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“Many Americans have not recovered from the financial
impact of the Great Recession. These adults need products

and services commonly associated with a middle-class
lifestyle buy at budget rates as well as services (childcare,

transportation) that extend their hours of operation to
support those working non-traditional hours.”

– Fiona O’Donnell, Senior Lifestyles & Leisure
Analyst

In this report we answer the key questions:

• Downward mobility
• Contingent workforce
• Mismatched skills
• Job creation

More than three years after the official end of the “Great Recession,” some 12.5 million adults were
officially unemployed at the end of 2012, but that is only part of the story. Some 23.1 million adults,
according to the Bureau of Labor Statistics definition, were actively seeking work, involuntarily working
part time or available to work but not actively looking for work. Using Mintel’s broader definition that
includes those who are working for less pay or at a job with lesser skills, the “underemployed” estimate
reaches 63.2 million. Marketers that ignore this population because its earnings power may be
compromised are missing out on a marketing opportunity. In this report, Mintel investigates the
lifestyles of the under- and unemployed in order for marketers to gain a better understanding of this
powerful consumer segment. This report includes:

• Market drivers

• Demographic profiles of the under- and unemployed

• Shopping behaviors including stores shopped and interest in store brands

• Marketing strategies

• Attitudes and behaviors of under- and unemployed including attitudes toward debt, savings
behaviors, methods used for saving money on groceries, items deemed essential vs. luxuries, and
lifestyle and leisure interests.
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An expanded definition of underemployment results in up to 63.2 million adults
Figure 24: Under- and unemployment details, by age, April 2013
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More than half of under- or unemployed adults eat a balanced diet
Figure 52: Lifestyle habits, by net of under- or unemployed and neither under- nor unemployed, April 2013

Job downgrade = more participation in leisure activities
Figure 53: Leisure activities participated in during the last 12 months, by experienced employment downgrade in the last 12 months,
October 2011-November 2012
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Figure 54: Hobbies participated in during the last 12 months, by experienced employment downgrade in the last 12 months, October
2011-November 2012
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2013
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Figure 76: Experienced employment downgrade in the last 12 months, by gender and age groups, October 2011-November 2012

Figure 77: Experienced employment downgrade in the last 12 months, by race/Hispanic origin, October 2011-November 2012

Figure 78: Experienced employment downgrade in the last 12 months, by race/Hispanic origin by age groups, October 2011-November
2012
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marital status by presence of children, October 2011-November 2012
Figure 80: Purchases/investments experienced in the last 12 months, by experienced employment downgrade in the last 12 months,
October 2011-November 2012

Figure 81: Employment status, employment-related events experienced in the last 12 months, and expect to experience in the next 12
months, October 2011-November 2012
Figure 82: Employment status, 2006-12

Figure 83: Employment-related events experienced in the last 12 months, 2006-12

Figure 84: Employment-related events expect to experience in the next 12 months, 2006-12

Figure 85: Household financial situation, by details of underemployment and unemployment, April 2013

Figure 86: Household financial situation, by net of under- or unemployed and neither under- nor unemployed, by age group, April 2013

Figure 87: Household financial situation, by net of under- or unemployed and neither under- nor unemployed, by household income,
April 2013

Figure 88: Attitudes toward debt, by details of underemployment and unemployment, April 2013

Figure 89: Attitudes toward debt, by net of under- or unemployed and neither under- nor unemployed, by gender, April 2013

Figure 90: Attitudes toward debt, by net of under- or unemployed and neither under- nor unemployed, by household income, April
2013

Figure 91: Savings behaviors, by net of under- or unemployed and neither under- nor unemployed, by gender, April 2013

Figure 92: Savings behaviors, by net of under- or unemployed and neither under- nor unemployed, by household income, April 2013

Figure 93: Savings behaviors, by details of underemployment and unemployment, April 2013

Figure 94: Methods for saving money on groceries, by details of underemployment and unemployment, April 2013

Figure 95: Methods for saving money on groceries, by net of under- or unemployed and neither under- nor unemployed, by age group,
April 2013
Figure 96: Methods for saving money on groceries, by net of under- or unemployed and neither under- nor unemployed, by household
income, April 2013

Always/usually (net)
Figure 97: Frequency of purchasing store brands – always/usually, by underemployed and unemployed, April 2013

Figure 98: Frequency of purchasing store brands – always/usually, by net of under- or unemployed and neither under- nor
unemployed, by household income, April 2013

Always
Figure 99: Frequency of purchasing store brands – always, by net of under- or unemployed and neither under- nor unemployed, April
2013
Figure 100: Frequency of purchasing store brands – always, by underemployed and unemployed, April 2013

Figure 101: Frequency of purchasing store brands – always, by details of underemployment and unemployment, April 2013

