
6 |  September 3, 2007  |  Advertising Age

WHO SHOPS AT
WAL-MART ... AND
WHO DOESN’T

PRICE-SENSITIVE SHOPPERS
These shoppers—56% of the population
in all—cite “unbeatable prices” among
the main things they want. Wal-Mart’s
presentation quotes Aristotle: “Where
your talents and the needs of the world
cross, there lies your calling.” 

16%
PRICE-VALUE SHOPPERS
The core customer of Wal-Mart,
they’re more loyal to the retailer
than to the brands it carries. And
they’re not a happy lot. They
worry more, sleep less and feel
lonely and depressed more often
than average. They also get
migraines and acid-reflux disease
more. They’re disproportionately
female, rural, younger and lower
income. 

29%
BRAND ASPIRATIONALS
Not as loyal to Wal-Mart as price-
value shoppers, but still want to
save on brand names. They shop
heavily at Wal-Mart, but aren’t
emotionally committed like the
price-value shoppers. They’re less
brand loyal than average, but
want brand-name goods. They’re
also more urban, younger, lower-
income, black or Hispanic and less
wired to the internet than average. 

11%
PRICE-SENSITIVE
AFFLUENTS
With roughly median-average
income, they’re not really that
affluent, just in comparison to
other heavy Wal-Mart shoppers.
They’re also less loyal to Wal-Mart
than the price-value shoppers.
They tend to be male, white,
married, over 45 and college-
educated—guys who seek deals
more for sport than need.

EVERYONE ELSE: THE LESS
PRICE-SENSITIVE SEGMENTS 
Wal-Mart’s presentation provided

less data about these folks, but they
make up the 44% of the population

that’s less interested in the main thing
Wal-Mart has to offer—low prices. Many
or most are still Wal-Mart shoppers, but

they’re less committed and frequent. 

7%
SOCIAL SHOPPERS 

As likely to shop for fun as for
need. Wal-Mart may be less fun
than some alternatives, despite

the occasional Oreo-stacking
contest. 

12%
TRENDY QUALITY SEEKERS

Despite CEO Lee Scott’s admission
that Wal-Mart “went too far too

fast” to appeal to these folks;
“trendy” and “quality” still aren’t
the first two words that come to
mind when they say “Wal-Mart.”

14%
CONSCIENTIOUS

OBJECTORS
These are folks who, for a variety
of reasons—sometimes  labor or
environmental issues—refuse to

shop at one retail chain or another.
The spokesman for Wal-Mart said
they’re not necessarily lost to the
chain forever, adding that every
retailer has some shoppers who

refuse to shop there.

11%
CONVENIENCE SEEKERS

A 200,000-square-foot
supercenter isn’t exactly 

a quick stop.
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