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Retail has entered an era of trade-offs. Table of Contents

Today's shoppers are not defined by a single

persona or preference. They are defined by the

benefit they seek most in a given moment. Speed The Convenience Optimizer 3
over savings. Trust over novelty. Experience over

efficiency. Confidence over choice.

This edition of The Shopper Spectrum builds on The Value Maximizer 4

that evolution, exploring those decision drivers

through the lens of Benefit-Driven Buyers.

Each segment represents a distinct mindset The Quality Seeker 5
shaping how shoppers evaluate options,

respond to messaging, and move from

consideration to purchase — across channels, The Conscious Chooser 6
categories, and contexts.

By understanding these benefit-driven decision

patterns, retailers gain a more actionable view The Experience Seeker 7
of consumer behavior. One that helps teams

design more relevant experiences, offers, and

communications that align with what shoppers The Risk Minimizer 8
truly seek.
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The Convenience Optimizer

Speed-first, frictionless
urgency-driven decision Mmaker

>

Speed-first, friction-averse decision maker, typically Gen Z
and younger Millennials, who prioritizes immediate fulfillment.
41-65% of U.S. consumers are willing to pay more for
same-day or faster delivery, and 28% abandon carts when
delivery timing doesn't match urgency.

Shopping Habits

>

Chooses fastest available delivery
option (same-day, next-day)

Uses saved payments, one-click
checkout and auto-fill tools

Switches brands or retailers to meet
immediate needs

Accepts higher price or trade-offs in
quality to save time

Influencers

>
>

Delivery promises and fulfillment speed

Real-time availability and delivery
signals (“Arrives tomorrow")

Proven fulfillment reliability
and consistency

Motivators

>
>
>

Time savings and immediacy
Reduced friction and cognitive effort

Certainty and reliability over
perfection

Fast problem resolution

Marketing Strategies

>
>

Lead with speed, convenience, and ease

Surface delivery timelines
and availability upfront
Minimize steps, decisions,
and checkout friction

Promote subscriptions, instant
reorder, and saved preferences

Key Channels

>

>
>
>

Mobile apps
Marketplaces
SMS and push notifications

n o

Paid search (e.g., “near me,
“in stock”)

today,”

Spending Behavior

>

Medium to high spend per transaction
in time-sensitive moments

Low price sensitivity when urgency
is high

Willing to pay approximately
5-15% more for faster fulfillment
and delivery certainty

Prioritizes speed and reliability over
price optimization
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Deal-driven, highly price-aware shopper, typically older
Millennials through Boomers, who actively compares prices
and times purchases around promotions. ~40% of U.S.
consumers are classified as value seekers, and many expect
10-30% perceived savings to justify purchase acceleration.

Shopping Habits

» Compares prices across retailers
before committing

> Uses coupons, promotions,
and loyalty rewards

> Buys private label when value
is clearly demonstrated

» Willing to wait or delay purchase
for better deals

Influencers

» Promotions, discounts,
and sales events

» Deal platforms, extensions,
and price-tracking tools

» Unit price transparency
and comparison tools

Motivators

» Maximizing value for money

> Transparency into total and unit cost
> Avoiding overpaying
>

Feeling smart and disciplined
about purchases

Marketing Strategies

>
>

Use price anchoring and comparisons

Promote bundles, loyalty benefits,
and long-term savings

Clearly articulate value beyond
sticker price

Emphasize savings over time,
not impulse offers

Key Channels

>

>
>
>

Email
Retailer apps
Coupon, comparison, and deal sites

Paid promotions and circulars

Spending Behavior

>

Highly disciplined and
intentional spend

Purchase activity spikes
around promotions

Strong trade-off mindset between
price, quantity, and timing

Highly price-elastic; expects
10-30% perceived savings to justify
acceleration or trade-offs
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The Quality Seeker

Trust-driven, durability-focused
rand-loya| decision maker’

Trust and durability-driven brand loyalist, typically
Millennials and Gen X, who relies on validation signals like
reviews, warranties, and credibility markers—often willing
to pay ~10-25% more for durability, trusted brands,
and long-term ownership value.

Shopping Habits Marketing Strategies

> Reads reviews carefully and in depth » Highlight craftsmanship, materials,

» Seeks trusted, premium, or heritage and quality standards

brands » Use testimonials, proof points,
and credibility signals

v

Researches materials, performance,
and longevity » Share behind-the-scenes
product stories

v

Shares experiences through detailed
ratings and reviews » Emphasize long-term ownership
and total value

Influencers

» Verified customer reviews and ratings Key Channels

» Expert opinions, awards, > Brand websites

and third-party validation » Review and comparison platforms
» Brand reputation and demonstrated » Long-form content and video
track record (e.g., YouTube)
» Certifications, warranties, » In-store associates and experts
and guarantees
Spending Behavior
Motivators > Strong tolerance for premium pricing
» Confidence in purchase decisions > High brand loyalty and repeat
> Product durability and long-term purchase behavior
performance > Lower sensitivity to short-term
» Brand trust and credibility promotions
» Reducing replacement risk > Willing to pay approximately 10-25%
and post-purchase regret more for trusted brands, superior

durability, and long-term value
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Values-driven, impact-aware buyer, typically Gen Z and
Millennials, who evaluates brands through transparency, ethics,
and sustainability. These consumers are willing to pay ~9.7%
more on average for sustainable products, with higher
premiums common when impact is credible and verified.

