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Executive summary: Back-to-school and fall spending outlook

KPMG surveyed 1,013 US consumers, including 786 back-to-school (BTS) shoppers. Respondents describe how their fall 2024 spending plans, priorities, and

preferred categories and channels have changed from last year.

Consumers plan to increase BTS spending

A plurality of consumers (42%) plan to spend more on BTS this year—
driven primarily by higher prices.

Consumers estimate their BTS spending will increase from $314 to $356
(+14%). Increased spending is expected across all education levels.

Share of wallet: Core supplies, apparel, and footwear are the top
categories (54% combined), on par with last year. Mass merchants are
the top channel (34%).

43% of BTS shoppers are interested in luxury items—up from 37% last
year. High-end electronics are the top category.
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Fall outlook: Consumers spend more on living expenses
Share of household spending: Monthly living expenses (42%) and
essentials (20%) are the top priorities. Spending on discretionary items and
savings and investments decreased slightly from last year.

62% of households say their financial situation is better or the same
compared to last year—38% say their financial situation is worse.

Expected spending on groceries and automotive see double digit
increases compared to last year, +21% and 14%, respectively.

Online buying: Consumers plan to buy more groceries online but spend
less online across most other categories.
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Back-to-school outiook

I Inflationdrives higher spending

B Spend same
B Spend less
I Spend more

Higher
prices are
the top driver
of spending
increases

Needing fewer items
(e.g., re-using last
year’s purchases) is the
top driver of spending
decreases
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I Back-to-schoolspending per child toincrease
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Preschool and college spending outpaces K-12

- +25% } Pre-school

I +4% P Elementary school

l +8% } Middle school

I +5% P High school

. +21% } College

+14%
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I Share of walletby category and channel

Core supplies
Apparel
Footwear

Backpacks / accessories

v

Core supplies, apparel, and
footwear account for 54% of
spend—similar to last year

Hygiene products
Computers / hardware
Electronics

Dorm furnishings

®
X

Study furniture

Mass merchants 34%

Online only retailers

v

Mass merchants had 34%
overall, but 40% among lower
income households (<$50k)—
increasing by 8% since last
year

Apparel retailers
Department stores

Specialized retailers

Dollar stores

Other 2%

0 Of BTS shoppers plan to pur
43 /0 high-end electronics (66%

I increase year-over-year.
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Fall spending outlook

Essentials and monthlyliving expenses lead household spending

{?, Essential goods
Iservices

‘?ﬁ'h Monthly living
=® expenses P

% - o Automotive

YoY change
W +2% YoY
M Flat YoY
M Flat YoY
H-1% YoY
-1% YoY

Discretionary
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Online buying
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Financial situation Key buying considerations

Plan to spend more
280/ online for groceries than
9 |ast year while 15% say
they’ll spend less online

Financial situation
better or same #1
compared to last year

91% prioritize price
(+4% YoY)

However, consumers plan
to spend less online
across most categories

Focus on company

Financial situation 7
59 0 reputation (+1% YoY)

worse than last year
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I Compared to summer, consumers plantoincrease spending this fall

Spending increase Change since summer 2024 —

Personal care products 1 +11%

Prescription medications 5% |mmEass Essential

Apparel YA 1 +15%

Personal care services VA +12%

Restaurants A +15%

Home improvement products A +11%

Entertainment FEUA L1 1119

Travel BIAL | +9%

Electronics |_| +13%
+9% - 0% Home improvement services

+10% 1 EEXM Hobby supplies

+5% | IRERA Office supplies

+10% 1 BEEYA Furniture

Discretionary

Document Classification: KPMG Confidential 4



KPMG
Contactus:

For more information, contact us:
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Principal, Advisory
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Duleep Rodrigo
U.S. Sector Leader,
Consumer & Retail
drodrigo@kpmg.com

Some or all of the services described herein may not be permissible for KPMG audit
clients and their affiliates or related entities.

Learn about us: m kpmg.com
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