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"The majority of consumers practice budgeting, in some
form, with some doing so out of necessity and others doing
so as a way to save and plan ahead. Budget shoppers are
highly motivated by price, and will put in the work to score
a deal and find the best prices."

- Alexis DeSalva, Retail & Apparel Analyst

This report looks at the following areas:

o Fierce competition is challenging value-focused retailers RE PO RT NOW
e Budget shoppers are more focused on price, less on brand loyalty

Budget shoppers are willing to shop around across multiple retailers and brands, making it a challenge VISIT:

to build loyalty; however, there’s an opportunity for retailers to unlock the potential of store brands store.mi nte| .COom

and offer new ways to help consumers stay on track with their spending without resorting to constant
promotions.
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Budget shoppers prefer mainstream channels and Amazon
Figure 23: Retailers shopped, August 2017

Older shoppers stay true to routine and shop grocery
Figure 24: Select retailers shopped, by age, August 2017

Lower-income consumers seek value at mass merchandisers, while higher-income ones prefer Amazon
Figure 25: Retailers shopped, by household income, August 2017

Heavy budgeters shopping value-oriented retailers
Figure 26: Retailers shopped, by age, August 2017

Blacks and Hispanics seek value, while Asians aren’t deterred by membership fees
Figure 27: Retailers shopped, by race and Hispanic origin, August 2017

Budget shoppers describe their favorite stores

Budgeting Actions

Store brands, discounts, and low-priced items capture most budget shoppers’ interest
Figure 28: Budgeting actions, August 2017

Younger adults frequently shop discounted items and store brands
Figure 29: Budgeting actions, by age, August 2017

Coupon use spans generations
Figure 30: Budgeting actions, by generation, August 2017

Hispanics regularly practice more budgeting actions
Figure 31: Budgeting actions, by race and Hispanic origin, August 2017

Influence on Shopping

Many budgeters are willing to take a risk or shop around for the best prices
Figure 32: Influence on shopping, August 2017

Younger budget shoppers are less loyal to brands
Figure 33: Influence on shopping, by age, August 2017

Parents are willing to wait for the right prices
Figure 34: Influence on shopping, by select demographics, August 2017

Asian non-Hispanics are strategic with their shopping
Figure 35: Influences on shopping, by Asians, August 2017

Splurges

Most consumers willing to splurge on entertainment, experiences and clothes
Figure 36: Splurges, August 2017

Those with higher incomes prefer splurging on experiences
Figure 37: Splurges, by age and household income, August 2017

Young men splurge on fitness
Figure 38: Splurges, by select demographics, August 2017

Whites value splurging on experiences, while Blacks splurge on fashion
Figure 39: Splurges, by race and Hispanic origin, August 2017
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Appendix — Data Sources and Abbreviations

Data sources

Consumer survey data
Consumer qualitative research
Direct marketing creative

Abbreviations

Appendix - The Market
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Figure 43: Retailers shopped, grocery stores — CHAID - Tree output, August 2017
Figure 44: Retailers shopped, mass merchandisers - CHAID - Tree output, August 2017
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Figure 46: Retailers shopped - CHAID analysis, August 2017
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