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EXPENDITURE OVERVIEW
Figure 1: Overview of total consumer expenditure in the UK, 1995-2005
Everyday expenditure
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Figure 3: Summary of everyday expenditure, by major sector, 1995-2005
Everyday expenditure – growth patterns
Figure 4: Growth patterns in everyday expenditure markets, by major sector, 1995-2005
Occasional expenditure
Figure 5: Summary of occasional expenditure, by major sector, 1995-2005
Occasional expenditure, by sector
Figure 6: Summary of occasional expenditure, by major sector, 1995-2005
Occasional expenditure – growth patterns
Figure 7: Growth patterns in occasional expenditure markets, by major sector, 1995-2005
Considered expenditure
Figure 8: Summary of considered expenditure, by major sector, 1995-2005
Considered expenditure, by sector
Figure 9: Summary of considered expenditure, by major sector, 1995-2005
Considered expenditure – growth patterns
Figure 10: Growth patterns in considered expenditure markets, by major sector, 1995-2005
Housing and finance expenditure
Figure 11: Summary of housing and finance expenditure, by major sector, 1995-2005
Housing and finance expenditure, by sector
Figure 12: Summary of housing and finance expenditure, by major sector, 1995-2005
Housing and finance expenditure – growth patterns
Figure 13: Growth patterns in housing and finance expenditure markets, by major sector, 1995-2005
BRITAIN TODAY
 POPULATION TRENDS
Figure 14: UK population trends, by gender, 1985-2010
Shifts by age group
Figure 15: Population trends, by age, 2000-10
Dependency ratio
Figure 16: Dependency ratio of population, 2000-10
 MARRIAGE & DIVORCE TRENDS
Figure 17: Marriage and divorce trends in the UK, 1995-2010
Civil partnerships
 TRENDS IN NUMBER OF BIRTHS
Figure 18: Number of births in England and Wales, by age of mother, 1981-2005
 CHANGING HOUSEHOLD SIZE
Figure 19: Changing structure of UK households, 1995-2010
 EMPLOYMENT PATTERNS
Household working patterns
Figure 20: Household working patterns, 2000-05
Employment trends
Figure 21: The changing structure of UK employment, by gender, 1995-2010
Full- versus part-time employment
Figure 22: Trends in full-time and part-time employment, by gender, 1995-2010
Unemployment trends
Figure 23: UK unemployment, by gender, 1995-2010
EVERYDAY EXPENDITURE
 FOOD AND DRINK
Total in-home food and drink
Figure 24: Expenditure on in-home food and drink, 1995-2005
Overall market trends
Figure 25: Expenditure on in-home food and drink, at current and constant prices, 1995-2005
Premium own-label stimulates value growth
Figure 26: Expenditure on in-home food, by sector, 1995-2005
Flour, bread and cereals
Meat and fish
Milk, cheese and eggs
Fruit and vegetables
Confectionery, sugar, sweeteners, oils and fats
Convenience foods
Convenience foods, by sector
Figure 27: Expenditure on convenience food, by sector, 1995-2005
Crisps, snacks and nuts
Ready meals
Cakes and biscuits
Desserts
Soups, sauces and spreads
Meat and fish
Figure 28: Expenditure on meat and fish, 1995-2005
Meat and fish, by sector
Meat
Figure 29: Expenditure on meat, by sector, 1995-2005
Fish
Figure 30: Expenditure on fish*, by sector, 1995-2005
Milk, cheese and eggs
Figure 31: Expenditure on milk, cheese and eggs, by sector, 1995-2005
Fruit and vegetables
Figure 32: Expenditure on fruit and vegetables, by sector, 1995-2005
Non-alcoholic drinks
Figure 33: Expenditure on non-alcoholic drinks, by sector, 1995-2005
Hot drinks
Figure 34: Expenditure on hot drinks, by sector, 1995-2005
Soft drinks
Figure 35: Expenditure on soft drinks, by sector, 1995-2005
In-home food insights
Shopping habits – the planners versus the spontaneous
Figure 36: Method of regular food shopping, January 2006
A question of attitude
Impulsive shoppers
The planners
Detailed demographics
Figure 37: Method of regular food shopping, by demographics, January 2006
Food shopping habits
Figure 38: In-store food shopping habits, January 2006
The ‘dedicated’ half
Special offer ‘magpies’
‘Treat’ mentality
Shopping companions
Full demographics
Figure 39: Most popular In-store food shopping habits, by demograhpics, January 2006
Figure 40: Other popular In-store food shopping habits, by demograhpics, January 2006
Enjoyment of food shopping
Figure 41: Level of enjoyment of food shopping, January 2006
Shopping Pleasure
Stressed shoppers?
