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“Changes in the prevalence of technology in the classroom
have altered the way BTS shoppers research and make
purchases. As tablet computers take a more prominent
role in delivering education, retailers of traditional
supplies may feel a decrease in the demand for ‘old-school’
supplies such as notebooks and pens.”
– Ika Erwina, Apparel, Retail, and Technology Analyst

In this report we answer the key questions:
•
•
•
•

How can retailers hedge against deeply entrenched saving behaviors?
What can retailers do to stand out amidst showrooming behaviors?
Is tailoring BTS marketing message to generational groups essential?
What are the potential implications of digital technology on BTS market?

Consumers’ anticipated spending on kindergarten through grade 12 back-to-school (BTS) clothing,
accessories, shoes, electronics, and supplies reached an all-time high for the Fall 2012 BTS shopping
season. The average person with children in grades K-12 intended to spend $688 on their children,
which is a 32.9% increase over anticipated spending for 2011. However, while consumers may be
feeling more comfortable with increased spending on school items, budgeting habits adopted during the
recession continue to hold and savvy BTS shoppers practice a variety of money-saving tactics. The
retail landscape for the BTS market increasingly encapsulates the complex structure of shoppers.
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BTS shoppers vary dramatically by many factors including age, affluence, gender, region, and
generation. What works for one consumer may not work for another, so it is imperative that BTS
retailers carefully pinpoint their target market, identify their preferences, and address their needs
during the BTS shopping season.
This report builds on the analysis presented in Mintel’s Back to School Shopping—U.S., January 2012 ,
as well as the June 2011 report of the same name.
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For the purposes of this report, BTS shopping refers to shopping for supplies, clothes, accessories,
shoes, computers, and electronics for students aged 5-17 who attend kindergarten, elementary school,
middle school, and high school. This shopping usually takes place during the late summer and early fall
in anticipation of students’ return to school. Analysis of college students’ BTS shopping is limited to
discussion of select marketing outreach that offers insights into how leading companies target older
teens during the BTS shopping season. However, BTS shopping by college students is not included in
market size and segment data, or in the consumer research commissioned for this report.
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Strategy: Getting parents ready for BTS
Figure 51: Old Navy, “Cool Dad Jeans,” August 2012
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Figure 52: Target, “Experiment,” August 2012
Figure 53: Target, “It’s All Happening,” July 2012
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Others
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Figure 55: JCPenney, “Free Kids’ Haircuts,” August 2012
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Figure 56: Crayola, “Made In America,” July 2012
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Figure 57: Food Lion, “School’s Back ($3 Off),” August 2012
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Dads more likely than moms to spend on electronics, but little difference in change in spend
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Figure 62: Change in 2011-12 back-to-school spending, by category, by region, October 2012

Fall 2012 Spending on BTS Categories
Overview
Figure 63: Amount spent on back-to-school shopping for Fall 2012, by category, October 2012
BTS Fall 2012 spending—Apparel/shoes/accessories
Key points
The apparel sector prevailed during the BTS Fall 2012 shopping
Figure 64: Amount spent in Fall 2012 back-to-school apparel/shoes/other accessories shopping, October 2012
Unlike Boomers, Gen X splurged the most on children’s apparel
Figure 65: Amount spent in Fall 2012 back-to-school apparel/shoes/other accessories shopping, by generation, October 2012
Mothers edge fathers in BTS spending on apparel and shoes
Figure 66: Amount spent in Fall 2012 back-to-school apparel/shoes/other accessories shopping, by gender, October 2012
Fashion consumption improves with income
Figure 67: Amount spent in Fall 2012 back-to-school apparel/shoes/other accessories shopping, by household income, October 2012
BTS Fall 2012 spending—Electronics
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Key points
Four in ten parents spending less than $100 on computers and electronics
Figure 68: Amount spent in Fall 2012 back-to-school electronic products shopping, October 2012
Millennial parents spending more on BTS electronics
Figure 69: Amount spent in Fall 2012 back-to-school electronic products shopping, by generation, October 2012
Fathers' expenditures on electronic products tend to be higher
Figure 70: Amount spent in Fall 2012 back-to-school electronic products shopping, by gender, October 2012
Variances in electronic spending across household income brackets
Figure 71: Amount spent in Fall 2012 back-to-school electronic products shopping, by household income, October 2012
BTS Fall 2012 spending—Supplies
Key points
Average spending on school supplies remained low
Figure 72: Amount spent in Fall 2012 back-to-school supplies shopping, October 2012
Millennial parents splurged the most on school supplies
Figure 73: Amount spent in Fall 2012 back-to-school supplies shopping, by generation, October 2012
Men spent more on school supplies
Figure 74: Amount spent in Fall 2012 back-to-school supplies shopping, by gender, October 2012
Spend on school supplies increases with income
Figure 75: Amount spent in Fall 2012 back-to-school supplies shopping, by household income, October 2012

