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KEY TAKEAWAYS:

SENTIMENT TOWARD
DEPARTMENT STORE
CHANNELS HELD UP
COMPARED TO PRIOR WAVES,
WITH OFF-PRICE LEADING THE
WAY.

THERE HAVE BEEN SOME
DECLINES IN MINDSHARE FOR
AMAZON WHEN IT COMES TO

CLOTHING PURCHASES.

SELF-REPORTED CONVERSION
RATES ARE IMPROVING AT
DEPARTMENT STORES IN OUR
DEEP DIVES (THE % OF TIMES
THEY SHOP THAT THEY BUY
SOMETHING).

Audience: 1,450+ US Consumers Balanced To Census

FEEDBACK TOWARD THE
TREASURE HUNT SHOPPING
EXPERIENCE CONTINUES TO

STRENGTHEN.

CUSTOMER SENTIMENT
TOWARD DEPARTMENT
STORE PRODUCT/BRAND
SELECTION REMAINS
POSITIVE AND IN-LINE WITH
PRIOR VOLUMES.

THE PERCENTAGE OF
DEPARTMENT STORE
SHOPPERS SEEKING OUT A
SPECIFIC BRAND HAS BEEN
INCREASING (OFF LOW
LEVELS).
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ALL CONSUMERS: OPINION OF EACH TYPE OF RETAILER

www.bespokeintel.com

This question was posed to all consumers.

Department Stores (Macy's,
JC Penney, Kohl's, etc)

Off Price / Discount
Department Stores (TJ
Maxx, Burlington, Ross, etc)

Branded Apparel Stores
(Banana Republic, H&M,
Zara, etc)

Luxury Department Stores
(Bloomingdale's,
Nordstrom, Saks, etc)

Very Negative Negative

Neither Negative
Nor Positive
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= Aug (19)
I May (19)

Feb (19)
H Nov (18)
B Aug (18)
H May (18)
B Feb (18)
B Oct (17)
= Aug (17)
® May (17)
B Feb (17)

Positive Very Positive
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EVALUATING RECENT CHANGES IN BRAND / PRODUCT SELECTION

This question was posed to all consumers.

3.33
Off Price / Discount
Department Stores (TJ
Maxx, Burlington, Ross, etc)
3.29
= Aug (19)
Department Stores (Macy's, © May (19)
JC Penney, Kohl's, etc) Feb (19)
H Nov (18)
3.24 ¥ Aug (18)
B May (18
Branded Apparel Stores ay (18)
(Banana Republic, H&M, W Feb (18)
Zara, etc) H Oct (17)
¥ Aug (17)
3.24 ® May (17)
B Feb (17
Luxury Department Stores eb (17)
(Bloomingdale's,
Nordstrom, Saks, etc)
Significantly Worsened No Change /No Improved Significantly
Worsened Opinion Improved
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OPINION OF POPULARITY CHANGES RECENTLY

This question was posed to all consumers.

Off Price / Discount
Department Stores (TJ
Maxx, Burlington, Ross, etc)
Branded Apparel Stores ¥ Aug (19)
(Banana Republic, H&M, = May (19)
Zara, etc) Feb (19)
H Nov (18)
B Aug (18)
B May (18)
Department Stores (Macy's, M Feb (18)
JC Penney, Kohl's, etc)
W Oct (17)
¥ Aug (17)
® May (17)
H Feb (17)
Luxury Department Stores
(Bloomingdale's,
Nordstrom, Saks, etc)
Much Less Popular Less Popular No Change /No More Popular ~ Much More Popular

Opinion
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DO YOU LIKE THE TREASURE HUNT TYPE OF SHOPPING EXPERIENCE WHERE

BRANDS/PRODUCTS AVAILABLE AT A DISCOUNTED PRICE CHANGE OFTEN?

This question was posed to all consumers.

Strongly Like
6%
Like
H Aug (19
= May (19
Neutral / No Opinion B Feb (19)
H Nov (18)
B Aug (18
Disklike ¥ May (18
H Feb (18)
B Oct (17)
Strongly Dislike
0% 20% 40% 60% 80% 100%

IS THE TREASURE HUNT TYPE OF SHOPPING EXPERIENCE BETTER ONLINE OR IN-
STORES?