Full demographics
Figure 42: Enjoyment of regular food shopping, by demographics, January 2006
 FAST FOOD
Figure 43: Expenditure on fast food, by sector, 1995-2005
Fast food insights
 ALCOHOLIC DRINKS
Figure 44: Expenditure on all alcoholic drinks, by sector, 1995-2005
Beer, by sector
Figure 45: Expenditure on beer, by sector, 1995-2005
Spirits by sector
Figure 46: Expenditure on spirits and liqueurs, by sector, 1995-2005
On- versus off-trade
Figure 47: Expenditure on alcoholic drinks, on- versus off-trade, 1995-2005
Alcohol insights
 PET AND HOUSEHOLD PRODUCTS
Figure 48: Expenditure on pet and household products, by sector, 1995-2005
Pet and household products insights
 TOBACCO
Figure 49: Expenditure on tobacco, by sector, 1995-2005
Tobacco insights
 NEWSPAPERS AND MAGAZINES
Figure 50: Expenditure on newspapers and magazines, by sector, 1995-2005
Newspapers
 PETROL, OIL AND ANTIFREEZE
Figure 51: Expenditure on petrol, oil and antifreeze, by sector, 1995-2005
Petrol, oil and antifreeze insights
 OTC MEDICATION
Figure 52: Expenditure on medicines, by sector, 1995-2005
Figure 53: Sales of all OTC medication, by sector, 1995, 2000 and 2005
Cold, flu and cough medication by sector
Figure 54: Expenditure on cold, flu and cough medication, by sector, 1995-2005
Minor ailment remedies and self-diagnostics
Figure 55: Sales of minor ailment remedies, at current and constant prices, 1995-2005
Minor ailment remedies and self-diagnostics by sector
Figure 56: Expenditure on minor ailment remedies and self-diagnostics, 1995-2005
Other medications
Figure 57: Sales of other medications, at current and constant prices, 1995-2005
Other medicines by sector
Figure 58: Expenditure on other medicines, by sector, 1995-2005
 TOILETRIES
Figure 59: Expenditure on toiletries, by sector, 1995-2005
Women’s cleansing products
Figure 60: Sales of women’s cleansing products, at current and constant prices, 1995-2005
Women’s cleansing and skincare products by sector
Figure 61: Expenditure on women’s cleansing and skincare products, by sector, 1995-2005
Personal hygiene products
Figure 63: Sales of personal hygiene products, at current and constant prices, 1995-2005
Personal hygiene products, by sector
Figure 64: Expenditure on personal hygiene products, by sector, 1995-2005
Men’s grooming products
Figure 65: Expenditure on men’s grooming products, by sector, 1995-2005
Enjoyment of shopping for toiletries/beauty products
Figure 66: Level of enjoyment of toiletries/beauty products shopping, January 2006
Full demographics
Figure 67: Enjoyment of shopping for toiletries/beauty products, by demographics, January 2006
Toiletries insights
Daily travel
Figure 68: Expenditure on daily travel, by sector, 1995-2005
Road travel
Figure 69: Expenditure on road travel, at current and constant prices, 1995-2005
Rail travel
Figure 70: Expenditure on rail travel, at current and constant prices, 1995-2005
Daily travel insights
OCCASIONAL EXPENDITURE
Restaurants, pubs and other catering
Figure 71: Expenditure on eating in restaurants, pubs and other catering outlets, 1995-2005
Restaurants
Figure 72: Expenditure on eating in restaurants, by sector, 1995-2005
Other catering
Figure 73: Expenditure on eating in other catering outlets, by type, 1995-2005
Restaurant conclusions and insights
 LEISURE VENUES
Figure 74: Expenditure on leisure venues, services, gambling and leisure venue catering, 1995-2005
Leisure venues
Figure 75: Expenditure on leisure venues, by venue, 1995-2005
Leisure venues conclusions and insights
 CLOTHING, ACCESSORIES AND JEWELLERY
Figure 76: Expenditure on clothing, accessories and jewellery, 1995-2005
Shopping habits – the planners vs the spontaneous
Figure 77: Method of clothes shopping, January 2006
Summary of key findings
Detailed demographics
Figure 78: Most popular method of clothes shopping, by demographics, January 2006
