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About this report

The U.S. consumer landscape is being
reshaped by accelerating economic
polarization. As higher-income households
capture a record share of spending and
wealth in a K-shaped economy, their
behaviors, expectations, and influence are
redefining the marketplace. At the same
time, financial pressure, uncertainty, and
shifting mindsets are affecting consumers
across the income spectrum—driving new
patterns in how people prioritize, shop,
and engage with brands.

This report unveils the latest trends in
income, purchase power, and spending
priorities. It helps marketers connect with
consumers of different income brackets in
a changing economic landscape by
providing a fresh understanding of
people's mindsets, lifestyles, tech usage,
and consumption behaviors.

Where possible, this report examines
the four consumer segments below
based on their annual household
income (HHI):

Adult distribution by household income, %

$150K+ <$50K 24%

29%

$100K-
$149.9K:

$50K-$99.9K:
19% 2%

% by income, among adults <$50K gggg}( 2128};}( $150K+
Men 44% 49% 51% 51%
Women 56 51 49 49
Gen Z* 23 18 17 15
Millennials* 30 33 36 38
Gen X* 15 15 20 24
Boomers 27 29 25 20
Pre-Boomers 6 4 3 3
White 62 71 75 76
Black 19 15 12 9
Asian 3 4 6 9
Hispanic 26 20 15 12
Bachelor's degree or more 12 28 43 58
Employed full-time 26 46 58 64
Employed part-time 17 12 11 11
Retired 28 27 20 15
Never married 42 31 27 23
Now married 30 49 58 67
Widowed/divorced/separated 28 20 14 10
Parents with children in the o1 29 o5 8

household

MRI-Simmons 2026 Winter. *Gen Z, Millennials, and Gen Xers are defined slightly different from the Consumer Life standard definitions shown in the Appendix. Specifically, Gen Z is defined as those born 1997-2010, Millennials are those born 1977-1996,

and Gen Xers 1965-1976.
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Higher-income households are pulling away in terms of spending growth
Households with HHI $100K+ saw double-digit spending growth since 2023, while those with <$50K experienced decline

Total store, dollar spend growth vs. year-ago by household income, % Food, dollar spend growth vs. year-ago by household income, %
25 25
20 $150K+ 20
15 15
10 $100K-$149.9K 10 /
5 $75K-$99.9K 5 — -
\$50W \ /
0 0
-1
5 $25K-$49.9K 5
<$25K
-10 -10
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Dataset: NielsenlQ Panel On Demand Omnishopper | US Exp Osh - NDH Synd Full View - 444 5 yr | Entire Dataset
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Income polarization helped fuel spending disparity
Income gaps are widening as high earners pull ahead and policy favors the top

12 month moving averages of monthly median

Share of pre-tax national income, %, 1980-2024
wage growth, %, 2016-2026
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Uneven tax benefits and cuts in SNAP
program will exacerbate economic disparity

Avg. 2026 fed tax savings by income percentile
$75,410

$12,540

$150 $750 $1,780 $3,460

Lowest Second Middle Fouth Top Top 1%
quintile quintile quintile quintile quintile

Stricter eligibility requirements for the Supplemental
Nutrition Assistance Program (SNAP), introduced by
the One Big Beautiful Bill Act signed into law in June
2025, are expected to further increase the financial
strain on low-income Americans. The latest data show
that nationwide SNAP participation declined by more
than 3.5 million people (9%) between the law’s
enactment in July 2025 and February 2026.

https://fred.stlouisfed.org/graph/?id=FRBATLWGT12MMUMHWGWD1WP,FRBATLWGT12MMUMHWGWD76WP, https://wid.world/data/, https://www.cbpp.org/research/food-assistance/snap-tracker-people-are-losing-food-assistance-as-the-republican-

megabill, https://taxpolicycenter.org/model-estimates/T25-0231
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Financial concerns weigh heavily on the low-income
Yet, high-income consumers aren’t immune

% concerned about the following

<$50K m$50K-$99.9K m$100K-$149.9K m$150K+

Inflation and high prices
Cost of healthcare

Housing cost

Money to live right/pay bills

Unexpected large expense

Savings and investments Bifurcated

credit scores:
Recession and unemployment Over the past several
years, more borrowers
Retirement finances have become either
super-prime, with a
credit score of 780 or
o / higher, or subprime,
Credit rating with a credit score
Job security for self/someone in below 600, according
HH to TransUnion.