This question was posed to all consumers who said they like or strongly like the treasure
hunt shopping experience.

Aug (19) 3.46

May (19) 3.48
Feb (19) 3.38
Nov (18) 342
Aug (18) 3.34

May (18)

Feb (18) 333

Oct (17)

Much Better Online Better Online Same Better In-Stores Much Better In-Stores
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COMPETITIVE DYNAMICS
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NET POPULARITY CHANGE - % SAID GAINING POPULARITY MINUS % SAID LOSING

POPULARITY

This question was posed to all consumers.

Amazon
Target
Kohl's
TdMar

Burlington

Fioss DressForLess

Old Mawy

H&M

Zappos

Zara

Victoria Secret

Kohls

JCrew

Ralph Lauren

Macy's

Express

Chicos

‘wthite House Black Market
Banana Republic

New York and Company
Limited

Nordstrom

Dillard's

JC Penney

Ann Tavlor
Eloomingdale's

Saks
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I SHOP FOR CLOTHES OR ACCESSORIES FOR MYSELF ONLINE AT THE

FOLLOWING...

This question was posed to all consumers.

Answer Choices Feb [16) May (16]  Aug [16]  Nov (16) Feb [17) May (17 Aug [17) DOct (17]) Feb (18]

May (18)  Aug (18] Nov(18)  Feb(13)  May(19)  Aug(13) Qi

[ = 0.0%
; 202% z2.am ) O -1z [ -19%
7654 1805 8.2 1805 22.9% 185 234 20,24 2214 2130 232 217 1345 20.8% 20.9% |0t Oz 4z
8.7 8.1 7.2 135% 23.7% 20.3% 217 BT 20,14 20.5% 2067 8.1 18.8% 19,14 83 E-0.7« CE-23%
16,034 1655 1624 1405 22.4% 1905 2054 171 165 1824 20,0 6.2 1587 16,43 183
150 1450 e 14 158 475 9.0 1543 du 157 16 B 1500 14.2% 153 16 6% L7
10,054 1250 10,054 20% 6.3 = 5.4 2.4% 0.3 5.9% 1205 8.5% a8% 0.2 1%
6.0% 5.0% B.4% 5.3% 0.2 5% 8.2% .43 814 5.7 a7 7.5% a5% 0.3 10.0%
a1 814 8.9% 7.5% 2% B.6% 9% 7.8% 5% 8.7% a8%
6.9% 5% 7.6% £.3% 8.8% 8.0 8.0% 7.6 67 B.3x 85% 7.0% 7.2% 6.9 azx
5.4% 5.0% 6.8% 4.0% 7.6% 57% 7.1 £.3% 4.7% 5.7 667 5.6% 57 7.0 8.8%
T.2% 52% £.0% 533 39 5.9% 7% 5.8% 57% 7.7% 6%
£.5% 514 £.4% 5.2% 5% 5.5 57% 4.5% £.9%
5.9 5.3% 5.9 4.8% 55y 4.0z 4.7% 5.8 5%
4.4 55% 4.6% s.2% 575 4.3% 543 6.4 6.3%
53% £.4%
5.3% 5.7%

5.3 5.7
4.3
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IF YOU WERE SHOPPING FOR CLOTHING FOR YOURSELF TODAY, WHICH WOULD

YOU BE MOST LIKELY TO VISIT?

This question was posed to all consumers.

Answer Choices Feb [16) May (16]  Aug [16]  Hov (16]  Feb (17) May (17 Aug (17) DOct (17]) Feb (18] May (18] Aug (18] Nov (18] Feb (13) May (193]  Aug (13) i)
.5
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DEPARTMENT STORE DEEP DIVES
(COMPARISONS)
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HAVE YOU NOTICED ANY CHANGES IN THE FOLLOWING WHILE SHOPPING AT

?

This question was posed to customers of each department store (bought in past year).

