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“With many retailers expanding the scope of their price
matching policies, differentiating based on low prices is

becoming increasingly difficult. However, shoppers’ trust
is an increasingly important currency that can be

exchanged for engagement.”
– Bryant Harland, Technology and Media Analyst

This report looks at the following areas:

• Back-to-school shopping participation
• Differentiation in back-to-school sales: Beyond discounts
• In-store and online back-to-school shopping

Anticipated back-to-school shopping spending has remained steady since 2010. In 2014, consumers
reported they planned to spend just under $75 billion on back-to-school in total (including both
kindergarten through grade 12 and college spending), marking a slight increase from 2013. However,
retailers face a growing challenge in the heightened demand for multichannel experiences across all
retail categories.

This report explores what consumers want out of the retail experience when back-to-school shopping
as well as the prominence of online and in-store purchasing. Other topics explored in this report include
the types of information used on path to purchase, back-to-school shopping opinions, and both college
and shopping for grades kindergarten through 12.
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Figure 41: Target clusters, October, 2014
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Figure 58: Retailers visited for back-to-school shopping – Any shopping, by race/Hispanic origin, October 2014

Retailers shopped for back-to-school – Online
Figure 59: Retailers visited for back-to-school shopping – Purchased products online, by age, October 2014
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Key social media metrics
Figure 84: Key social media metrics for select back-to-school retailers, December 2014

Online conversations
Figure 85: Online mentions for select back-to-school retailers, by week, Dec. 15, 2013-Dec. 14, 2014

Appendix – Social Media
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Brand usage or awareness
Figure 86: Brand usage or awareness, October 2014

Figure 87: Walmart usage or awareness, by demographics, October 2014

Figure 88: Kmart usage or awareness, by demographics, October 2014

Figure 89: Target usage or awareness, by demographics, October 2014
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Figure 93: Activities done, October 2014

Figure 94: Walmart – Activities done – I have looked up/talked about this brand online on social media…, by demographics, October
2014
Figure 95: Walmart – Activities done – I have contacted/interacted with the brand online on social media to…, by demographics,
October 2014
Figure 96: Walmart – Activities done – I follow/like the brand on social media because…., by demographics, October 2014

Figure 97: Walmart – Activities done – I have researched the brand on social media to…., by demographics, October 2014

Figure 98: Kmart – Activities done – I have looked up/talked about this brand online on social media…, by demographics, October 2014

Figure 99: Kmart – Activities done – I have contacted/interacted with the brand online on social media to…, by demographics, October
2014
Figure 100: Kmart – Activities done – I follow/like the brand on social media because…., by demographics, October 2014

Figure 101: Kmart – Activities done – I have researched the brand on social media to…., by demographics, October 2014

Figure 102: Target – Activities done – I have looked up/talked about this brand online on social media…, by demographics,
October 2014
Figure 103: Target – Activities done – I have contacted/interacted with the brand online on social media to…, by demographics,
October 2014
Figure 104: Target – Activities done – I follow/like the brand on social media because…., by demographics, October 2014

Figure 105: Target – Activities done – I have researched the brand on social media to…., by demographics, October 2014

Figure 106: Amazon.com – Activities done – I have looked up/talked about this brand online on social media…, by demographics,
October 2014
Figure 107: Amazon.com – Activities done – I have contacted/interacted with the brand online on social media to…, by demographics,
October 2014
Figure 108: Amazon.com – Activities done – I follow/like the brand on social media because…., by demographics, October 2014

Figure 109: Amazon.com – Activities done – I have researched the brand on social media to…., by demographics, October 2014

Figure 110: Staples – Activities done – I have looked up/talked about this brand online on social media…, by demographics,
October 2014
Figure 111: Staples – Activities done – I have contacted/interacted with the brand online on social media to…, by demographics,
October 2014
Figure 112: Staples – Activities done – I follow/like the brand on social media because…., by demographics, October 2014

Figure 113: Staples – Activities done – I have researched the brand on social media to…., by demographics, October 2014

Figure 114: Macy’s – Activities done – I have looked up/talked about this brand online on social media…, by demographics,
October 2014
Figure 115: Macy’s – Activities done – I have contacted/interacted with the brand online on social media to…, by demographics,
October 2014
Figure 116: Macy’s – Activities done – I follow/like the brand on social media because…., by demographics, October 2014

Figure 117: Macy’s – Activities done – I have researched the brand on social media to…., by demographics, October 2014
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