Figure 102: Frequency of purchasing store brands – always, by net of under- or unemployed and neither under- nor unemployed, by
gender, April 2013
Figure 103: Frequency of purchasing store brands – always, by net of under- or unemployed and neither under- nor unemployed, by
age group, April 2013
Figure 104: Frequency of purchasing store brands – always, by net of under- or unemployed and neither under- nor unemployed, by
household income, April 2013
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Figure 105: Frequency of purchasing store brands – always, by net of under- or unemployed and neither under- nor unemployed, by
white/nonwhite, April 2013
Figure 106: Frequency of purchasing store brands – always, by net of under- or unemployed and neither under- nor unemployed, by
Hispanic origin, April 2013
Figure 107: Frequency of purchasing store brands – always/usually, by net of under- or unemployed and neither under- nor
unemployed, by Hispanic origin, April 2013

Essential
Figure 108: Classified as an essential, by net of under- or unemployed and neither under- nor unemployed, April 2013

Figure 109: Classified as an essential, by details of underemployment and unemployment, April 2013

Figure 110: Classified as an essential, by net of under- or unemployed and neither under- nor unemployed, by household income, April
2013

Classified as luxury
Figure 111: Classified as a luxury, by net of under- or unemployed and neither under- nor unemployed, April 2013

Figure 112: Classified as a luxury, by underemployed and unemployed, April 2013

Figure 113: Classified as a luxury, by details of underemployment and unemployment, April 2013

Figure 114: Classified as a luxury, by net of under- or unemployed and neither under- nor unemployed, by gender, April 2013

Figure 115: Classified as a luxury, by net of under- or unemployed and neither under- nor unemployed, by age group, April 2013

Figure 116: Classified as a luxury, by net of under- or unemployed and neither under- nor unemployed, by household income, April
2013
Figure 117: Classified as a luxury, by net of under- or unemployed and neither under- nor unemployed, by white/nonwhite, April 2013

Figure 118: Classified as a luxury, by net of under- or unemployed and neither under- nor unemployed, by Hispanic origin, April 2013

Classified as luxury worth the cost
Figure 119: Classified as a luxury worth the cost, by net of under- or unemployed and neither under- nor unemployed, April 2013

Figure 120: Classified as a luxury worth the cost, by details of underemployment and unemployment, April 2013

Figure 121: Classified as a luxury worth the cost, by net of under- or unemployed and neither under- nor unemployed, by age group,
April 2013
Figure 122: Classified as a luxury worth the cost, by net of under- or unemployed and neither under- nor unemployed, by household
income, April 2013

TV and movie subscriptions
Figure 123: TV and movie subscriptions, by net of under- or unemployed and neither under- nor unemployed, April 2013

Figure 124: TV and movie subscriptions, by details of underemployment and unemployment, April 2013

Figure 125: TV and movie subscriptions, by net of under- or unemployed and neither under- nor unemployed, by gender, April 2013

Figure 126: TV and movie subscriptions, by net of under- or unemployed and neither under- nor unemployed, by age group, April 2013

Figure 127: TV and movie subscriptions, by net of under- or unemployed and neither under- nor unemployed, by household income,
April 2013
Figure 128: TV and movie subscriptions, by net of under- or unemployed and neither under- nor unemployed, by white/nonwhite, April
2013
Figure 129: TV and movie subscriptions, by net of under- or unemployed and neither under- nor unemployed, by Hispanic origin, April
2013

Figure 130: Lifestyle habits, by underemployed and unemployed, April 2013

Figure 131: Lifestyle habits, by details of underemployment and unemployment, April 2013

Figure 132: Lifestyle habits, by net of under- or unemployed and neither under- nor unemployed, by gender, April 2013

Figure 133: Lifestyle habits, by net of under- or unemployed and neither under- nor unemployed, by age group, April 2013

Figure 134: Lifestyle habits, by net of under- or unemployed and neither under- nor unemployed, by household income, April 2013

Figure 135: Lifestyle habits, by net of under- or unemployed and neither under- nor unemployed, by white/nonwhite, April 2013

Figure 136: Lifestyle habits, by net of under- or unemployed and neither under- nor unemployed, by Hispanic origin, April 2013

Figure 137: Memberships, by experienced employment downgrade in the last 12 months, October 2011-November 2012
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Figure 138: Hobbies participated in during the last 12 months, experienced employment downgrade in the last 12 months, October
2011-November 2012

Figure 139: Household financial situation, by net of under- or unemployed and neither under- nor unemployed, by Hispanic origin, April
2013
Figure 140: Savings behaviors, by net of under- or unemployed and neither under- nor unemployed, by white/nonwhite, April 2013

Figure 141: Savings behaviors, by net of under- or unemployed and neither under- nor unemployed, by Hispanic origin, April 2013

Figure 142: Methods for saving money on groceries, by net of under- or unemployed and neither under- nor unemployed, by Hispanic
origin, April 2013
Figure 143: Classified as a luxury worth the cost, by net of under- or unemployed and neither under- nor unemployed, by white/
nonwhite, April 2013
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