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Over 2/3 
of consumers have 
already started to 

change their 
behaviour in 

response to the Cost 
of Living crisis
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CACI Innovation Labs
data scientists, economists, SME’s

Public sector
Consumer

Retail
Property

Travel
Leisure

Economist

Data 
Science

2

Consumer insight
(what do people feel, how are they 
planning to change)

Transactional spend data
(how is actual spend changing in 
centres)

Disposable income
(how does consumer spend vary 
across the country)

Scenario Forecasts
(what happens next to consumer 
spend if inflation/fuel/costs rise)

Thought 
Leadership

Data

Projects

Navigating our 
clients through 
the Cost of 
Living Crisis
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56%
of people are 
worried about 
their finances; 
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56%
of people are 
worried about 
their finances; 

44%

52%

56%

59%

64%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Proportion of respondents who are worried about their personal 
finances as a result of the rising cost of living
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Urban areas 
will take the 
biggest hit in 
terms of cost 
increases, but 
the impacts are 
national
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Unsurprisingly, it is less affluent 
families that will be the worst affected 
by the rising cost of living

% of consumers that are worried about 
the cost of living

18-24

25-34

35-44

45-54

55-64

65 plus

Lower affluence 
family groups are 

the most 
concerned 

demographic 
group
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Which of the following are you most likely to cut your spending in to help 
mitigate the impact of the rising cost of living?

61%

55%

53%

52%

47%

46%

45%

42%

38%

38%

37%

35%

34%

33%

Restaurants

On the move e.g., Fast food

Clothing

Leisure, e.g., attractions & experiences

Cafes

Entertainment & Tech

Online Subscriptions

Jewellery & Accessories

Grocery

Services, e.g., flights & trains

Gifts, Toys & Cards

Health & Beauty

Footwear & Sports equipment

House & Home
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It is the most affluent Acorn category that are most 
likely to cut expenditure on restaurants. Overall, 
41% of people say they will reduce their frequency 
of spend and 13% are looking to switch to cheaper 
brands. Under half will cut out spending 
completely. 

64%

58%

62%

62%

61%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Which of the following are you most likely to cut your spending in to help 
mitigate the impact of the rising cost of living?

Breakdown of those likely to cut spend on 
restaurants by Acorn category
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35%

34%

33%

Restaurants

On the move e.g., Fast food
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Gifts, Toys & Cards
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48%

50%

54%

55%

55%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those likely to cut spend on 
clothing by Acorn category

61%

55%

53%

52%

47%

46%

45%

42%

38%

38%

37%

35%

34%

33%

Restaurants

On the move e.g., Fast food

Clothing

Leisure, e.g., attractions & experiences

Cafes

Entertainment & Tech

Online Subscriptions

Jewellery & Accessories

Grocery

Services, e.g., flights & trains

Gifts, Toys & Cards

Health & Beauty

Footwear & Sports equipment

House & Home

Which of the following are you most likely to cut your spending in to help 
mitigate the impact of the rising cost of living?

The less affluent Acorn categories are more likely 
to cut spend on clothing. With at least 48% of 
consumers across all categories cutting spend this 
could prompt a rise in popularity of the second 
hand market.
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There is less of a demographic pattern to cutting 
leisure spend with it being more about lifestage. 
Family categories are less likely to cut leisure 
spend, valuing the importance of family days out.

50%

55%

53%

50%

54%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those likely to cut spend on 
leisure by Acorn category
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52%

47%

46%

45%

42%

38%

38%

37%

35%

34%

33%

Restaurants

On the move e.g., Fast food

Clothing

Leisure, e.g., attractions & experiences

Cafes

Entertainment & Tech

Online Subscriptions

Jewellery & Accessories

Grocery

Services, e.g., flights & trains

Gifts, Toys & Cards

Health & Beauty

Footwear & Sports equipment

House & Home

Which of the following are you most likely to cut your spending in to help 
mitigate the impact of the rising cost of living?
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38%

41%

45%

49%

47%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those likely to cut spend on 
grocery by Acorn category

61%

55%

53%

52%

47%

46%

45%

42%

38%

38%

37%

35%

34%

33%

Restaurants

On the move e.g., Fast food

Clothing

Leisure, e.g., attractions & experiences
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Services, e.g., flights & trains

Gifts, Toys & Cards

Health & Beauty

Footwear & Sports equipment

House & Home

Which of the following are you most likely to cut your spending in to help 
mitigate the impact of the rising cost of living?