Level of your own debt

K-shaped economy is 'alive and well,' expert says
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Across income levels, control feels harder to obtain and ever more desired
Low-income consumers struggle more with control as money becomes increasingly associated with it

% agree “I often feel like my life is slipping out of control”

XX% XX% XX%

¢ Ameri of Americans agree of Americans agree
SM mericans agree “| wish | had more “Sometimes it is a
o m ?re m:tr:e}/’:n eans control over how | relief to give up
ore c? 02’021 spend my time,” control to others,”
+9 pts from +3 pts from 2021 -7 pts from 2021
$50K-$99.9K <$50K <$50K <$5OK
$50K-$99.9K $50K-$99.9K $50K-$99.9K
$100K-$149.9K f * *
$100K-$149.9K f $100K-$149.9K $100K-$149.9K
$150K+ $150K+ $150K+ $150K+

2021 2022 2023 2024 2025 2026
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“Work hard, play hard” is the mantra of high-income Americans
They also show high regard for knowledge and creativity

High-income consumers place a strong emphasis on work, with Fulfilling Work as their top differentiating
value and a clear tendency to view work as a career rather than just a job. Knowledge, Creativity, and
Ambition also rank highly, likely reflecting their role in career advancement. At the same time, this group
places significant importance on experiences. Consistent with their strong skew toward the Indulgers
segment, they also lead on fun-oriented values such as Pleasure, Excitement, and Having Fun.

Values more important to high-income Americans
Ranks of personal values on a list of 57 measured, sorted by the gap between HHI $150K+ and Total

1 ¢

@)
6 L
11 | af X
16 F @) 2
21 ) Q
X
w | A g . o %
36 | @) Q A X _
41 | Q & A “l consider my work to be a
46 } & Q career, not just a job”
2; [ A % agree
X (O] = X o > N > [ (0] C >
c ;& & 3 2 3 £ 2 % 2 3 $150K+
> 3 IS 2 = 3 £ = £ g $100K-$149.9K
= E S = S o <
= X S © T S $50K-$99.9K
- <$50K

<$50K 4 $50K-$99.9K X$100K-$149.9K 0O$150K+

The most
differentiating
general attitude by
income on a list of
69 tracked
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Having more means doing more
High-income Americans are more active in leisure, while low-income consumers spend more time on at-home media

o .
% who do the following at least weekly Average # of hours per day spent at

<$50K m$50K-$99.9K m$100K-$149.9K m$150K+ home by activity and income group

Clean/do other household chores

Other

m Computer use for leisure
(excl. games)

Shop for groceries

Cook for fun

Exercise to keep fit m Playing games

Largest gap
by income:

Reading for peronal

Socialize with friends in person :
interest

U

XX pts . L
Have a sit-down meal in a restaurant _ p m Relaxing, thinking
Gardening or yard work — m Television and movies
(not religious)

Have a drink / snack in a coffeehouse, bar, or cafe — 2nd Jargest gap ¢ ¢ >< x &
s . Tp] » (0] (0]

by income: 2 2 2 2 S

Visit a park, beach, or nature XX pts v & & o &
N ¥ NA
3 @ S
Entertain guests in your home A &» S
&

https://sherwood.news/culture/americans-are-spending-more-time-at-home-alone-money-shapes-who-can-opt-out/
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Having more = more means and interest to explore
High-income Americans are more interested in many topics, with travel the most differentiating

% VERY interested in the following topics

<$50K m$50K-$99.9K m$100K-$149.9K m$150K+

Music

Food/Cooking

Movies

Internet

Reading

Sports

Wellness/fitness/exercise

Politics and government

Travel

Finance/the economy
Electronics/computers/technology
Religion

Environmental issues

Personal appearance/fashion/beauty
Cars/Vehicles

Parenting/raising children

Arts and culture (theater dance etc.)

