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THE STATE OF THE GONSUMER

This report explores recent economic trends effecting the state of today’s consumer, helping us to
understand current and future buying motivations and behaviors. To understand the state of the

consumer, this report examines:

Consumer Confidence Consumer Spending Trust in Institutions

Results from the consumer confidence Results from Mckinsey & Company Where consumers are placing

Index, containing visual elements about survey, OnePulse survey, and Mintel their trust in uncentain times
consumer sentiment, labor market insight, containing current consumer

expectations and recession predictions spending behavior
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Source: U.S. The Conference Board - May 2025



https://www.conference-board.org/topics/consumer-confidence

FAGTORS THAT DROVE ThE DEGLINE

Uncertainty surrounding trade policies

and tariffs
Recession concerns

A less optimistic outlook on future

income and overall economic stability

These factors led consumers to feel less secure about their financial

well-being and future purchasing power.




37%

Put money aside for future

spending

Source: Source: U.S. The Conference Board - May 2025

27%

Dipped into savings to

pay for goods and

services

267

Postponed major

purchases


https://www.conference-board.org/topics/consumer-confidence

ONSUMERS WERE GAUTIOUS OF A PERGEIVED
REGESSION AREAD

Perceived likelihood of a US recession over the next 12 months
"Somewhat + Very Likely” (Percent)

From January to April 2025, there was a

notable spike in concerns about a potential

recession. By May consumer sentiment
started to shift downward suggesting that
consumers are feeling less concerned

about an impending recession.

Source: U.S. The Conference Board - May 2025



https://www.conference-board.org/topics/consumer-confidence

MAY 2023 GONSUMER GONFIDENGE SEES A STEADY INGLINE

Consumer Confidence Index®

Index, 1985 =100
140 ——

The Consumer Confidence Index rose sharply to

98.0 in May 2025, a 12.3-point increase from 85.7

in April. Signaling growing optimism among

consumers about the state of the economy.

Source: PR Newswire - May 2025



https://www.prnewswire.com/news-releases/us-consumer-confidence-partially-rebounds-in-may-302465852.html

Consumer Confidence Index May 2025
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Source: PR Newswire - May 2025



https://www.prnewswire.com/news-releases/us-consumer-confidence-partially-rebounds-in-may-302465852.html
https://www.prnewswire.com/news-releases/us-consumer-confidence-partially-rebounds-in-may-302465852.html

Source

Consumers Breathe Sigh of
Relief on U.S.-China Tariff

Truce

By TERRY LANE Published May 27, 2025 01:16 PM EDT

2 Investopedia

Consumer confidence rebounds in
May after Trump tariff pauses ease

fears

By Jaelyn Campbell May 28, 2025

s: Investopedia | SmallCapsdaily | America's Small Business Network | Input Stories

News

Consumer Confidence Rebounds
in May 2025 Amid Trade Truce
and Market Optimism SmallCaps .

Consumer Confidence Rebounds in May After
Five-Month Decline

June 2, 2025 9:41am Yy f in| S — IanIt Stories
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https://www.investopedia.com/consumers-breath-sigh-of-relief-on-u-s-china-tariff-pullback-11742253
https://smallcapsdaily.com/consumer-confidence-rebounds-in-may-2025-amid-trade-truce-and-market-optimism/
https://www.asbn.com/articles/consumer-confidence-rebounds-in-may-after-trump-tariff-pauses-ease-fears/#:~:text=Consumer%20confidence%20rebounds%20in%20May%20after%20Trump%20tariff%20pauses%20ease%20fears
https://nam.org/consumer-confidence-rebounds-in-may-after-five-month-decline-34120/#:~:text=Consumer%20Confidence%20Rebounds%20in%20May%20After%20Five%2DMonth%20Decline%20%2D%20NAM

DESPITE OPTIMISM, THE FUTURE OUTLOOK ON BUSINESS
GONDITIONS AND LABOR MARKETS REMAIN WEAK

Present Situation and Expectations Index

Index, 1985 = 100
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While consumers feel stable about —Present Situation Index
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current conditions, the future outlook

120

remains weak. This gap between 100
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present confidence and expectations, 60

40

points to ongoing uncertainty about

20

the economy ahead. °

This chart shows how consumers feel about current business and labor
markets (Present Situation Index) vs. how they feel about the future

(Expectations Index)

Source: U.S. The Conference Board - May 2025 r«d%’.


https://www.conference-board.org/topics/consumer-confidence

3%

Reported rising prices as

their top concern, followed

by tariff policies (29%)

Source: McKinsey&Company Survey - U.S. - May 2025

Q: “What are the greatest sources for your concern right now?”