Less affluent categories are more likely cut spend 
on groceries. This could lead to a rise in market 
share for the discounters and may well lead to the 
very worst off turning to food banks and other 
charities. 
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I increased my savings & now have more to spend than before the 
pandemic 

72%
of the UK 

population do not 
have any savings 
made during the 

pandemic

27%

24%

22%

34%

44%

Gen Z

Millenial

Gen X

Boomer

Silent
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National 
Insurance rises

Energy bill rises Inflation

85% aware;
12% to cut spending

96% aware;
March: 56% to cut 

spending

70% aware;
52% to cut spending 

May: 69% intend to 
cut spending
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Fuel and 
energy

We have already 
observed notable 
behavioural shifts, 
with many trying to 

save money on 
household energy, 
and on car fuel; this 
began at the end of 

2021

Subscriptions
Currently underway 

are cuts to 
subscription services; 
many of these were 
obtained during the 
pandemic – one in 
ten have already 

cancelled at least one 
online streaming 

service

F&B / leisure
In the immediate 
term this will be 

through choosing 
value brands, or 

making 
compromises whilst 
socialising; younger 
people are keen to 

retain their post 
covid social lives, 

but may seek value 
offers

The last six months Current

Fashion
People will not 

stop buying 
clothes, but spend 

on clothes will 
become more 

polarised between 
premium and 

value – also expect 
the growth of the 
circle economy as 

ESG remains 
important

What next?
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Over half of those with online streaming 
services are now considering 
cancelling at least one to save money
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Which of the following would you consider cancelling/have cancelled in light of 
the rising cost of living? (Proportion of respondents with an initial subscription)

80%

76%

72%

60%

60%

58%

57%

57%

55%

54%

47%

Cinema & Theatre membership

Food delivery services

Fitness subscription

Reward schemes

Streaming services

Premium delivery services

Magazine/Newspaper

Television Packages

Gym

Sports club membership

Sports season ticket
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Which of the following would you consider cancelling/have cancelled in light of 
the rising cost of living? (Proportion of respondents with an initial subscription)

Cutting cinema or theatre subscriptions is less 
about affluence and more about lifestage, with the 
younger Acorn categories (Rising Prosperity and 
Financially Stretched) least likely to cancel.

80%

76%

72%

60%

60%

58%

57%

57%

55%

54%

47%

Cinema & Theatre membership

Food delivery services

Fitness subscription

Reward schemes

Streaming services

Premium delivery services

Magazine/Newspaper

Television Packages

Gym

Sports club membership

Sports season ticket

82%

75%

79%

73%

89%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those considering cancelling or have 
already cancelled cinema and theatre membership 
by Acorn category
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Which of the following would you consider cancelling/have cancelled in light of 
the rising cost of living? (Proportion of respondents with an initial subscription)

The more affluent consumer groups are most likely 
to keep using food delivery services. It is this same 
category that are most likely to cut spend on eating 
out in restaurants, suggesting they are prioritising 
eating at home over eating out.

80%

76%

72%

60%

60%

58%

57%

57%

55%

54%

47%

Cinema & Theatre membership

Food delivery services

Fitness subscription

Reward schemes

Streaming services

Premium delivery services

Magazine/Newspaper

Television Packages

Gym

Sports club membership

Sports season ticket

64%

74%

80%

79%

76%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those considering cancelling or have 
already cancelled food delivery services by Acorn 
category
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Which of the following would you consider cancelling/have cancelled in light of 
the rising cost of living? (Proportion of respondents with an initial subscription)

Less affluent Acorn categories are more likely to 
cancel streaming services. Many households, 
particularly since lockdown, have more than one 
subscription so consumers will be prioritising and 
cancelling the ones they use least often.
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47%

Cinema & Theatre membership

Food delivery services
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52%

54%

63%

65%

63%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those considering cancelling or have 
already cancelled streaming services by Acorn 
category
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Which of the following would you consider cancelling/have cancelled in light of 
the rising cost of living? (Proportion of respondents with an initial subscription)

The younger, urban dwelling Rising Prosperity are 
far less likely to cancel their gym membership, 
showing the importance they place on keeping fit. 
For the most and least affluent in society the 
chances of cancelling membership is much higher.
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47%

Cinema & Theatre membership

Food delivery services
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56%

45%

48%

61%

59%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those considering cancelling or have 
already cancelled gym membership by Acorn 
category
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1. Fuel and energy
2. Cancel subscriptions 
3. Restaurants
4. Fast food
5. Clothing
6. Leisure 

69% intend to cut 
spending

Gen Z

Millenial

Gen X

Boomer

Silent

Less likely to cut 
spend on restaurants

More likely

C
o

m
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g
 n

e
x
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What do you think the impact of the rising cost of living will be on you 
or your household in the coming months? 

