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value-conscious than
ever amid economic
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is more than budget, as
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premium all play a role.
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This report looks at the following areas:

• The impact of economic pressures on how
consumers approach value
• Meaning of value as explored through Mintel's
Trend Driver Value and its four pillars: Budget,
Convenience, Quality and Premium
• Consumers' budget-conscious shopping
behaviors
• How consumers perceive convenience, quality
and premium
• Attitudes toward value-based shopping and value perceptions of retailers

Overview

Value-conscious shoppers make up a large portion of the retail landscape. From saving time
or cutting costs to how a specific product or brand makes them feel, nearly all consumers are
value-oriented in one way or another.

While monetary value may be first to mind, value actually means more than just money.
Mintel's Trend Driver Value, supported by its four Pillars Quality, Budget, Convenience, and
Premium, helps brands and retailers understand how consumers think about and prioritize the
benefits they gain from the products they invest in.

In recent years, economic pressures and inflation have caused consumers to re-evaluate how
they perceive overall value, including of course, the prices they pay. 67% of adults agree that
inflation and the economy have caused them to reduce spending. Despite this, it's actually
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quality that most consumers tend to prioritize first, weighing carefully the price relative to the
benefits they receive.

Ultimately, how consumers prioritize value depends on their personal circumstances, including
their budget, need for convenience, and preferences on when to trade up into premium
brands and products. As economic pressures persist, consumers will increasingly look to
brands and retailers to deliver a clear value proposition that helps them make better
decisions with their purchases.
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Report Content

EXECUTIVE SUMMARY

• What you need to know

• Consumer trends: key takeaways

• Opportunities

• Outlook for value-conscious shoppers

CONSUMER INSIGHTS

Consumer fast facts

How consumers approach value

• Economic pressures are driving a value-conscious mindset

• In their own words: consumers define value pillars

• Budget means low prices, but can also be perceived as lower-quality

• Convenience means easy access and ease of use

• Quality can relate to both products and the overall shopping experiences

• Premium is often perceived as high price or a luxury

• Value means more than money

• Quality often matters more than price

- Graph 1: importance of value factors, ranked, 2023

• In their own words: consumers describe why they prioritize quality first

• Budgeters are cost first, quality second

- Graph 2: importance of value factors, ranked, by budgeters, 2023

- Graph 3: importance of value factors, ranked, by non-budgeters, 2023

• Meeting consumers where they are on value

• Tiered pricing gives shoppers more choices

• Approach to value depends on personal circumstances

• Position quality as a lifestyle solution

- Graph 4: importance of quality, ranked, by generation, 2023

• Brand messaging must be inclusive of all age groups

• Support Gen Z consumers with budgeting

- Graph 5: importance of budget, ranked, by generation, 2023

• Sezzle takes the opportunity to educate on financial planning

• Seniors more likely to rank convenience higher on the list

- Graph 6: importance of convenience, ranked, by generation, 2023
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• Walmart adds in-store services to boost convenience

• Millennials more likely to trade up to premium

- Graph 7: importance of premium, ranked, by generation, 2023

• Third-party sources play a role in facilitating trade-up

Budget-conscious consumers

• Most consumers budget, but they aren't strict about it

- Graph 8: consumers' current approach to budgeting, 2023

- Graph 9: consumers' current approach to budgeting [NET] , 2023

• Inflation is driving a pullback in spending...

• ...but budgeting behaviors have only slightly increased

- Graph 10: year-over-year comparison of budgeting approach [NET], 2021 vs 2023

• Younger generations are more likely to budget

- Graph 11: consumers current approach to budgeting [NET], by generation, 2023

• Struggling households in need of more support

- Graph 12: consumers' current approach to budgeting, by household financial situation, 2023

• Walmart offers half-price Walmart+ subscription to consumers on government assistance

• Economic pressures can also impact consumers overall

- Graph 13: impact of inflation on spending, by household income and financial position, 2023

Budget-focused shopping behaviors

• Deals, deals and more deals

• Deals, deals, and more deals

- Graph 14: budget-conscious shopping behaviors, 2023

• Consumers enjoy the chase of bargain-hunting

• How consumers approach budget shopping

• Google Shopping makes seamless deal shopping easier than ever

• Struggling households are reliant on discounts

- Graph 15: select budget-conscious behaviors, by household financial position, 2023