Macy’s JC Penney
Sales or Sales or Aug (19)
Promotional = Aug (19) Promotional May (19)
Offers = May (19) Offers ay
Feb (19) Feb (19)
B Nov (18) Nov (18)
= Aug (18) Aug (18)
H May (18) May (18)
W Feb (18) Feb (18)
Brand and ®Oct(17)  Brand and Oct (17)
Product = Aug (17) Product
Selection ® May (17) Selection Aug (17)
" Feb (17) May (17)
Feb (17)
Much Worse Worse Same Improved Much Improved Much Worse Worse Same Improved Much Improved
TJ Maxx Kohl’s
Sales or Sales or
Py ti |
rocr)nf?elrzna " Aug(19)  Promotional Aug (19)
= May (19) Offers May (19)
Feb (19) Feb (19)
H Nov (18) Nov (18)
= Aug (18) Aug (18)
® May (18) May (18)
= Feb (18) Feb (18)
B Oct (17)
Brand and = Aug (17) Brand and Oct (17)
Product u May (17) Product Aug (17)
Selection uFeb (17) Selection May (17)
Feb (17)
Much Worse Worse Same Improved Much Improved Much Worse Worse Same Improved Much Improved
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WHEN YOU MOST RECENTLY SHOPPED HERE, DID YOU NOTICE ANY CHANCES IN

THE OF BRANDS AVAILABLE?

This question was posed to customers of each department store (bought in past year).

Macy’s JC Penney
m Oct (17) W Feb (18) ™ May (18) ™ Aug (18) m Oct (17) H Feb (18) | May (18) | Aug (18)
® Nov (18) H Feb (19) u May (19) m Aug (19) = Nov (18) W Feb (19) = May (19) = Aug (19)
100% 100%
80% 80%

59.4%

60% 60%

40%

40% 29.8%

20% 20% A

0% 0%

Worse Same Better Worse Same Better
TJ Maxx Kohl’s
B Oct (17) B Feb (18) = May (18) B Aug (18) m Oct (17) H Feb (18) ® May (18) B Aug (18)
m Nov (18) u Feb (19) = May (19) = Aug (19) m Nov (18) m Feb (19) = May (19) ® Aug (19)
100% 100%
80% 80%
62.3%
60% 60%
40% 303% 40% 30.4%

20% 20%

73%

0%

0%
Worse Same Better Worse Same Better
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WHEN YOU MOST RECENTLY SHOPPED HERE, DID YOU NOTICE ANY CHANCES IN

THE OF BRANDS AVAILABLE?

This question was posed to customers of each department store (bought in past year).

Macy’s JC Penney
m Oct (17) H Feb (18) = May (18) B Aug (18) m Oct (17) H Feb (18) = May (18) B Aug (18)
H Nov (18) B Feb (19) u May (19) H Aug (19) m Nov (18) B Feb (19) u May (19) m Aug (19)
100% 100%
80% 80%

57.3%

60% 60%

40% 5% 40%
20% 93% 20%
0% 0%
Worse Same Better Worse Same Better
TJ Maxx Kohl’s

m Oct (17) H Feb (18) = May (18) H Aug (18) m Oct (17) m Feb (18) = May (18) ® Aug (18)

= Nov (18) H Feb (19) = May (19) = Aug (19) = Nov (18) B Feb (19) = May (19) H Aug (19)
100% 100%
80% 80%

60%

60%

40%

40%

20%

20%

0% 0%

Worse Same Better Worse Same Better
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DEPARTMENT STORE DEEP DIVES
(COMPARISONS)
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HOW MUCH HAVE YOU SPENT THROUGH IN THE PAST SIX MONTHS?

This question was posed to customers of each department store (bought in past year).

.99

Macy's

5 Aug (19)
m May (19)
H Feb (19)
H Nov (18)
B Aug (18)
B May (18)
B Feb (18)
= Nov (17)

Kohl's

JC Penney

TJ Maxx

$0 $1-$100 $101-$200 $201-$300 $301-$400 $401-$500 $501-$1,000 $1,001+
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HOW OFTEN DO YOU SHOP ONLINE?

www.bespokeintel.com

This question was posed to customers of each department store (bought in past year).