Rising prices/inflation

Tariff policies

Ability to make ends meet

Immigration

Cost and accessibility of healthcare
International conflicts

Political polarization

Gun/knife violence

Unemployment/job security

Climate change/sustainability

Stock market performance

Discrimination against certain groups of people
Abortion laws

Al and technology innovation (eg, gen Al, automation)
Growing inequality, polarization of incomes

Health crises/events (eg, disease outbreak)


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

While recent gains in consumer confidence are optimistic,

the potential re- esc:alatlcm of tarlffs POSES as a risk,
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threatening to reverse progress drrv@ inflation, slow

economic growth, and create new challenges for both

consumers and businesses across the country.
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https://www.pbs.org/newshour/economy/consumer-sentiment-rises-for-first-time-in-2025-as-inflation-remains-tame

WHAT DOES
THI MEAN

GONSUMER
SPENDING?
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$18.23tr $18.85tr

(Estimate) (Forecast)

A decline due to 3.4% increase

the pandemic Consumer spending is projected

to grow in 2025, but at a slower
pace—likely due to more cautious
purchasing behaviors and a
pullback in discretionary

spending.

Source: Mintel: American Lifestyles 2025 | Mintel: American Lifestyles 2024 7 ?rﬂ;%’.


https://clients.mintel.com/content/report/american-lifestyles-trust-in-turbulent-times-us-2025
https://clients.mintel.com/content/report/american-lifestyles-us-2024

OF GONSUMERS SAID THEY EITHERHAVE ALREADY GHANGED
THEIR SPENDING HABITS OR EXPEGT TO GHANGE THEM
SUONINRESPONSE T0 TARIFF ANNOUNGEMENTS.

T



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

WHAT PRODUGTS ARE GONSUMERS MORE LIKELY T0
SWITGH TOAS ARESULT OF TARIFF INDUGED PRIGES?

Essential & Secondhand
Value- &

Oriented Refurbished
Alternatives Goods

Private Domestic or

Labels & Locally Made
Store Brands Products



https://clients.mintel.com/content/report/american-lifestyles-trust-in-turbulent-times-us-2025

Gen Z VIHE R IE]L Gen X Boomers

Expect to Have already Expect to Don’t expect

change soon changed change soon to change

Spending-habit changes,' % of respondents (n =3,686) Change, by generation,’ percentage point shift from group totals

| have already changed | 39 0 6 R

| expect to change soon | 31 - . 2 . 2

| don’t expect to change | 22 —1 I -
Not sure | 14 0 O -

Gen Z Millennial Gen X Boomers
(n =404) (n = 99b) (n=973) (n =1,314)

Source: McKinsey&Company Survey - U.S. - May 2025 %
Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?” 18 ; Y- ¢


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

Gen Z

Expect to

change soon

While some may do so out of necessity, especially
for big-ticket items like vehicles. Many Gen Z
consumers are also open to buying used items

like apparel.

Source: McKinsey&Company Survey - U.S. - May 2025

Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?” 19



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

Millennial

Have already

changed

Millennials are less likely to cut back on nonessential items, but they are
switching stores and websites, likely in search of better deals, discounts, or

rewards amid economic uncertainty.

Source: McKinsey&Company Survey - U.S. - May 2025

Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?” 20



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

Gen X

Expect to

change soon

They are not cutting back on discretionary spending, but are becoming
more intentional, choosing to spend goods from countries they trust or

view as economically stable.

Source: McKinsey&Company Survey - U.S. - May 2025 6£
Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?” 21 ; ) ot ®


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

Boomers

Don’t expect

to change

While Boomers tend to be more resistant to changing their
spending habits, when they do adjust, they’'re more likely to
reduce the number of purchases or opt for lower-priced

alternatives .

Source: McKinsey&Company Survey - U.S. - May 2025 7—‘ %
Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?” 22 Y- ¢


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

Hispanic ) Black @ Asian

Yes, significantly

Yes, moderately

Yes, slightly

No, not at all

Source: OnePulse Survey | 500 Respondents (Non-white)

Q: “Have you changed your spending habits due to tariff uncertainties in 2025?”



Yes, significantly

This group is more

evenly spread across all Yes, moderately

levels of change

Yes, slightly

No, not at all

Source: OnePulse Survey | 500 Respondents (Non-white)

Q: “Have you changed your spending habits due to tariff uncertainties in 2025?”