Figure 79: Most popular method of clothes shopping, by demographics, January 2006
Enjoyment of clothes shopping for yourself
Figure 80: Level of enjoyment of non-work clothes shopping for yourself, 1995-2005
Detailed demographics
Figure 81: Enjoyment of shopping for non-work clothing for yourself, by demographics, January 2006
Enjoyment of clothes shopping for children
Figure 82: Level of enjoyment of clothes shopping for children, 1995-2005
Full demographics
Figure 83: Enjoyment of shopping for clothing for your children, by demographics, January 2006
Clothing, jewellery & accessories conclusions and insights
 LEISURE GOODS
Figure 84: Expenditure on leisure goods, by sector, 1995-2005
Expenditure on leisure goods
Figure 85: Expenditure on leisure goods, by sector, 1995-2005
Stationery
Figure 86: Expenditure on stationery, by sector, 1995-2005
Photography
Figure 87: Expenditure on photography, by sector, 1995-2005
Recorded music and recording media
Figure 88: Expenditure on recorded music and recording media, by sector, 1995-2005
Leisure accessories
Figure 89: Expenditure on leisure accessories, by sector, 1995-2005
Enjoyment of gift shopping for others
Figure 90: Enjoyment of shopping for gifts for others, January 2006
Full demographics
Figure 91: Enjoyment of shopping for gifts for others, by demographics, January 2006
Leisure goods conclusions and insights
 HOUSEHOLD GOODS
Figure 92: Expenditure on household goods, by sector, 1995-2005
Household goods conclusions and insights
 HOUSEHOLD SERVICES
Figure 93: Expenditure on household services, by sector, 1995-2005
Household services conclusions and insights
 MEDICAL SERVICES
Figure 94: Expenditure on medical services, by sector, 1995-2005
Optical goods
Figure 95: Expenditure on optical goods, by sector, 1995-2005
Medical fees
Figure 96: Expenditure on medical fees, by sector, 1995-2005
Medical services conclusions and insights
CONSIDERED EXPENDITURE
 DOMESTIC APPLIANCES
Figure 97: Expenditure on domestic appliances, 1995-2005
White goods
Figure 98: Expenditure on white goods, by type, 1995-2005
Laundry appliances
Figure 99: Expenditure on laundry appliances, by type, 1995-2005
Brown goods
Figure 100: Expenditure on brown goods, by type, 1995-2000
Enjoyment of shopping for mobile phones
Figure 101: Level of enjoyment of shopping for mobile phones, January 2006
Full demographics
Figure 102: Enjoyment of shopping for a mobile phone, by demographics, January 2006
Small kitchen appliances
Figure 103: Expenditure on small kitchen appliances, by type, 1995-2005
Shopping habits – the planners vs the spontaneous
Figure 104: Methods of shopping for large household items, January 2006
A rational purchase, open to influence
Full demographics
Figure 105: Most popular methods of shopping for large household items, by demographics, January 2006
Figure 106: Other popular methods of shopping for large household items, by demographics, January 2006
Enjoyment of shopping for large household items
Figure 107: Level of enjoyment of shopping for large household items (eg washing machine, refrigerator, etc), January 2006
Full demographics
Figure 108: Enjoyment of shopping for large household items, by demographics, January 2006
Domestic appliances insights
 FURNITURE & FURNISHINGS
Figure 109: Expenditure on furniture and furnishings, by type, 1995-2005
Furniture and fittings, by sector
Figure 110: Expenditure on furniture and fittings, by sector, 1995-2005
Floorcoverings
Figure 111: Expenditure on floorcoverings, by type, 1995-2005
Soft furnishings
Figure 112: Expenditure on soft furnishings, by sector, 1995-2005
Household textiles
Figure 113: Expenditure on household textiles, by sector, 1995-2005
Enjoyment of shopping for furniture
Figure 114: Level of enjoyment of shopping for furniture, January 2006
Full demographics
Figure 115: Enjoyment of shopping for furniture, by demographics, January 2006