Macy’s
Very Frequently
Frequently
Somewhat Frequently
Infrequently

Never

0% 20% 40%

TJ Maxx

Very Frequently

Frequently

Somewhat Frequently

Infrequently

Never

0% 20% 40%

 Aug (19)
® May (19)
B Feb (19)
= Nov (18)
H Aug (18)
u May (18)
m Feb (18)
" Oct (17)

60% 80% 100%

W Aug (19)
= May (19)
H Feb (19)
® Nov (18)
H Aug (18)
® May (18)
H Feb (18)
¥ Oct (17)

60% 80% 100%

JC Penney
Very Frequently
Frequently
Somewhat Frequently
Infrequently

Never

0%

Kohl’s

Very Frequently

Frequently

Somewhat Frequently

Infrequently

Never
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= Aug (19)
H May (19)
M Feb (19)
H Nov (18)
W Aug (18)
B May (18)
H Feb (18)
H Oct (17)

40% 60% 80% 100%

u Aug (19)
 May (19)
B Feb (19)
| Nov (18)
B Aug (18)
= May (18)
B Feb (18)
B Oct(17)

20% 40% 60% 80% 100%
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WHEN YOU SHOP » WHAT PERCENTAGE OF TIME DO YOU ACTUALLY WIND
UP BUYING SOMETHING?
This question was posed to customers of each department store (bought in past year).
.5
TJ Maxx
2.49
Kohl's ® Aug (19)
B May (19)
IN-STORES w10
2.46 ® Nov (18)
B Aug (18)
JC Penney # May (18)
N Feb (18)
538 H Nov (17)
Macy's
Under 25% of the time 26%-50% of the time 51%-75% of the time 76%-100% of the time
1.94
Macy's
1.89
, HA 19
ONLINE Kohl's ug (19)
® May (19)
W Feb (19)
1.87 H Nov (18)
® Aug (18)
JC Penney = May (18)
W Feb (18)
= Nov (17)
TJ Maxx
Under 25% of the time 26%-50% of the time 51%-75% of the time 76%-100% of the time
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TJ Maxx
3.33
| |
Kohl's Aug (19)
H May (19)
B Feb (19)
332 H Nov (18)
B Aug (18)
B Feb (18)
E Nov (17)
JC Penney
Significantly Decrease Decrease No Change Increase Significantly Increase
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“WHEN | SHOP AT » 1 USUALLY LOOK TO BUY ON DISCOUNT/PROMOTION.”

This question was posed to customers of each department store (bought in past year).

.94
Kohl's
JC Penney B Aug (19)
B May (19)
H Feb (19)
H Nov (18)
H Aug (18)
H May (18)
Macy's B Feb (18)
= Nov (17)
TJ Maxx
Strongly Disagree Disagree Neither Agree nor Disagree Agree Strongly Agree
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“WHEN | SHOP ONLINE, | USUALLY LOOK FOR A COUPON TO USE.”

This question was posed to customers of each department store (bought in past year).

373
Kohl's
372
JC Penney B Aug (19)
H May (19)
H Feb (19)
H Nov (18)
371
B Aug (18)
H May (18)
Macy's B Feb (18)
= Nov (17)
TJ Maxx
Strongly Disagree Disagree Neither Agree nor Disagree Agree Strongly Agree
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PERCENTAGE OF CUSTOMERS WHO ARE SPECIFICALLY SEEKING OUT A BRAND
WHEN SHOPPING EACH RETAILER

This question was posed to customers of each department store (bought in past year).

\ GUCCIINC
Macy's — CALVINKLEIN
AMAZON VERYGOOD N
ADIDAS
CLINIQUE PO LO
JC Penney ¥ Aug (19) MICHAH_KORSN/A TOMMYENEIGER SAMSUNG
= May (19) DKNY
Feb (19) LEVIS
u (18)
Kohl's ® Aug (1
B May (18)

) ARIZONA
NIK FSHoHNBAY
SN ELIZCLAIBORNE

TJ Maxx

0% 5% 10% 15% 20% W e o I SNM
NEWBALANCE
(LJROFTANDBARROW
s ADIDAS UNDERARMOUR  VerAwANG N

LILYPULITZER I K E JCPENNY

~MICHAELKORS

UNDERARMOUR Jo€ *Note: For these word clouds we combined
MARTADIDAS the fill-in responses from the past four

LUCKXJNBN%{'E\‘ND Tg’\ggETPOLO N/A quarterly volumes.
LIS BO05,. PUMA VERYGOOD
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DEPARTMENT STORES DEEP DIVE: MACY’S
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WHEN IS THE LAST TIME YOU PURCHASED SOMETHING FROM MACY’S?

