
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

"Dollar stores are faring well, housed within the
subcategory of “other general merchandise” stores which is

the fastest growing sector within this category.
Opportunities for improvement exist around in-store

experiential retailing, e-commerce, grocery and overall
quality perceptions."

- Diana Smith, Associate Director - Retail &
Apparel

This report looks at the following areas:

• General merchandise stores ringing up billions
• Running a profitable e-commerce operation is fraught with challenges
• Lingering perception issues persist

For the purposes of this report, dollar stores are defined as retailers selling deeply discounted
merchandise including name brand and private label products such as food, household supplies, health
and beauty care, and more, typically ranging in price from $1-20. Some dollar stores are known as
single-price stores, offering one price for all merchandise in stores. Dollar stores include but are not
limited to:

• Family Dollar
• Dollar General
• Dollar Tree
• 99 Cents Only
• Fred’s
• Five Below

Note the market size used in this report sources revenues from “other general merchandise stores” as
mentioned above. See Appendix – Data Sources and Abbreviations for more details.
This report builds on the analysis presented in Mintel’s Dollar and Discount Store Retailing – US, August
2013.
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Dollar Tree shoppers are the least frequent dollar store shoppers in general
Figure 50: Shopping frequency, by retailers shopped, September 2016

High Engagement (HE)

Average Engagement (AE)

Low Engagement (LE)
Figure 51: Consumer segmentation groups, by select demographics, September 2016

High engagement observed at all listed retailers
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Figure 57: Food/beverage items purchased at dollar stores, September 2016
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Figure 59: Attitudes toward technology and shopping, by key demographics, August 2016
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Nearly four in 10 love to shop at dollar stores
Figure 61: Percentage who love shopping at dollar stores, by age and household income and engagement level, September 2016
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Figure 62: Shopping habits at dollar stores, by level of engagement, September 2016
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Convenience is a key driver
Figure 66: Tendency to shop by proximity, by area, September 2016

Customer Segmentation – Engagement Levels
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Food/Beverage Items Purchased

Shopping Habits
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Advantage – Shoppers see great ROI
Figure 67: Price-related attitudes toward dollar stores, by generation, September 2016

Figure 68: In-store signage featuring sales, Dollar General greater Knoxville, Tennessee (left) and Family Dollar in Chicago, Illinois
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Fred’s

Historical sales information
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