54%

46%

44%

26%

23%

14%

13%

12%

12%

10%

9%

5%

5%

2%

Using less energy

Buying fewer small luxuries

Switching to cheaper brands

Drawing from my savings

Deferring bigger purchases

Changing transport habits

Going overdrawn

Using a credit card to fund/defer payment

Using Buy Now Pay Later option

Unaffected

Missing payments on utility bills

Seeking to take Payment holidays

Missing payments on rent

Missing mortgage payments
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56%

53%

55%

54%

50%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those likely to use less energy by 
Acorn category

54%

46%

44%

26%

23%

14%

13%

12%

12%

10%

9%

5%

5%

2%

Using less energy

Buying fewer small luxuries

Switching to cheaper brands

Drawing from my savings

Deferring bigger purchases

Changing transport habits

Going overdrawn

Using a credit card to fund/defer payment

Using Buy Now Pay Later option

Unaffected

Missing payments on utility bills

Seeking to take Payment holidays

Missing payments on rent

Missing mortgage payments

What do you think the impact of the rising cost of living will be on you 
or your household in the coming months? 

Across the demographic spectrum households are 
planning to use less energy, but it is the most 
affluent consumers that are most likely to cut 
spend. Perhaps linked to the fact they have larger 
houses and therefore bigger bills in the first place.
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39%

40%

43%

46%

47%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those likely to switch to cheaper 
brands by Acorn category
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46%

44%
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23%

14%

13%

12%
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10%

9%

5%

5%

2%

Using less energy

Buying fewer small luxuries

Switching to cheaper brands

Drawing from my savings

Deferring bigger purchases

Changing transport habits

Going overdrawn

Using a credit card to fund/defer payment

Using Buy Now Pay Later option

Unaffected

Missing payments on utility bills

Seeking to take Payment holidays

Missing payments on rent

Missing mortgage payments

What do you think the impact of the rising cost of living will be on you 
or your household in the coming months? 

Switching to cheaper brands is most popular 
amongst less affluent consumers. This will 
inevitably lead to a rise in popularity amongst 
value brands or budget ranges within more 
expensive brands.
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32%

25%

28%

24%

25%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those likely to draw from their 
savings by Acorn category
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Going overdrawn

Using a credit card to fund/defer payment

Using Buy Now Pay Later option

Unaffected

Missing payments on utility bills

Seeking to take Payment holidays

Missing payments on rent

Missing mortgage payments

What do you think the impact of the rising cost of living will be on you 
or your household in the coming months? 

The most affluent consumers (Affluent Achievers) 
and the established Comfortable Communities are 
most likely to draw from their savings. These are 
the consumers most likely to have savings in the 
first place.
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14%

12%

10%

8%

8%

Affluent Achievers

Rising Prosperity

Comfortable Communities

Financially Stretched

Urban Adversity

Breakdown of those expecting to be 
unaffected by Acorn category
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What do you think the impact of the rising cost of living will be on you 
or your household in the coming months? 

The effects of this crisis are going to be seen 
across the demographic spectrum with all Acorn 
categories expecting to be impacted. Overall just 
10% of consumers expect to remain unaffected, 
rising to 14% for the most affluent consumers and 
falling to 8% for the least affluent.
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1 in 5 Millennials and Gen Zs expect to go 
into their overdraft and the least affluent 
are going to increase their use of Buy Now 
Pay Later 

44% of consumers 
are going to switch 
to cheaper brands
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57% of those 
considering 

buying their first 
home in the next 

year are now 
reconsidering 

this

57%

45%

39%

38%

35%

28%

27%

Buying a first home

Buying a car

Buying a new home

Having children

Changing job / careers

Getting engaged / married

Staring education / training
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Would you be willing to pay more for a product if you knew the brand 
aligned with your personal views?

18-24

25-34

35-44

45-54

55-64

65 plus

Less likely More likely

Younger people 
are significantly 

more likely to 
remain conscious 

consumers, despite 
being one of the 
hardest hit by the 

crisis
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This report contains information and data supplied by CACI Limited that may (a) be created in whole or part using forecasting or predictive 
models and/or third party data and are not guaranteed to be error free by CACI, (b) contain data based on estimates derived from samples, 

and/or (c) be subject to the limits of statistical errors/rounding up or down. Except for title warranties all other implied warranties are excluded. 
CACI Limited shall not be liable for any loss howsoever arising from or in connection with your interpretation of this report.
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