Furniture and furnishings insights
 CARS & MOTORCYCLES
Figure 116: Expenditure on cars, motorcyles and related goods and services, 1995-2005
Expenditure on cars, by type
Figure 117: Expenditure on cars, by type, 1995-2005
Servicing, repair and recovery
Figure 118: Expenditure on car servicing and repair and ad hoc breakdown recovery, 1995-2005
Car security, decoration, care and replacement parts
Figure 119: Expenditure on car security, car accessories, car decoration and care and replacment parts, 1995-2005
Car duty, insurance and other car-related items
Figure 120: Expenditure on other car-related items, 1995-2005
Enjoyment of shopping for a car
Figure 121: Level of enjoyment of shopping for a car, January 2006
Full demographics
Figure 122: Enjoyment of shopping for a car, by demographics, January 2006
Enjoyment of shopping for car insurance
Figure 123: Level of enjoyment of shopping for car insurance, January 2006
Full demographics
Figure 124: Enjoyment of shopping for car insurance, by demographics, January 2006
Cars insights
Bicycles
Figure 125: Expenditure on bicycles, 1995-2005
 HOLIDAYS
Figure 126: Expenditure on holidays and travel insurance, 1995-2005
Holidays
Figure 127: Expenditure on holidays, by sector, 1995-2005
Shopping habits – the planners vs the spontaneous
Figure 128: Method of shopping for main holiday abroad, January 2006
Who does what
Full demographics
Figure 129: Most popular methods of shopping for holidays, by demographics, January 2006
Figure 130: Other popular methods of shopping for holidays, by demographics, January 2006
Enjoyment of shopping for a holiday
Figure 131: Level of enjoyment of shopping for a holiday for yourself or your family, January 2006
Full demographics
Figure 132: Enjoyment of booking a holiday, by demographics, January 2006
Holidays insights
HOUSING AND FINANCE
 HOUSING
Figure 133: Expenditure on total housing, 1995-2005
Consumer expenditure on house purchases increased slightly in 2005
Figure 134: Expenditure on house purchases, 1995-2005
Repairs and maintenance cost consumers £18 billion last year
Figure 135: Expenditure on repairs and insurance, 1995-2005
Energy costs continue to rise
Figure 136: Expenditure on household energy, 1995-2005
‘Love affair’ with property looks set to continue
Figure 137: Housing status trends, 1995-2005
The number of housing transactions fell sharply in 2005
Figure 138: Number of housing transactions in the UK, 1995-2005
Figure 139: Number of housing transactions in the UK, 1995-2005
The average completion price neared £180,000 in 2005
Figure 140: Average completion price and house price/PDI ratio, 1995-2005
 HOUSING INSIGHTS AND CONCLUSIONS
Saving money is undoubtedly enjoyable
 FINANCE
Figure 141: Household expenditure on all life insurance and personal pensions, 1995-2005
Life business levels recover somewhat in 2005
Figure 142: New regular- and single-premium life business, 2000-05
Number of new individual pension contracts diminished again in 2005
Figure 143: New individual pension business, 1995-2005
Income drawdown business stagnates
Figure 144: New income drawdown premiums, 2000-05
School fees cost consumers £11.5 billion in 2005
Figure 145: Expenditure on education fees, charitable donations and other financial services, 1995-2005
The savings ratio has increased since 2002
Figure 146: Trends in saving, personal disposable income and the savings ratio, 1995-2005
Figure 147: Trends in income, expenditure and savings, 1995-2005
Figure 148: Trends in income from taxes and NI, 1995-2005
Consumer debt is approaching £1.2 trillion
Figure 149: Consumer credit outstanding*, 1995-2005
 SHOPPING FOR FINANCIAL PRODUCTS
Consumers are becoming more proactive in dealing with their finances
Figure 150: Methods of shopping for financial products, January 2006
Those aged 25-44 shop around, the under-25s keep it in the family
