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Topics - Conclusions

❑ The US coffee away-from-home market is growing and bifurcating. The “drive-through” segment is growing 

at a 20%+ rate and expanding the market; the “coffee house” segment, at a low-single-digit rate, is holding.

❑ Drive-through is growing consumption (the market) by serving up convenience (easy access) and a broad 

selection of drinks. Broadly speaking, it serves a different consumer segment / occasion than traditional 
coffee-house brands. As such, drive-through isn’t really encroaching on the incumbents, rather it’s adding 

consumer occasions to the overall away-from-home category. 

❑ Macro-trends

✔ GLP-1 – less calorie consumption when on (and maybe off) weight-loss drugs (GLP-1), which will be a 
bigger impact this year than in in 2025

✔ K-Shaped Economy – the bifurcation has widened since last summer  
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Advan’s Data
(what are we looking at)



Advan’s Data
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Geofenced 

Starbucks in  

Minneapolis

❑ Aggregated foot traffic data sourced from mobile phones (lat/long/ID), 

about 12% of the US population.

❑ Overlayed on millions of locations in the US. (We also have Canada.)

❑ Phones overlaid and tagged with Census data + other pattern data 

providing demographic and psychographic profiles of the activity 

aggregated at the CBG level. 

➢ 120m debit / credit cards (misses AXP)
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Advan’s Data

Limited-Service is 47K regional and independents in the US

Full-Service is 329K regional and independents
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Advan’s Data



Advan’s Data – MCD’s Q4
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Family Segment Rank
Percent 

of HHs Rank
Percent 

of HHs Mix Visits HHI Description
$-thousands

Trade In
Young Professionals #RaisingTheBar 13 2.23 10 2.43 0.2 10% $82 Primarily young, well-educated renters raising the waterline in diverse, mixed-income areas. This segment enjoys podcasts like My Favorite Murder and has an interest in African American media outlets. They visit independent beauty stores for cosmetics and LGBTQ Bars for fun. Many get their workouts at their local LA Fitness. They design and buy unique products from independent artists on RedBubble.com. Top influencers include prominent African Americans like Keisha Bottoms and Jill Scott and activist accounts like the Human Rights Campaign. They are frequent social media users and common social hashtags include #adulting, #BlackLivesMatter, #TikTok, and #WakandaForever.
Young Professionals #YoungStars 20 1.77 18 1.89 0.12 8% $112 Early-career, high-income young professionals renting near city centers or in nice, denser suburbs. Six times as likely to visit local coffee shops and three times as likely to visit breweries. Their diverse interests include sports, news, and the great outdoors (they follow REI and Backcountry on social). Big fans of natural and organic, they shop at co-op grocers, like smoothies, and hit the juice bar much more often than the average American... perhaps as a post-workout treat. Speaking of working out, their favorite gyms (like Barre3 and CycleBar) feature group classes. They discuss various work and leisure topics on social like #Trending, #WorkFromHome, #Yoga, #StrangerThings, #SEO, #Vinyl, and #Cats.
Young Professionals #RisingProfessionals 50 0.74 44 0.93 0.19 27% $91 Well-educated college graduates renting in the trendiest parts of town. Huge podcast listeners, this segment loves NPR and a host of podcasts, particularly related to true crime. For them, local is cool. Independent coffee shops are a place to hang out, LGBTQ bars are nearby, and co-op grocers are commonplace. Insomnia Cookies is a unique place for a treat. Rock climbing is a popular recreation activity, with brand influence from Black Diamond, Back Country, and Mountain Hardware. They follow Queer Eye on social and talk about #Friyay, #Local, #Single, #Coffee, and #FirstWorldProblems.
Young Professionals #College 62 0.59 60 0.66 0.07 13% $31 Student renters making to little to no income at school. This segment loves college football, podcasts, and Rick and Morty. They regularly visit a number of student focused brands like Insomnia Cookies, Jimmy John's, and Pita Pit. Yoga is one of their favorite ways to exercise. These people follow the Gymshark and LuluLemon brands on social media as well as college focused accounts like @CollegeStudent and Total Frat Move. Many are gamers--- this segment heavily overindexes on video games like League of Legends. They hashtag #FinalFour, #Fortnite, #BackToSchool, and #BFFs.