———

NIQ Consumer Life Global 2026 B3, Consumer Life US 2026 T27, T28

% planning to take an overnight vacation or personal trip in
the next six months

Largest income gap

by both percentage

pts and ranks:

#2 area of interest after
movies for HHI $150K,
#3 $100K-$149.9K,

#5 $50K-$99.9K

#9 <$50K

<$50K $50K-$99.9K $100K-$149.9K $150K+

% planning to do the following on their next $50K- $100K-

vacation trip (based on those who planto  <$50K $150K+
) ) $99.9K $149.9K

take a vacation trip)

Visit friends or relatives

Visit a city

Travel to a variety of places
Go to aresort

Camp outdoors

Go on a cruise

Go to your own vacation home

NIQ
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Price-sensitivity has risen across income levels

High-income consumers aren’t immune,
remain less price-sensitive than the rest

% agree “Getting exactly what | want is more
important than the price of an item”

<$50K
e $50K-$99.9K
e$100K-149.9K
150K+

2021 2022 2023 2024 2025 2026

even though they

% agree “My number one goal when shopping
is to save as much money as possible”

/\/

—m— Higher-income consumers flew to dollar stores

Jor lower prices
"We're pleased to see growth once again in our total
customer count, with disproportionate growth coming from
higher-income households," Dollar General CEO Todd J.
Vasos told investors on the company's earnings call in late
2025. Dollar Tree said it gained 3 million new shoppers
across all income brackets in Q3 2025. Roughly 60% of its
2021 2022 2023 2024 2025 2026 new shoppers are households with earning over
$100,000, up from 50% of new shoppers in Q1, 2025.

Dollar stores continue to see higher-income shoppers

NIQ

11


https://finance.yahoo.com/news/dollar-stores-continue-to-see-higher-income-shoppers-even-as-consumer-sentiment-improves-154708435.html
https://finance.yahoo.com/news/dollar-stores-continue-to-see-higher-income-shoppers-even-as-consumer-sentiment-improves-154708435.html
https://finance.yahoo.com/news/dollar-stores-continue-to-see-higher-income-shoppers-even-as-consumer-sentiment-improves-154708435.html

Premium buys are led by, but not exclusive to, the high-income
High-income consumers fuel the growing demand for luxury experiences

% who bought the following types of luxury products or services in the past 12 months According to the annual Bain-Altagamma Luxury Goods
Worldwide Market Study, there has been a “tectonic shift” in
global luxury spending as shoppers splurge on experiences like

<$50K m$50K-$99.9K m$100K-$149.9K m$150K+ hospitality cruises, high-end hotel stays, yachts, private jets,
and fine dining, and spend less in the traditional spaces of

luxury cars, fine art and leather goods.
Food and beverages

Clothing and accessories Aspirations showing the largest gaps by income on a list of 21 measured

% citing the following as what they would like to have or do
Beauty & wellness

Personal or home electronics ﬂlj Traveling abroad l-|"'—1"|'l Staying in Flying
B f tly f °
°on requently for quury hotels first-class
Travel and experiences J Largest gap by pleasure

income

Furniture
Art and collectibles
Automotive

Global luxury stays resilient despite economic headwinds

NIQ 12



https://www.bain.com/about/media-center/press-releases/20252/global-luxury-stays-resilient-despite-economic-headwinds-and-shifting-consumer-trends-that-reshape-marketbain--company-and-altagamma/

Having more # being spendthrift

High-income consumers lead in product research for smart buys

% agree with the statement

<$50K m$50K-$99.9K m3P100K-$149.9K m$150K+

Before purchasing a | like to compare prices | research what | wantto | spend quite a lot of
product online, | typically across different sites  buy online before | go time researching brands

read online reviews before purchasing out to buy it before making a major

submitted by others something online purchase

NIQ



Higher-income consumers are at the forefront of coupon usage and bulk buying
Lower-income consumers are more prone to cut back on non-essentials, trading down to lower-priced options, and waiting for sales

% who did the following in the past 12 months

<$50K m$50K-$99.9K m$100K-$149.9K m $150K+

Shopped more Cut back on Shopped more at Used a coupon Switched from  Bought something Postponed a Borrowed money Bought in bulk to Purchased energy

carefully for nonessential discount stores name brands to second-hand  purchase until the to maintain living geta discount saving product to

everyday spending less expensive instead of new  product was on standard save money in the
necessities brands sale long run

NIQ 14



Private label sales is driven by low-income shoppers? Think again!
High-income consumers today are as engaged, if not more

Higher-income consumers are more likely than others to report recent purchases of private label products across a range of categories, from over-the-
counter medicines and supplements to personal electronics. While part of this pattern may reflect their higher overall purchasing activity in these
categories, it also signals a broader comfort with private label offerings. In fact, affluent shoppers are more likely than lower-income consumers to view
private label products as comparable in effectiveness to national brands, and less likely to rely on brand names as the primary indicator of quality.

