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Executive summary

Household incomes 
under pressure

• 42% of households report 
increased incomes year-over-year

– Higher-income households 
led income gains

• 39% reported decreased 
incomes – nearly double that 
of 2024

– Job losses and demographic 
changes drove decreases 

Consumers pull back 
across most categories

• Consumers plan to spend less 
across most categories this 
summer – with only groceries and 
automotive indicating increases

• Discretionary spending is down 
as consumers prioritize 
essential purchases 

• Consumer spending outlook has 
soured since strong growth 
projections in fall 2024    

Recession and 
tariff concerns

• 71% expect a recession in the 
next year 

• 74% say cost-of-living increased 
by six percent or more 

• 52% say tariffs have driven 
higher prices 

• 79% say tariffs will cause future 
price increases 

• 50% of consumers plan to buy 
less overall due to tariffs 

Consumers are selective 
about where to spend

• 69% are eating are home more 
rather than dining out 

• 38% of consumers are drinking 
less alcohol and another 18% are 
considering drinking less 

• Consumers still plan to travel this 
summer – 58% have travel plans, 
up slightly from last year 

• Consumers are more health 
conscious and prioritizing physical 
fitness and mental health 

KPMG surveyed ~1,500 consumers across the United States to understand their summer spending plans and activities 
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Household income and summer spending trends

Household incomes are under pressure Consumers plan to spend less in most categories, with sentiment souring since fall 2024 
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42% of respondents reported increased income year-over-
year, but the share with decreased income nearly doubled 
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39%
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39% 42%
Increased

Stayed
the same
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2024 2025

• Job losses 
and demographic 
changes drove 
a 19-percentage-point 
rise in households with 
decreased income

• Higher income 
households led 
increases 

• 61% in the 
$100k-$199k 
range reported 
increased income
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74% say costs up six percent or more

Recession fears, cost-of-living pressures, and tariffs cloud outlook 

71% expect a recession within the year Consumers pull back spending amid cost-of-living pressures, tariffs 

Most have a financial plan for a recession 

Expect a 
recession 
within a year

Do not expect 
a recession

29% 71%

59% 41%

50%

49%

44%

41%

37%

27%

13%

Buy less overall

Look for discounts, promotions, and coupons

Cut down on dining out, entertainment, and leisure

Switch to cheaper or generic brands

Delay or reduce major purchases

Increase bulk buying

No changes

52%

52% say prices increased 
due to tariffs

79%

79% say tariffs will drive 
future price increases

92% say cost of living up year-over-year

How consumers are responding to tariffs: 50% plan to buy less overall

8%

92%

30% 44% 26%

+10% +1% to 5%

+6% to 10%

Yes No
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Consumers are selective about where to spend

Cutting back on restaurants, alcohol Consumers still plan to travel

58% plan to travel this summer 69% eating at home more rather than dining out

Of those eating 
at home more, 
85% due so 
because of 
budget 
constraints

When people 
do dine out, 

26% eat fast 
food more 

often, 
compared to 

casual dining 
(20%) or fine 
dining (14%)

27%

69%

4%

Consumers are drinking less alcohol

38% 18%

26%18%

Drinking less Considering 
drinking less

Already drinking 
moderately Not drinking less

Consumers are focused on health & wellness

49% say their focus on health has increased

55% 58%

45% 42%

2024 2025

No plans

Travel plans

49% 46% 5%
Increased DecreasedNo change

Top health priorities

53%
42%
42%
39%
36%
33%
32%
14%

Physical fitness

Mental health

Weight management

Healthy diet

Stress management

Preventative case

Sleep improvement

Disease management

Share of consumer using top three health products

Supplements 
and vitamins

Fitness 
trackers

Gym 
memberships

48% 26% 24%

48% 33% 19%
One trip 3+ tripsTwo trips

81% plan 1-2 trips

62% 28% 10%
Domestic BothInternational

28% plan international travel

Eating at home more No change Dining out more
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