This question was posed to all consumers who purchased from Macy’s in the past year.
Aug (19)

May (19)
Feb (19)
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)
Aug (17)
May (17)

Feb (17)
Oct (16)
Aug (16)
May (16)

Feb (16)

Within the Within the past Within the past Within the past year More than a Never
past month three months six months year ago
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WHAT TYPE OF ITEMS DO YOU TYPICALLY BUY FROM MACY’S?

This question was posed to all consumers who purchased from Macy’s in the past year.

Clothing 2%

Shoes
Accessories
Fragrences
Handbags
Jewelry

Activewear m Aug (19)

Makeup = May (19)

Bedding Items u Feb (19)

Bath Items " Nov (18)

Home Essentials " Aug (18)

" May (18)

Kitchen ltems m Feb (18)

Skin Care » Oct (17)
Watches
Children's Clothing
Furniture
Electronics
None of the above

0% 20% 40% 60% 80% 100%
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ARE THERE ANY TYPES OF ITEMS THAT YOU ARE RELYING ON MACY’S MORE OR

LESS FOR COMPARED TO A YEAR AGO?

This question was posed to all consumers who purchased from Macy’s in the past year.

None of the above
More Clothing
Shoes

Fragrences
Makeup

Bedding ltems
Jewelry
Accessories
Children's Clothing
Handbags
Activewear
Kitchen Items
Watches

Skin Care

Home Essentials
Bath ltems
Electronics

Furniture

Less None of the above
Clothing

Shoes

Furniture

Skin Care
Handbags
Watches

Jewelry
Electronics

Home Essentials
Makeup

Kitchen Items
Activewear

Bath Items
Fragrences
Children's Clothing
Bedding Iltems
Accessories
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60%

60%

® Aug (19)
N May (19)
H Feb (19)
H Nov (18)
H Aug (18)
H May (18)
H Feb (18)
W Oct (17)

80% 100%

m Aug (19)
= May (19)
B Feb (19)
m Nov (18)
H Aug (18)
= May (18)
H Feb (18)
= Oct (17)

80% 100%
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RESPONDENTS WHO SAID THEY HAVE BEEN SHOPPING MACY’S LESS: WHY?

This question was posed to all consumers who purchased from Macy’s in the past year.

| am buying from other stores instead

Not as many discounts/sales
B Aug (19)
B May (19)
| have less money to spend
B Feb (19
B Nov (18)
Not as many coupons/promotions ® Aug (18)
B May (18)
HFeb (18
| am buying online from other websites instead eb (
® Oct (17
| can't find the brands | used to buy from here

0% 20% 40% 60% 80% 100%
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DEPARTMENT STORES DEEP DIVES: JC PENNEY
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WHEN IS THE LAST TIME YOU PURCHASED SOMETHING FROM JC PENNEY?

This question was posed to all consumers who purchased from JC Penney in the past year.
Aug (19)

May (19)
Feb (19)
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)

Aug (17) 3.22
May (17)
Feb (17) 3.33
Oct (16)
Aug (16)

May (16)

Feb (16)

Within the Within the past Within the past Within the past year More than a Never
past month three months six months year ago
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WHAT TYPE OF ITEMS DO YOU TYPICALLY BUY FROM JC PENNEY?

This question was posed to all consumers who purchased from JC Penney in the past year.

651%

Clothing

Shoes

Bedding Iltems

Activewear

Accessories

Bath ltems
Jewelry W Aug (19)
Children's Clothing » May (19)
Home Essentials H Feb (19)
Handbags = Nov (18)
Makeup m Aug (18)
Kitchen ltems “ May (18)
W Feb (18)

Fragrences
= Oct (17)

Watches

Skin Care

Electronics

(o)
Furniture 9.2%
9%
None of the above
0% 20% 40% 60% 80% 100%
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ARE THERE ANY TYPES OF ITEMS THAT YOU ARE RELYING ON JC PENNEY MORE

OR LESS FOR COMPARED TO A YEAR AGO?
This question was posed to all consumers who purchased from JC Penney in the past year.