% who bought a private label or store brand of product in the following categories % who agree with the statement
in the past 3 months

<$50K m $50K-$99.9K = $100K-$149.9K m $150K+

Household products

Packaged or frozen foods
Over-the-counter medicines/supplements
Fresh foods

Personal care/beauty items

Clothing
Alcoholic beverages Generic or store-brand Brand name is the best | only buy food items
products are as effective indication of quality that are name-brand,
Personal electronics as brand-name products not generic brands

NIQ 15



Low-income consumers enjoy shopping, especially in-store
High-income shoppers tend to prefer online shopping

% who agree with the statement

<$50K m$P50K-$99.9K m$100K-$149.9K mF150K+

| enjoy shopping,
even when | don't
make a purchase

| am willing to travel

an hour or more to

shop at my favorite
stores

| enjoy wandering the When | shop | usually | think shopping is a
store looking for new,  visit a variety of great way to relax
interesting products stores

MRI-Simmons 2026 Winter

<$50K: XX%
$50K-$99.9K: XX%
$100K-$149.9K: XX%
$150K+: XX%

% agree

“l prefer online
shopping to in-
store shopping”

Younger consumers tend to enjoy shopping and are more
willing to visit multiple stores to get what they want.
Although lower-income consumers skew Gen Z, their
greater in-store engagement extends beyond
demographics. Across generations, lower-income shoppers
are consistently more engaged with physical retail—likely in
part because it offers an accessible form of recreation.

NIQ
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Diverging sentiment towards the future of Al

High-income Americans grew more hopeful about Al as they extended their lead on usage, while low-income Americans
became increasingly concerned about its potential risks
Since 2024, concerns about Al eliminating jobs and spreading misinformation 2024 m2026

have risen among low-income Americans to become their top Al associations.
. . : . . . <$50K
In contrast, higher-income Americans seem to have built confidence in Al as

they _e>_<tended their lead in adoption, most oft_en viewing Al now as a driver of % who used $50K-$99.9K
creativity and a means to enhance everyday life. Al tool
oors or $100K-$149.9K
apps in the
past 30 days $150K+

% who agree with the following about the future of artificial intelligence (Al)

<$50K m$50K-$99.9K m$100K-$149.9K m$150K+
Negative sentiment Positive sentiment

Pt diff.
from 2024
+2 | +7 +7 +2 +2 +14
It will eliminate jobs It will spread It will encourage people It will make online It will improve many It will allow people to be It will improve people's
misinformation to cheat at work/school shopping more areas of life more creative productivity

personalized

NIQ 7



Al usage is broader—and more creative—among high-income users

Low- and middle-income users prioritize health-related information, while high-income users gravitate toward inspiration and
content creation

% who personally used Al tools in the following ways in the past six months (based on Al users)

<$50K m$50K-$99.9K m$100K-$149.9K m$150K+

$50K-  $100K- )
<$50K  gooon sragok S150K* XX/O

Getting information about how to do things #1 #1 #1 #1 of Al users with HHI
ot Sioal o healirelated informat $150K+ used Al in at least
etting medical or health-related information 2 4 5 9 four out of the ten ways
Getting recommendations about what to buy 3 5 3 4 listed in the past SiX

months, compared with

Writing or editing content 4 3 7 3 XX% of $1 00K-$1 49.9K,
Getting inspiration 5 ! 6 2 XX% of $50K-$99.9K, and
Getting advice about life 6 8 4 6 XX % of <$50K
Helping with work or school 7 2 2 5
Translating text 8 6 9 7
Chatting for emotional support 9 9 10 10
Creating art or music 10 10 8 8

NIQ 18
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