Attitudes Toward BTS Spending and Saving
Key points
Providing children with necessary BTS items is important to parents
Figure 76: Attitudes and behaviors toward spending and saving on back-to-school items, October 2012
Generational impact on attitudes to BTS shopping
Figure 77: Attitudes and behaviors toward spending and saving on back-to-school items, by generation, October 2012
Male shoppers prefer buying quality electronics for their children
Figure 78: Attitudes and behaviors toward spending and saving on back-to-school items, by gender, October 2012

BTS Shopping Money-Saving Tactics
Key points
Shoppers keen to buy BTS items from sales racks and coupons
Figure 79: Money-saving tactics used for back-to-school shopping in Fall 2012, by generation, October 2012
Savvy Millennial shoppers necessitate unique marketing approach
Figure 80: Money-saving tactics used for back-to-school shopping in Fall 2012, by generation, October 2012
Female BTS shoppers keen on saving
Figure 81: Money-saving tactics used for back-to-school shopping in Fall 2012, by gender and age, October 2012
Price is a main consideration, even for the wealthiest
Figure 82: Money-saving tactics used for back-to-school shopping in Fall 2012, by household income, October 2012
Elementary school parents tend to compare prices online
Figure 83: Money-saving tactics used for back-to-school shopping in Fall 2012, by level of school, October 2012

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Back-to-School Shopping - US - January 2013
Report Price: £2467 | $3995 | €3108

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Hispanics vs. Non-Hispanics
Key points
BTS money-saving tactics among Hispanics who mainly use online research
Figure 84: Money-saving tactics used for back-to-school shopping in Fall 2012, by Hispanic origin, October 2012
Hispanic shoppers shop for quality electronics for their school children
Figure 85: Attitudes and behaviors toward spending and saving on back-to-school items, by Hispanic origin, October 2012

Key Driver Analysis
Apparel, shoes, and other accessories
Figure 86: Key driver analysis of amount spent on apparel, shoes, and other accessories, October 2012
Supplies (e.g., pens, pencils, notebooks, backpacks, etc.)
Figure 87: Key driver analysis of amount spent on supplies (e.g., pens, pencils, notebooks, backpacks, etc.), October 2012
Electronic products (e.g., PC, laptops, tablets, etc.)
Figure 88: Key driver analysis of amount spent on electronic products (e.g., PC, laptops, tablets, etc.), October 2012
Methodology

Appendix: Other Useful Consumer Tables
Spend on, and change in spend on BTS shopping
Figure 89: Change in 2011-12 back-to-school spending, by category, by Hispanic origin, October 2012
Figure 90: Amount spent in Fall 2012 back-to-school apparel/shoes/other accessories shopping, by region, October 2012
Figure 91: Amount spent in Fall 2012 back-to-school apparel/shoes/other accessories shopping, by Hispanic origin, October 2012
Figure 92: Amount spent in Fall 2012 back-to-school electronic products shopping, by region, October 2012
Figure 93: Amount spent in Fall 2012 back-to-school electronic products shopping, by Hispanic origin, October 2012
Figure 94: Amount spent in Fall 2012 back-to-school supplies shopping, by region, October 2012
Figure 95: Amount spent in Fall 2012 back-to-school supplies shopping, by Hispanic origin, October 2012
Attitudes and behaviors toward BTS shopping
Figure 96: Attitudes and behaviors toward spending and saving on back-to-school items, by employment, October 2012
Figure 97: Attitudes and behaviors toward spending and saving on back-to-school items, by marital status, October 2012
Money saving tactics used for BTS shopping, and use of tax holidays
Figure 98: Money-saving tactics used for back-to-school shopping in Fall 2012, by region, October 2012
Figure 99: Money-saving tactics used for back-to-school shopping in Fall 2012, by marital status, October 2012
Figure 100: Money-saving tactics used for back-to-school shopping in Fall 2012, by employment, October 2012
Figure 101: Use of back-to-school sales tax holiday in Fall 2012, by marital status, October 2012
Figure 102: Use of back-to-school sales tax holiday in Fall 2012, by employment status, October 2012
Retailers and channels shopped for BTS shopping
Figure 103: Retailers and channels shopped for back-to-school supplies, by Hispanic origin, October 2012
Figure 104: Retailers and channels shopped for back-to-school electronics, by Hispanic origin, October 2012
Figure 105: Retailers and channels shopped for back-to-school apparel/shoes/accessories, by Hispanic origin, October 2012

Appendix: Survey Demographics—Schoolchildren in Household
Figure 106: K-12 school-age children living in parents’ households, by generation, October 2012
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Figure 107: K-12 school-age children living in households, by gender, October 2012
Figure 108: K-12 school-age children living in households, by household income, October 2012
Figure 109: K-12 school-age children living in households, by marital/relationship status, October 2012
Figure 110: K-12 school-age children living in households, by region, October 2012
Figure 111: K-12 school-age children living in households, by Hispanic origin, October 2012

Appendix: Trade Associations
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