0O,
None of the above 8%
More Clothing
Shoes
Activewear
Jewelry
Accessories
: u Aug (19)
Bedding Items
Skin Care = May (19)
Bath Items : :l(:)t\)/ ((112))
Ele;trinics = Aug (18)
axedp = May (18
Children's Clothing - Fetzl((18))
Watches = Oct (17)
Fragrences
Home Essentials
Handbags
Kitchen Items
Furniture
0% 20% 40% 60% 80% 100%
None of the above
Less Clothing
Electronics
Shoes
Jewelry 10.75
Bath Items 10.5%
Children's Clothing 10.49 ¥ Aug (19)
Home Essentials 10.23 = May (19)
Watches 9.9% B Feb (19)
Accessories 9.9% H Nov (18)
Handbags 9:7% B Aug (18)
Bedding ltems 96% H May (18)
Kitchen ltems 9.4% H Feb (18)
Activewear 9.2% = Oct (17)
Fragrences 8.9%
Furniture 8.6%
Makeup 8'40%
Skin Care 76%
0% 20% 40% 60% 80% 100%
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RESPONDENTS WHO SAID THEY HAVE BEEN SHOPPING JC PENNEY LESS: WHY?

This question was posed to all consumers who purchased from JC Penney in the past year.

| am buying from other stores instead
Not as many discounts/sales

B Aug (19

| have less money to spend " May (19

B Feb (19)

B Nov (18)

Not as many coupons/promotions B Aug (18

B May (18

B Feb (18)

| can't find the brands | used to buy from here ¥ Oct (17)
| am buying online from other websites instead

0% 20% 40% 60% 80% 100%
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DEPARTMENT STORES DEEP DIVES: TJ MAXX
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WHEN IS THE LAST TIME YOU PURCHASED SOMETHING FROM TJ MAXX?

This question was posed to all consumers who purchased from TJ Maxx in the past year.

Aug (19)

May (19)

Feb (19)

Nov (18)

Aug (18)

May (18)

Feb (18)

Oct (17)

Aug (17)

May (17)

Feb (17)

Within the Within the past Within the past Within the past year More than a Never
past month three months six months year ago
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WHAT TYPE OF ITEMS DO YOU TYPICALLY BUY FROM TJ MAXX?

This question was posed to all consumers who purchased from TJ Maxx in the past year.
55.3%

Clothing

Shoes

Home Essentials
Accessories
Activewear

Bath Items

Handbags B Aug (19)
m May (19)
H Feb (19)
m Nov (18)
B Aug (18)
= May (18)
W Feb (18)

= Oct (17)

Kitchen Items
Bedding ltems
Children's Clothing
Skin Care

Makeup

Jewelry
Fragrences
Watches
Electronics
Furniture

None of the above

0% 20% 40% 60% 80% 100%
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Consumer Traffic, Spending, and Catalysts

ARE THERE ANY TYPES OF ITEMS THAT YOU ARE RELYING ON TJ MAXX MORE OR

LESS FOR COMPARED TO A YEAR AGO?

This question was posed to all consumers who purchased from TJ Maxx in the past year.

0O,
None of the above 1%

More Clothing
Shoes

Home Essentials

Handbags

Bedding Items

Children's Clothing

Bath ltems

m Aug (19)
= May (19)
H Feb (19)
= Nov (18)
B Aug (18)
= May (18)
H Feb (18)
= Oct (17)

Activewear
Accessories
Kitchen Items
Electronics
Fragrences
Watches
Furniture
Skin Care
Makeup

Jewelry
0% 20% 40% 60% 80% 100%
None of the above

Less Clothing
Shoes

Electronics

Handbags

Kitchen Items

M Aug (19)
= May (19)
H Feb (19)
= Nov (18)
H Aug (18)
= May (18)
H Feb (18)
= Oct (17)

Home Essentials
Makeup
Activewear
Jewelry
Fragrences
Bedding Items
Watches
Children's Clothing
Accessories
Bath ltems

Skin Care

Furniture

0% 20% 40% 60% 80% 100%
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RESPONDENTS WHO SAID THEY HAVE BEEN SHOPPING TJ MAXX LESS: WHY?