Figure 151: Most popular methods of shopping for financial products, by demographics, January 2006
The usual suspects will use the Internet to source financial products
Figure 152: Other popular methods of shopping for financial products, by demographics, January 2006
 LOOKING FOR A NEW MORTGAGE OR REMORTGAGE
Figure 153: Level of enjoyment of looking for a new or remortgage, January 2006
Men and the more affluent are most likely to enjoy ‘mortgage hunting’
Figure 154: Enjoyment of looking for a new mortgage or remortgage, by demographics, January 2006
 LOOKING FOR LIFE INSURANCE
Figure 155: Level of enjoyment of looking for life insurance, January 2006
Few consumers enjoy looking for life insurance
Figure 156: Enjoyment of looking for life insurance, by demographics, January 2006
 HOUSE/FLAT HUNTING IS MORE POPULAR WITH RESPONDENTS
Figure 157: Level of enjoyment of house/flat hunting, January 2006
Women lead the way to the estate agent
Figure 158: Enjoyment of house/flat hunting, by demographics, January 2006
Method of shopping for financial products among cluster groups
Figure 159: Method of shopping for financial products among cluster groups, January 2006
 FINANCE INSIGHTS AND CONCLUSIONS
Keeping it in the family
EMOTIONAL VERSUS RATIONAL CONSUMERS
 SELF-PERCEPTION
Figure 160: Self-descriptor adjectives, January 2006
Key findings
Full demographics
Figure 161: Most popular self-descriptor adjectives, by demographics, January 2006
Figure 162: Further popular self-descriptor adjectives, by demographics, January 2006
Figure 163: Other popular self-descriptor adjectives, by demographics, January 2006
 ESTABLISHING KEY GROUPS – CLUSTER ANALYSIS
Figure 164: Emotional vs rational typology groups, January 2006
Emotional (29% of respondents)
Emotionally Inclined (22% of respondents)
Rational (22% of respondents)
Rationally Inclined (27% of respondents)
The national picture
Figure 165: Average emotional/rational score among cluster groups, January 2006
Full demographics
Figure 166: Emotional vs rational typology groups, by demographics, January 2006
Favourite adjectives among cluster groups
Figure 167: Adjectives used by cluster groups to describe themselves, January 2006
 SHOPPING ATTITUDES AND BEHAVIOUR
Food shopping
Figure 168: Method of regular food shopping among cluster groups, January 2006
Emotional cluster group: Free to choose
Rational cluster group: Sceptics converted
Clothes shopping
Figure 169: Method of clothes shopping among cluster groups, January 2006
Emotional cluster group: get the job done by being open-minded
Rational cluster group: close-minded limitations?
Shopping for large household items
Figure 170: Method of shopping for large household items among cluster groups, January 2006
Emotional cluster group: A different mode emerges
Rational cluster group: Do it online
Rationally Inclined cluster group: Need time to think as well as feel
Holidays shopping
Figure 171: Method of shopping for holidays among cluster groups, January 2006
Emotional cluster group: Prefer the personal touch
Rational cluster group: Bargain-hunters
 THE DECISION PROCESS
Important considerations
Figure 172: Questions asked when making a purchase among cluster groups, January 2006
General themes
Emotional cluster group: Follow the urge
Emotionally Inclined cluster group: Guilt-sensitive
Rational cluster group: Justify the sense
Rationally Inclined cluster group: Price-sensitive
How much consideration?
Figure 173: Questions asked when making a purchase, by ranked average response, January 2006
The rational single-minded
Extended purchase decision is an emotional ‘debate’
 RATIONAL AND EMOTIONAL ATTITUDES
Figure 174: Mean scores for agreement/disagreement with attitudinal statements – all respondents, by gender, January 2006
Indexed response
Figure 175: Mean scores for agreement/disagreement with attitudinal statements, by gender, January 2006
Men – the more rational gender?
