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Executive summary

KPMG surveyed ~2,000 consumers across the United States to understand back-to-school (BTS) and fall spending trends

Anticipated BTS spending
rises amid higher costs

Household financial
trends are mixed

Spendingis up—but mainly g"j Sports, beauty, and @

foressentials techtrends

Among all respondents, 39%
reported a worse financial
situation this year—while 29%
said it was better

However, among BTS shoppers,
39% said their financial situation is
better while 34% said worse

Younger demographics, who are
more likely to have children, report
better financial situations than
older demographics

» Overall fall spending is expected

to rise across essential categories
—Iled by year-over-year increases
in groceries (+25%) and gas & car
maintenance (+11%)

However, discretionary categories
see decreases—especially in
sporting goods (-14%) and

toys (-17%)

BTS spending is expected to rise
10% year-over-year

Among BTS shoppers spending
more, 74% say its due to
higher prices

75% say tariffs will drive
higher prices

Core school supplies, apparel, and
footwear comprise nearly half of
school spending

Over the past two years, online
BTS spending has increased from
39% to 45%

» Qutdoor sports are the top school
activity—followed by music and
indoor sports—which will
influence apparel spending, such
as uniforms

* 66% say teen beauty purchases
are primarily influenced by peers
and friends—exceeding the
influence of social media and
advertising

* 57% say GenAl is used
extensively or moderately in their
child’s education



Housenhold financial situation and fall spending trends

I Household financial outlooks are mixed I Consumers are prioritizing—with spending upin essential categories and downin others

39% of all respondents said their financial situation got
worse this year and 29% said better—but BTS shoppers
are more optimistic

All BTS

* 39% of BTS
shoppers report
improved

Slightly worse financial

situations while

34% report

worse.

Category Planned change in monthly spend—Fall 2025

* Younger groups,
who are
more likely to
have kids,
reported a better
financial situation
than older
demographics.

The same

Slightly better

Much better
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BTS spending rises—hbut mostly to cover higher costs

| 15 snendingup10% vear-over-year

H 2025 B 2024
All BTS $342 EXLEA
shoppers

$310

Pre. +31%
school
Elementary $340 +2%
school 3333
Middle $339 +13%
school 3300
High $332 +9%
school $30 A
College 3418 +10%

$381

KPMG

I Higher spendingis mainly driven by expectations of higher costs

M Spend more B Same M Spend less Consumers expect tariffs will lead to

on

Spend per
college
student

&

Spend per
child

Of those spending more, 74% Of those spending more, 65%
say its due to higher costs say its due to higher costs

I Core supplies, apparel, and footwear comprise nearly half of BTS spending

19%

Core Apparel Footwear  Hygiene Accessories Computers Electronics Dorm  Teen beauty  Study
supplies furniture furniture

Account for 47 percent of spending—in line with prior years

Yes,
= higher
prices

10% 0
TEHEEEE

Sports
products

higher prices

No

Not Sure

Online spending is up over
the last two years

2023 2025

In store

@% 61% | | 55%

39% | | 45%




Sports, beauty, and technology trends

| Topactivities for children: Outdoor sportsand music

Sports and other activities will require purchases of

uniforms and accessories

Outdoor sports

Music / Singing

Indoor sports

Technology
activities (e.g.,
gaming)

Visual arts
(e.g., painting)

Academic clubs
or teams (e.g.,
math club)

Performing arts
(e.g., theatre,
drama)

Other

KPMG

|

Soccer

|

Baseball

EA|

Football

|

Track and field

|

Tennis

|

Others

|

Lacrosse

|

Basketball

|

Volleyball

EA|

Swimming

|

Dance

|

Cheerleading

|

Others

|

Wrestling

I Teenbeauty purchases focus on hair and body care products

Hair care products are the top purchase in
teen beauty

LI

A% 38
T'Es
mm

Hair care Body care Skincare Fragrance Makeup  Trendy Other
products products products products products

(e.g., nail

polish)

I Child technology use shows widespread adoption of GenAl

Al / GenAl widely used in
children’s learning

Laptops are the primary BTS
technology purchase

Most use Al
extensively or

46% Laptops ﬁ

moderately

32% Tablets

0% e

27% use GenAl
minimally and
16% not at all

Peer recommendations have the most
influence on teen product choices

66% say peers
influence purchases, but
fewer say the same for
social media (63%) or
advertising (26%)

66%

Online retailers are the primary
channel for tech purchases

32%

Online Physical  Other (e.g.,
retailers store school direct
purchase)
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