This question was posed to all consumers who purchased from TJ Maxx in the past year.

| have less money to spend
| am buying from other stores instead
H Aug (19)
| can't find the brands | used to buy from here B May (19)
B Feb (19)
H Nov (18)
Not as many discounts/sales ¥ Aug (18)
B May (18)
B Feb (18)
B Oct (17)
| am buying online from other websites instead
Not as many coupons/promotions
0% 20% 40% 60% 80% 100%
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DEPARTMENT STORE DEEP DIVES: KOHL’S
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WHEN IS THE LAST TIME YOU PURCHASED SOMETHING FROM KOHL’S?

This question was posed to all consumers who purchased from Kohl’s in the past year.
Aug (19)

May (19)
Feb (19)
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)
Aug (17)
May (17)

Feb (17) 3.34
Oct (16)
Aug (16)

May (16)

Feb (16)

Within the Within the past Within the past Within the past year More than a Never
past month three months six months year ago
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WHAT TYPE OF ITEMS DO YOU TYPICALLY BUY FROM KOHL’S?

This question was posed to all consumers who purchased from Kohl’s in the past year.

65.1%

Clothing
Shoes
Accessories
Activewear
Bedding Items

Home Essentials
= Aug (19)

m May (19)
m Feb (19)
H Nov (18)
m Aug (18)
B May (18)
m Feb (18)
M Oct (17)

Kitchen Items
Children's Clothing
Bath Items
Jewelry

Handbags
Fragrences

Skin Care
Watches
Electronics
Makeup

Furniture

None of the above

0% 20% 40% 60% 80% 100%
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ARE THERE ANY TYPES OF ITEMS THAT YOU ARE RELYING ON KOHL’S MORE OR

LESS FOR COMPARED TO A YEAR AGO?

This question was posed to all consumers who purchased from Kohl’s in the past year.

40.4%

None of the above

More Clothing

Shoes

Bedding ltems
Activewear
Children's Clothing

Kitchen ltems " Aug (19)

u May (19)
H Feb (19)
u Nov (18)
B Aug (18)
= May (18)
B Feb (18)
= Oct (17)

Accessories
Fragrences

Bath Items
Home Essentials
Skin Care
Makeup
Electronics
Handbags
Furniture

Watches

Jewelry

0% 20% 40% 60% 80% 100%

None of the above

Less Clothing
Fragrences

Shoes

Electronics

Jewelry

Home Essentials = Aug (19)

= May (19)
M Feb (19)
= Nov (18)
M Aug (18)
= May (18)
M Feb (18)
W Oct (17)

Accessories
Watches
Children's Clothing
Makeup

Kitchen Items
Bedding ltems
Activewear

Skin Care
Furniture

Handbags

Bath Items

0% 20% 40% 60% 80% 100%
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RESPONDENTS WHO SAID THEY HAVE BEEN SHOPPING KOHL'’S LESS: WHY?

This question was posed to all consumers who purchased from Kohl’s in the past year.

| am buying from other stores instead
| have less money to spend
H Aug (19)
Not as many discounts/sales B May (19)
H Feb (19)
H Nov (18)
| am buying online from other websites instead ¥ Aug (18)
B May (18)
B Feb (18)
B Oct (17)
Not as many coupons/promotions
| can't find the brands | used to buy from here
0% 20% 40% 60% 80% 100%
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ONLINE SHIFTS
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IF YOU NEEDED TO BUY THE FOLLOWING TYPES OF ITEMS, WOULD YOU BE MORE
LIKELY TO BUY THEM IN A STORE OR ONLINE?

This question was posed to all consumers.

Electronics
Clothing
H Aug (19)
Cosmetics H May (19)
B Feb (19)
H Nov (18)
Footwear B Aug (18)
H May (18)
B Feb (18)
Jewelry B Oct (17)
Furniture
In-Stores Online
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