Gadget ownership shows gender split
Spur of the moment
Detailed histograms
‘I sometimes buy things to make myself happy’
Figure 176: Agreement/disagreement with the statement ‘I sometimes buy things to make myself happy’– all respondents, January 2006
Figure 177: Agreement/disagreement with the statement ‘I sometimes buy things to make myself happy’ – men versus women, January 2006
‘I sometimes buy things to make other people happy’
Figure 178: Agreement/disagreement with the statement ‘I sometimes buy things to make other people happy’– all respondents, January 2006
Figure 179: Agreement/disagreement with the statement ‘I sometimes buy things to make other people happy’ – men versus women, January 2006
‘I like owning the latest gadgets’
Figure 180: Agreement/disagreement with the statement ‘I like owning the latest gadgets’– all respondents, January 2006
Figure 181: Agreement/disagreement with the statement ‘I like owning the latest gadgets’ – men versus women, January 2006
‘I like to keep up with the latest fashions’
Figure 182: Agreement/disagreement with the statement ‘I like to keep up with the latest fashions’– all respondents, January 2006
Figure 183: Agreement/disagreement with the statement ‘I like to keep up with the latest fashions’ – men versus women, January 2006
‘I want what everyone else has’
Figure 184: Agreement/disagreement with the statement ‘I want what everyone else has’ – all respondents, January 2006
Figure 185: Agreement/disagreement with the statement ‘I want what everyone else has’ – men versus women, January 2006
‘I want to stand out from the crowd’
Figure 186: Agreement/disagreement with the statement ‘I want to stand out from the crowd’ – all respondents, January 2006
Figure 187: Agreement/disagreement with the statement ‘I want to stand out from the crowd’ – men versus women, January 2006
‘I always think carefully before I buy something’
Figure 188: Agreement/disagreement with the statement ‘I always think carefully before I buy something’ – all respondents, January 2006
Figure 189: Agreement/disagreement with the statement ‘I always think carefully before I buy something’ – men versus women, January 2006
‘I often buy things on the spur of the moment’
Figure 190: Agreement/disagreement with the statement ‘I often buy things on the spur of the moment’ – all respondents, January 2006
Figure 191: Agreement/disagreement with the statement ‘I often buy things on the spur of the moment’ – men versus women, January 2006
‘Lower prices mean lower quality’
Figure 192: Agreement/disagreement with the statement ‘Lower prices mean lower quality’ – all respondents, January 2006
Figure 193: Agreement/disagreement with the statement ‘Lower prices mean lower quality’ – men versus women, January 2006
‘I like to buy the best I can afford’
Figure 194: Agreement/disagreement with the statement ‘I like to buy the best I can afford’ – all respondents, January 2006
Figure 195: Agreement/disagreement with the statement ‘I like to buy the best I can afford’ – men versus women, January 2006
‘I live for my holidays’
Figure 196: Agreement/disagreement with the statement ‘I live for my holidays’ – all respondents, January 2006
Figure 197: Agreement/disagreement with the statement ‘I live for my holidays’ – men versus women, January 2006
Emotional versus Rational Flowchart
Figure 198: Flowchart of emotional and rational shoppers
 CONSUMER INSIGHTS AND CONCLUSIONS
Denying the emotional
Rational shoppers spend longer on the decision process
Emotional shoppers make prime targets
Satisfying the emotional and the rational
THE FUTURE AND FORECASTS
In-home food
Figure 199: Forecast of expenditure on in-home food, 2005-11
Figure 200: Forecast growth for in-home food, at current and constant prices, 2005-11
Fast food
Figure 201: Forecast of expenditure on fast food, 2005-11
Figure 202: Forecast growth in fast food, at current and constant prices, 2005-11
Soft drinks
Figure 203: Forecast of expenditure on soft drinks, 2005-11
Factors used: Age groups, lifestage, socio-economic groups and women in paid employment.