• Amazon's Prime Day deals get more personal

• Re-examine the value of loyalty program perks

• Bulk-buying and cashback rewards benefit more affluent shoppers

- Graph 16: select budget-conscious behaviors, by household income, 2023

• Rakuten capitalizes on "girl math" trend

• Sene leverages Black Friday to encourage stock-up ahead of a price increase

• Budgeters are more likely to go out of their way to find savings

- Graph 17: attitudes toward budget shopping, by budgeting status, 2023

• Black Friday deals make a case for pricing transparency

• Consumers embrace alternative ownership
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- Graph 18: select attitudes toward budget shopping, by generation, 2023

• Opportunity to diversify store brand offerings

- Graph 19: store brand switching, by race and Hispanic origin, 2023

Convenience-oriented experiences

• For some shoppers, convenience is more important than price

• Convenience is a need for parents

- Graph 20: convenience vs price, by generation and parental status, 2023

• Speed, efficiency and accessibility define convenience

- Graph 21: convenient shopping options, 2023

• Fast shipping and delivery is a baseline expectation

• Seniors appreciate in-store efficiency and accessibility

- Graph 22: select convenient shopping options – speed and efficiency, by generation, 2023

• Younger generations lean on ecommerce to boost convenience

- Graph 23: select convenient shopping options – online and omnichannel, by generation, 2023

• Shipping fees are a barrier to ecommerce

- Graph 24: attitudes toward shipping fees, by generation, 2023

• In-store pickup is a game-changer for parents

- Graph 25: interest in in-store pickup, by parental status

• Customer service boosts the value proposition

• Seamless returns are a must

• Flexible payment options add value amid financial stress

- Graph 26: interest in flexible payment methods, by household financial situation, 2023

• Lowe's boosts value with BNPL financing

Importance of quality and premium

• Durability and trusted brands lead quality perceptions

- Graph 27: aspects of quality, 2023

• The importance of a trusted name brand

• Quality is a relative concept

• Consumers enjoy the occasional indulgence

• Budgeters more likely to consider cost

- Graph 28: aspects of quality, by budgeting status, 2023

• Quality perceptions are shifting with younger generations

- Graph 29: aspects of quality, by generation, 2023

• Surprise and delight younger shoppers

- Graph 30: select attitudes toward quality and premium, by generation, 2023

• Brands embrace the Aesthetic Effect

• Purchase protection must enter the modern era
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• Best Buy promotes purchase protection as a premium membership benefit

• Sustainability is a premium

- Graph 31: select aspects of quality and attitudes toward sustainability, by generation, 2023

• Product certifications back up product claims and build trust with consumers

• Brands may have to work harder to gain trust with multicultural consumers

- Graph 32: aspects of quality, by race or Hispanic origin, 2023

• Authentic representation is key to boosting brand affinity

• Dove makes inclusion a priority

Value perceptions of retailers

• Big three retailers stand out on value

- Graph 33: value perceptions of retailers, 2023

• Consumers find balance at large retail chains

• Opportunity to improve quality perceptions

• Retailers must know what they do well, and deliver on it

• Improving the value proposition for lower-income shoppers

- Graph 34: perceptions of affordability at select retailers, by household income, 2023

• Macy's leverages store brand labels to improve affordability

• Gen Zs and Millennials are more open-minded about quality

- Graph 35: high-quality perceptions of retailers, by generation, 2023

• Warehouse clubs build affinity with multicultural consumers

- Graph 36: value perceptions of warehouse clubs, by race and Hispanic origin, 2023

COMPETITIVE STRATEGIES

Marketing and advertising

• Aldi serves up savings to inflation-weary shoppers

• Goop launches mass market beauty and wellness brand, Good.Clean.Goop

• Lululemon stands by its quality with "dupe swap" event

• Beni extension makes it easy to shop secondhand

Opportunities

THE MARKET

Market context

• Economic indicators trend positive

Market drivers

• Inflation and economic pressures fuel value-conscious behaviors
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- Graph 37: Consumer Price Index change from previous period, 2007-23

• Consumers are still feeling the squeeze

- Graph 38: household financial position, 2021-23

• Return of student loan payments will have an impact at retail

• Tech innovation holds promise for convenience

APPENDIX

• Market definition

• Consumer Research Methodology

• Consumer qualitative research

Correspondence analysis

• How to read correspondence analysis

• Correspondence analysis methodology

• Generations

• Abbreviations and terms

Consumer Data

• Consumer attitudes toward value

- Graph 39: [no title]
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by Kantar Profiles (See
Research Methodology for more information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.
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