THEHUNT FOR DEALS
SHIFTING SHOPPING HABITS BETWEEN GENERATIONS

ONLINE IN-STORE

-
WHERE DO BABY BOOMERS AND
—_— MILLENNIALS SHOP WHEN THEY
AREONTHEHUNTFOR .

T ' MARKDOWNS? -

NORTHEAST BOASTS THE GREATEST SHIFTIN
DISCOUNT SHOPPING BEHAVIOR.

9% MORE MILLENNIALS ARE VISITING MULTIPLE STORES TO
ABY BOOMERS.

OMERS ARE SEARCHING FOR DEALS ONLINE.

WEST COAST MILLENNIALS ARE SEARCHING FOR
DEALS BOTH ONLINE AND IN-STORE.

MILLENNIALS ARE ONLY 4% MORE INCLINED TO LOOK
IN-STORE FOR DEALS THANTHEY ARE TO SHOP ONLINE.

THEDIVIDE INCREASES FOR BOOMERS AS ONLINE SHOPPING IS
PREFERRED 66% T0 59%

—
MIDWEST SHOWING STRONGEST SHIFTIN "t‘ ’
o T

BOOMERS SEARCHING FOR DEALS ONLINE

THEMIGRATION OF BABY BOOMERS SEARCHING FOR DEALS
ONLINE IS THE MOST PRONOUNCED IN THE MIDWEST WITH
14% MORE BABY BOOMERS LOOKING ONLINE FOR DEALS.

e -
© ‘ THE SOUTH SHOWS BABY BOOMERS
—-'“ MOVING ONLINE, BUT STILL LOOKING FOR

: DEALS IN-STORE

BABY BOOMERS ARE VISITING MULTIPLE STORES AND
SEARCHING ONLINE ALMOST EQUALLY — 63% vs 67%,
RESPECTIVELY.

MILLENNIALS HOWEVER ARE 8% MORE LIKELY TO SHOP
IN-STORE THAN BABY BOOMERS.

THEIMPACT OF AFFLUENCE

INCOME SHOWEDLITTLE IM'ACT ‘N
MILLENNIAL R

MORE LIKELY TO SHOP ONLINE
FOR DEALS THAN IN-STORE.

2

‘D FIRSTINSIGHT WWW.FIRSTINSIGHT.COM



