SAMPLE ARTICLE from Q2 ISSUE

hat “baggage” are shoppers bringing with

them into the store? (Of course, were
speaking of mental stressors and weight on their
shoulders, not their carry-on!)

We asked shoppers what their biggest worries
were that impacted how they shopped. We
found the biggest factors weighing down
shoppers are:

o Prices (both products and gas);
o Inflation;

o Strength of the US dollar; and
o Healthcare costs.

Shoppers feeling this way tend to be older and
middle income.

And, although lifestyle and political factors fall
below economic worries, they are noteworthy:

e War;

« US. foreign relations;

 Global warming; and

» Recently had a baby or are expecting a baby.
Some factors, such as unemployment and the
stock market, are considered neutral; an equal

number of people say they are impacted as not
impacted.

Just how this baggage affects retailers remains to

beseen. ——————
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