Hispanic

Black

Asian




Hispanic @ Black Asian

Yes, significantly

This group is more likely to either

make significant spending changes

Yes, moderately

or none at all, with fewer moderate

adjustments. Yes, slightly

No, not at all

100%

Source: OnePulse Survey | 500 Respondents (Non-white)

Q: “Have you changed your spending habits due to tariff uncertainties in 2025?”



Hispanic Black @ Asian

This group shows the highest share of  ves, significantly
slight to moderate spending changes. It
could suggest that, they are not making Yes, moderately
Impulsive cutbacks, instead, are finding
ways to stay practical without breaking Yes, slightly

the bank. No, not at all

Source: OnePulse Survey | 500 Respondents (Non-white) r‘;ﬁl’,

Q: “Have you changed your spending habits due to tariff uncertainties in 2025?”



Spending-habit changes,' % of respondents (n = 2,333) Change, by income,’ percentage point shift from all incomes

Cutting back on nonessential spending
Purchasing fewer items overall
Switching to lower-priced products

Delaying purchases

Buying items secondhand

Purchasing from different stores/websites

Making choices based on country of origin

Making purchases sooner

<$50,000 $50,000—-$99,999 >$100,000
(n="769) (n="715) (n = 849)

Source: McKinsey&Company Survey - U.S. - May 2025

27

Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?”



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

Spending-habit changes,' % of respondents (n = 2,333) Change, by income,’ percentage point shift from all incomes

Cutting back on nonessential spending 54 - -
Purchasing fewer items overall 48 - -

Switching to lower-priced products 43 6 -}

Delaying purchases 40 .1
Buying items secondhand 26

Purchasing from different stores/websites

Making choices based on country of origin

Making purchases sooner

<$50,000 $50,000-$99,999 >$100,000
(n="769) (n="715) (n = 849)

Source: McKinsey&Compan

PAS

Q: “Have you changed or do you plan to change your spending habits as a result of recent tariff announcements?”



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

0% 0%

Expect to delay Expect to make no change

purchasing in discretionary to spending essentials,

categories, such as including groceries, vitamins

- & | ts, & l
jewelry, or dining out. >UPPIEMENIS, & gasoline

Source: McKinsey&Company Survey - U.S. - May 2025
Q: “What is the top way you have changed or plan to change your spending habits given the recent tariffs announcement?”



https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer
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“Food in general has raised a lot in the

- last couple of months, making me hesitant

to spend on bigger desirable objects.”
- Survey respondent over tariff impacts on spending
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1.095.00 $1,499.00
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Free shipping 5 Getit by 7/1 30-day returns
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This trend emerges during economic
recessions or financial uncertainty, when

consumers tend to prioritize small luxury

WALMART'S HERMES BIRKIN BAG DUPE

' G
purchases as an effective way to boost B V=R

confidence and maintain a sense of

=

The Walmart “Wirkin” had gone viral due to its
normalcy. 2
popularity. Priced at $78, it mimics the iconic Hermes

Birkin bag, which sells for over $10,000

Source: Mintel: Retail Trends - US- 2025 | Intermarkgroup - 2025 29 ?Y"#‘"


https://clients.mintel.com/content/report/2025-retail-trends-us-2025#workspace_SpacesStore_ef2eada8-783d-49ee-9fdf-852e31b62518
https://www.intermarkgroup.com/the-lipstick-effect/
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Warehouse DIY Secondhand
Clubs




Membership warehouse stores thrive in U.S. recession
with steady sales growth

1 Consumers seek bulk bargains at membership clubs during economic turmoil.

By Kim Song-yi C h osun @ EN
Published 2025.06.01. 06:00 @
Warehouse

Clubs ALICIA ESPOSITO MAY 2, 2025 Futurecommerce

[Member Brief] Why
Warehouse Clubs are
Winning in the New
Geopolitical Battleground

Source: ChosunBiz - June 2025 | Future Commerce - May 2025 |

34

Mintel: Warehouse Clubs - US - 2025 - Club stores net sales and forecast


https://biz.chosun.com/en/en-international/2025/06/01/BGVON6D7YRANZHPLPT6MPVJQNM/
https://www.futurecommerce.com/posts/why-warehouse-clubs-are-winning-in-the-new-geopolitical-battleground
https://clients.mintel.com/content/report/warehouse-clubs-us-2025#workspace_SpacesStore_e924b64a-c995-454c-bc54-4429cb3699e0

It provides stress relief

To feel productive

To save money (eg it's less expensive to make
than it is to buy)

To spend some time away from screens (eg
television, computer)

For additional income (eg selling my crafts)

| am doing more home improvement projects

To make things | need rather than purchasing

| have more events that | need DIY projects for
(eg holiday décor, gifts for others)

