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Monthly Retail Sales by Year
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CPI & PPI Year-over-Year Inflation 
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Consumer Behavior in an Inflationary Environment

Top five ways consumers are reacting to higher prices on everyday necessities

40%

41%

41%

45%

47%

Cutting back in other areas so I can afford these purchases

Shopping at discount stores for these items

Purchasing a different brand than I would normally (e.g., a store
brand)

Looking for coupons or sales more often

Switching to cheaper alternatives



How Are Consumers Protecting Spending on Necessities? 

Savings & Borrowing

15.7%

34.2%

38.4%

59.3%

Not changing spending

Postponing or cancelling
vacations

Choosing lower cost
substitutes (eg cheaper

vacations)

Dining at home more

Shift spend from other categories

36%

32%

32%

13%

33%

7%

I am having to use my savings to help
cover my expenses right now

I am having to borrow money/go into debt
to help cover my expenses right now

$100K+ $50K-$100K <$50K



Inflationary Impact on Back-to-Class Expenditures
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& Supplies
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Price Increase by Category (2019-2022) vs. Growth in Back-to-Class Spend
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Expected back-to-school and college spending

Source: NRF and Prosper Insights & Analytics

$29.5B $27.5B $26.2B $33.9B $37.1B $36.9B
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Total expected spending Expected spending per household

$54.1B $55.3B $54.5B $67.7B $71.0B $73.9B
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Top back-to-school and college categories

Source: NRF and Prosper Insights & Analytics
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Higher prices and back-to-class shopping

Source: NRF and Prosper Insights & Analytics

68%
have seen higher 

prices on back-to-

class items
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Where back-to-class shoppers have noticed higher prices



How shoppers are covering the cost of back-to-school and college 
this year

Source: NRF and Prosper Insights & Analytics
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17%
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38%

Borrowing money or going into debt

Taking out additional credit cards

Using buy now, pay later

Working overtime or taking on
additional hours

Cutting back in other areas

47%

34%
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How the state of the economy is impacting back-to-class purchases
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Doing more
comparative

shopping online

Shopping for sales
more often

Buying more store
brand/generic

products

Making do with last
year's school items

Back-to-school shoppers
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Where back-to-class shoppers are in the season

Source: NRF and Prosper Insights & Analytics

44%

52% 51%

56%

2019 2020 2021 2022

Percent who had started back-to-school and college 

shopping by early July

• 12% had received their school lists

• 42% expected to receive their 
school lists by the end of July

• 81% planned to shop sales the 
week of July 11



Thank You

Stay informed: To keep up to date on the latest back-to-class insights and 

trends visit nrf.com/backtoschool

Make your voice heard: Tell Congress and President Biden to lower 

inflation now by participating in our grassroots campaign and sharing the 

action link with your network nrf.com/takeaction