Figure 204: Forecast growth in soft drinks, at current and constant prices, 2005-11
Alcohol
Figure 205: Forecast of expenditure on alcohol, 2005-11
Figure 206: Forecast growth in alcohol, at current and constant prices, 2005-11
Pet & household products
Figure 207: Forecast of expenditure on pet and household products, 2005-11
Figure 208: Forecast growth in pet and household products, at current and constant prices, 2005-11
Tobacco
Figure 209: Forecast of expenditure on tobacco, 2005-11
Figure 210: Forecast growth in tobacco products, at current and constant prices, 2005-11
Newspapers & magazines
Figure 211: Forecast of expenditure on newspapers and magazines, 2005-11
Figure 212: Forecast growth in printed media, at current and constant prices, 2005-11
Petrol, oil & antifreeze
Figure 213: Forecast of expenditure on petrol, oil and antifreeze, 2005-11
Figure 214: Forecast growth in petrol, oil and antifreeze, at current and constant prices, 2005-11
OTC medicines
Figure 215: Forecast of expenditure on OTC medicines, 2005-11
Figure 216: Forecast growth in OTC medication, at current and constant prices, 2005-11
Toiletries
Figure 217: Forecast of expenditure on toiletries, 2005-11
Figure 218: Forecast growth in toiletries, at current and constant prices, 2005-11
Daily travel
Figure 219: Forecast of expenditure on daily travel, 2005-11
Figure 220: Forecast growth in daily travel, at current and constant prices, 2005-11
Restaurants and catering
Figure 221: Forecast of expenditure on restaurants and catering, 2005-11
Figure 222: Forecast growth in restaurants and catering, at current and constant prices, 2005-11
Leisure venues
Figure 223: Forecast of expenditure on leisure venues, 2005-11
Figure 224: Forecast growth in leisure venues, at current and constant prices, 2005-11
Clothing, jewellery & accessories
Figure 225: Forecast of expenditure on clothing, jewellery and accessories, 2005-11
Figure 226: Forecast growth in clothing, jewellery and accessories, at current and constant prices, 2005-11
Leisure goods
Figure 227: Forecast of expenditure on leisure goods, 2005-11
Figure 228: Forecast growth in leisure goods, at current and constant prices, 2005-11
Household goods
Figure 229: Forecast of expenditure on household goods, 2005-11
Figure 230: Forecast growth in household goods, at current and constant prices, 2005-11
Household services
Figure 231: Forecast of expenditure on household services, 2005-11
Figure 232: Forecast growth in household services, at current and constant prices, 2005-11
Medical services
Figure 233: Forecast of expenditure on medical services, 2005-11
Figure 234: Forecast growth in medical services, at current and constant prices, 2005-11
Domestic appliances
Figure 235: Forecast of expenditure on domestic appliances, 2005-11
Figure 236: Forecast growth in domestic appliances, at current and constant prices, 2005-11
Furniture and furnishings
Figure 237: Forecast of expenditure on furniture and furnishings, 2005-11
Figure 238: Forecast growth in furniture and furnishings, at current and constant prices, 2005-11
Cars, motorcycles and motoring
Figure 239: Forecast of expenditure on cars, motorcycles and motoring, 2005-11
Figure 240: Forecast growth in cars, motorcycles and motoring, at current and constant prices, 2005-11
Holidays
Figure 241: Forecast of expenditure on holidays, 2005-11
Figure 242: Forecast growth in holidays, at current and constant prices, 2005-11
Housing
Figure 243: Forecast of expenditure on housing, 2005-11
Figure 244: Forecast growth in housing, at current and constant prices, 2005-11
Domestic fuel & power
Figure 245: Forecast of expenditure on domestic fuel and power, 2005-11
Figure 246: Forecast growth in domestic fuel and power, at current and constant prices, 2005-11
Life insurance and personal pensions
Figure 247: Forecast of expenditure on life insurance and personal pensions, 2005-11
Figure 248: Forecast growth in life insurance and personal pensions, at current and constant prices, 2005-11
Education fees, charitable donations and other financial services
Figure 249: Forecast of expenditure on education fees, charitable donations and other financial services, 2005-11
Figure 250: Forecast growth in education fees, charitable donations and other financial services, at current and constant prices, 2005-11
APPENDIX
Figure 251: Profile of respondents, January 2006