To spend time with my kids

25 30

% of consumers

Source: Mintel - US - 2025 | Q: “Crafting as a solution to inflation”



https://clients.mintel.com/content/report/arts-crafts-consumer-us-2025#workspace_SpacesStore_e0c88c1c-9e64-4bba-b2f4-94176cd7c558

Secondhand

Source: NPR - 2025

Will tariffs drive more people to shop
secondhand? It's a mixed bag, experts say

APRIL 11, 2025 - 7:44 AM ET
HEARD ON WEEKEND EDITION SATURDAY

By Rachel Treisman

“A 2025 report by Capital One Shopping Research
found that approximately one-third of all clothing and
apparel purchased in the U.S. over the past year was

secondhand.”



https://www.npr.org/2025/04/11/nx-s1-5357033/tariffs-secondhand-shopping

Warehouse
Club / Grocery

COSTCo

Walmart

TRADER JOE’S

HOBBY LOBBY

37

Secondhand

depop
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WHAT DOES THIS MEAN FOR GONSUMERS?



2025 Edelman Trust Barometer

. . ° O @ Significant change

Distrust Neutral Trust
(1-49) (50-59) (60-100)

Change,
2024 to 2025

Business Government

Source: 2025 Edelman Trust Barometer - US



https://www.edelman.com/sites/g/files/aatuss191/files/2025-01/2025%20Edelman%20Trust%20Barometer_U.S.%20Report.pdf

1%

Would like brands to

notify them when/if

prices increase

because of tariffs

2%

Raised prices due to
tariffs will make me
reconsider my loyalty

to certain brands

Source: Mintel: Impact of Tariffs - US - March 2025 | Mintel: Winter Holiday Shopping - US - 2025

OUR TAKE
ON TARIFFS

You have probably heard o lot about tariffs in the news
lately. You’ve also probably heard that they may impact
your wallet—bringing higher prices and fewer options.
And that might be true. But just like you, we don’t really
know what’s going to happen next.

Here’s what we do know: shoes should bring you joy.
And we want to protect that joy at all costs (literally).
We are committed to doing everything we can to keep
bringing you and your family tons of great shoes from
brands you love at really great prices.

The good news is, we'll continue to work tirelessly to find
new ways for you to save —from temporary price deals to
clearance events to VIP Rewards.

In fact, let’s start right now.

We've added a $10 Bonus Reward’ in your VIP account!
No minimum spend, no exclusions (use it on ANY brand,
ANY style). Log in as a VIP online or show the
barcode in this email ot your DSW store. Just thought
you could use ¢ little something good (ond easy)
in your inbox.

Whatever happens next, we'll be there...with all
our best deals. Thanks for being @ DSW customer.
You are the reason we do what we do.

Sincerely,
Laura Davis, DSW President & Team DSW

Py

DSW offers transparency on tariffs, pairing the communication with a bonus reward for VIP

members

40
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https://data.mintel.com/databook/impact-of-tariffs-march-2025-march-2025/#Q18Net
https://clients.mintel.com/content/report/look-ahead-winter-holiday-shopping-us-2025#workspace_SpacesStore_cc6318a7-b178-42f4-9f18-18965db6aac8
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Amid ongoing economic concerns, U.S. consumers are becoming

more intentional about where they put their dollar. While remaining

budget-conscious, they still find ways to enjoy small indulgences that |

feel affordable and worthwhile. Additionally, we are seeing a high level
of scrutiny over consumer trust in businesses outweighing trust on
other institutions. Leading to the idea that consumers seek brands that

offer quality, trust, and transparency, beyond just offering low prices.
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. Consumer confidence is cautiously optimistic: Confidence has improved since tariff concerns eased, but

consumers are still wary about inflation, future tariffs, and broader economic conditions.

. Spending habits are shifting: Consumer spending habits vary across generations. While some are pulling back

or trading down due to economic uncertainty or financial pressure, others are spending at a steady pace.

. Economic uncertainty reopens the door for affordable indulgence: Budget conscious shoppers are sti
room for affordable alternatives. This offers comfort without causing financial strain, making them appea

times of uncertainty.

| finding

INg in

. Consumers trust businesses more than other institutions: In a complex and uncertain environment, consumers

are placing more faith in brands that demonstrated transparency, reliability, and value—elevating the role of

business as a trusted guide.




Consumers are adapting to the ever-changing economic

environment. As marketers and advertisers, it is important ' ;

that we stay ahead of these shifts and understand the needs
and priorities of the everyday U.S. consumer. This will pave
the way for impactful messages, stronger brand connections,

and strategies that meet people where they are.
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