Shopping Habits

>

Researches ethics, sustainability,
and sourcing practices

Avoids brands with misaligned or
inconsistent values

Pays more for products with verified
social or environmental impact

Seeks transparency across the
supply chain

Influencers

>

Brand mission statements
and impact reporting

Sustainability certifications
and third-party validation

Cultural dialogue and social issues

Peer recommendations within
values-aligned communities

Motivators

>

Alignment with personal values
and beliefs

Social and environmental
responsibility

Economic and global awareness

Trust, transparency, and accountability

Marketing Strategies

>
>

Lead with purpose, backed by proof

Communicate real commitments,
not aspirational claims

Be explicit about sourcing, labor,
and environmental practices

Avoid performative or trend-driven
messaging

Key Channels

>

>
>
>

Brand-owned content and websites
Purpose-driven social communities
Earned media and PR

Packaging and on-product storytelling

Spending Behavior

>
>

Selective but deeply loyal spend

Concentrates purchases among
values-aligned brands

Less responsive to short-term
promotions

Willing to pay approximately 8-15%
more for verified ethical, sustainable,
or transparent products

THE SHOPPER SPECTRUM / BENEFIT-DRIVEN BUYERS: THE DECISION MINDSETS SHAPING RETAIL TODAY



>

Emotionally-driven, exclusivity-oriented shopper, typically
Millennials and Gen X, who prioritizes access, community, and
elevated brand moments. Strong brand experiences increase
willingness to pay by ~15-25%, with premiums reaching
15-30% for VIP access or immersive experiences.

Shopping Habits

>

Engages with brands beyond
the transaction

Seeks limited editions, drops,
and early access

Participates in brand events,
communities, and memberships

Values how brands make them feel,
not just what they sell

Influencers

>
>

Brand experiences and storytelling

Influencers, tastemakers,
and cultural leaders

Peer recognition and social validation

Sense of belonging within
a brand community

Motivators

>

Emotional connection
and identity expression

> Status and recognition

» Exclusivity and access

Novelty, immersion,
and participation

Marketing Strategies

» Create exclusive access
and insider moments

» Offer VIP tiers, perks, and early
release opportunities

> Invite participation and co-creation

» Build and nurture brand-led
communities

Key Channels

» Virtual and in-person events

» Social platforms

» Insider email and SMS

» Membership and loyalty programs

Spending Behavior

> High lifetime value
and repeat engagement

> Lower price sensitivity when
experiences feel differentiated

> Willing to pay approximately
15-30% more for exclusivity, access,
and elevated brand experiences

> Spend increases with emotional
connection and community
involvement
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Cautious, reassurance-driven decision maker, typically

Gen X and Boomers, who prioritizes policies, support, and
predictability. 67-86% of consumers consider return policies
before purchasing, and nearly 50% hesitate or abandon when
returns feel restrictive.

Shopping Habits

>

Carefully compares reviews, policies,
and product details

Prioritizes easy returns, warranties,
and guarantees

Avoids perceived post-purchase
hassle or complexity

Often delays purchase to reduce
regret or uncertainty

Influencers

>

>

Return, exchange, and cancellation
policies

Volume, consistency, and credibility
of customer reviews

Customer support reputation and
service access

Peer reassurance and past experience

Motivators

>
>

Avoiding regret and negative surprises

Protecting financial and emotional
investment

Confidence and peace of mind

Predictability and clarity throughout
the journey

Marketing Strategies

>

Reduce perceived risk at every
decision point

Highlight guarantees, trials,
and flexible return policies

Reinforce post-purchase support
and service availability

Clearly explain “what happens if”
scenarios upfront

Key Channels

>

>
>
>

Product detail pages
FAQs and customer support touchpoints
Review and comparison platforms

Post-purchase and follow-up email
reassurance

Spending Behavior

>

Slower path to purchase with
high consideration

> Low impulse buying tendency

» Moderate price sensitivity when

uncertainty is high

Willing to trade up approximately
5-10% for reduced risk, easier
returns, and purchase confidence
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If you want to keep
up on the rapidly
evolving retail
marketplace...

Be sure to check
out our other
great resources
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FUTURE
st 25
RETAIL 0 ©

An interactive platform
exploring the technologies
and trends shaping the retail
world of tomorrow.

EXPLORE NOW »

60-SECOND RETAIL

A BDO Podcast Series

A weekly podcast designed to
keep you in the know on the
events and trends impacting

your bottom line.

LISTEN NOW p»
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Want to learn more? Contact us today! p

ABOUT BDO'S RETAIL & CONSUMER PRODUCTS PRACTICE

BDO has been a valued business advisor to retail and consumer products companies for more than 100 years.
The firm works with a wide variety of clients across the traditional retail, consumer product and ecommerce
sectors, ranging from multinational Fortune 500 corporations to emerging businesses, on myriad accounting,
tax and advisory issues.

© 2026 BDO USA, P.C. All rights reserved.
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