specialty apparel stores, and luxury stores saw a decrease.
	Impact of Tariff
	52 percent of respondents believe price increases are due to tariffs.
	79 percent of respondents believe tariffs will lead to future price increases. 
	Consumers expect groceries, electronics, and apparel to be most affected by tariffs. 
	50 percent of respondents expect to buy less overall due to tariffs – 49 percent will more actively look for discounts.
	Travel
	58 percent plan summer travel – slightly above last year.
	Of respondents who are more comfortable traveling in the summer 2025, 42 percent cite improved travel options as the reason.
	Respondents who are less comfortable traveling in summer 2025 mainly cite rising travel expenses – as well as concerns about travel safety. 
	Among respondents who are traveling, 81 percent plan to take 1 – 2 trips this summer; 28 percent plan international travel.
	Eating Habits
	Respondents are more likely to cook breakfast at home compared to lunch or dinner. 
	69 percent of respondents are eating at home more often rather than dining out.
	85 percent of respondents cite saving money as the main reason for eating at home more often. 
	26 percent respondents are considering quick service restaurants/fast food for dining more often.
	32 percent decreased alcohol consumption at home in the past three months. Decreases among women, Gen X and Baby Boomers+, and lower income households were even higher. 
	46 percent of respondents plan to drink more water than they did last year; 40 percent plan to eat healthier. 
	52 percent of respondents made dietary changes in the past year – higher protein, lower carb, and sugar-free choices were the top changes.
	Health and Wellness
	The higher income demographics tend to exercise more frequently; Millennials, Gen X, and Baby Boomer+.
	Physical fitness (53 percent), mental health (42 percent), and weight management (42 percent) are the top three priorities for health and wellness.
	A higher percentage of women prioritize mental health (45 percent), weight management (43 percent), and stress management (39 percent) compared to men.
	While physical fitness is most important for Gen Z and Baby Boomer+; Mental health is the top priority for millennial respondents.
	Supplements and vitamins (48 percent) are the most used health and wellness service followed by fitness trackers (26 percent), and gym memberships (24 percent).
	Personal trainers and alternative therapies are the least commonly used health and wellness products/services among both men and women.
	While supplements and vitamins are common across generations, Millennials more actively use fitness trackers, online workout programs, and healthy meal delivery services.
	Price and effectiveness are the most important factors in the selection of health and wellness products/services.
	The focus on health and wellness has increased after COVID-19; Respondents are now more inclined towards improved diet (57 percent) and increased exercise frequency (51 percent).
	Most respondents do not have health issues that often spur GLP-1 usage. 23 percent report diabetes, and 20 percent obesity. 
	Among respondents with applicable health conditions, more men (26 percent) are currently using GLP-1s compared to women (20 precent).
	Out of all respondents, 9 percent are currently using GLP-1s, while 6 percent are planning to do so.
	38 percent of respondents have reduced alcohol consumption – with another 18 percent considering reduction. Baby boomers+ are least likely to reduce alcohol consumption. 
	The desire to lead a healthier lifestyle is prompting people to reduce alcohol consumption.
	Impact of media
	51 percent expect personalized online shopping to provide targeted discounts or promotions relevant to their interests. 
	89 percent are fully or somewhat aware that companies gather personal data – with greater awareness among higher income respondents. 
	Only 34 percent are comfortable with companies using generative AI to analyze personal data. 
	Nearly half of the respondents are willing to trade personal data for financial incentives, while 22 percent respondents are not willing to share their personal data.
	44 percent of respondents are more likely to purchase products based on an advertisement; 50 percent say ads remind them of products they were already considering. 
	56 percent of respondents are not influenced by advertisements; Most of them prefer to research products independently before deciding.
	56 percent of respondents have not used social shopping and artificial intelligence for purchasing products in the past and do not plan to.
	When people do use social shopping, the top categories purchased include apparel, personal care products, and groceries. 
	DTC services
	Purchasing products from D2C brands is more common among men (17 percent) and Gen Z (28 percent) respondents.
	Personal care products (50 percent) are the most purchased D2C product followed by apparel (49 percent).
	The top features driving D2C purchases include secure payment options, clear return policies, and fast or free shipping. 
	Top barriers to D2C purchases include shipping related concerns or lack of confidence in payment security. 
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