5.33 5.91 0.58 12%
Young Urban Singles #RustRenters 9 2.44 5 2.60 0.16 8% $64 Young, white, and lower-income renters scattered across 2nd and 3rd tier cities. Big fans of college football, they also watch other popular American TV like Parks and Rec and The Big Bang Theory. They follow outdoor brands like The North Face and Black Diamond. These people are consignment connoisseurs, shopping at Plato's Closet, Uptown Cheapskate, and ClothesMentor. They follow Bob Goff and Elijah Wood on social and use terms like #TheForceAwakens, and #SharkWeek.
Young Urban Singles #Adulting 27 1.60 21 1.81 0.21 14% $59 Single, diverse renters working service jobs and transitioning to independent lives. Although many drop out of high school, they often go on to receive vocational skills training. They follow Ebony magazine, watch the SEC and BET, and follow Whataburger on social. They shop at Citi Trends, visit LGBTQ bars, and tend to work service jobs, especially at hotels. Rickey Smiley, Kirk Franklin, Maxwell, and Keri Hilson are top influencers. They use hashtags like #engaged, #focused, and #adulting.
Young Urban Singles #BigCityProgressives 70 0.41 66 0.46 0.05 13% $76 Young diverse renters working service and low paying arts/entertainment jobs trying to "make it" in top tier cities. They read NY Magazine and The Intercept, listen to You're Wrong About... (the podcast), and exclusively use public transportation. These individuals are twice as likely to use meal delivery services. They love dog parks and art museums, get their exercise at trendy workout studio's like Equinox and Soul Cycle, and like to look good, visiting fashion stores like Jimmy Jazz, ALDO, and Zara. They follow activist accounts like ColorOfChange and Black Lives Matter on social media. Common hashtags include #LoveIsLove, #Fashion, #Jazz, #GoldenGlobes, #Resist, and #Tech.

4.45 4.87 0.42 11%
Trade In Total 9.78 10.78 11%

Trade Out
High Income HHs cohorts (high potential for GLP-1 useage)

16.28 15.61 -0.67 -3%
Hispanic cohort

7.69 7.40 -0.29 -3%
Trade Out Total 23.97 23.01 -0.96 -3%

Source: Advan Research, Spatial segmentation

Everyone Else 66.25 66.21 -0.04 1%
Total 100.00 100.00 1%

Q4'24 Q4'25 YoY
Change in McDonald's Visitor Mix YoY

McDonald’s Q4: Consumer trade-in more than offsets consumer trade-out

https://advanresearch.com/mobility-insights-blog/mcdonalds-q4-consumer-trade-in-more-than-offsets-consumer-trade-out/
https://advanresearch.com/mobility-insights-blog/mcdonalds-q4-consumer-trade-in-more-than-offsets-consumer-trade-out/
https://advanresearch.com/mobility-insights-blog/mcdonalds-q4-consumer-trade-in-more-than-offsets-consumer-trade-out/
https://advanresearch.com/mobility-insights-blog/mcdonalds-q4-consumer-trade-in-more-than-offsets-consumer-trade-out/
https://advanresearch.com/mobility-insights-blog/mcdonalds-q4-consumer-trade-in-more-than-offsets-consumer-trade-out/
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How Industries Use This Data

❑ Retailers / Real Estate Owners

➢ Site selection / retailer recruitment

➢ Store portfolio optimization / store cannibalization analysis

➢ Lease negotiations with landlords + center / co-tenant health

➢ Merchandise planning (both assortment & quantity)

➢ Advertising (both acquisition & activation)

❑ CPG

➢ Retail door selection (vis-à-vis shopper mix)

➢ Route optimization

➢ Advertising  / marketing optimization

❑ Leisure & Hospitality

➢ Site selection 

➢ Advertising  / marketing optimization

➢ Staffing modeling & planning

➢ Market share capture modeling

❑ Investment-Finance (private equity, public 

market investors, hedge funds, etc.)

➢ Investment due diligence

➢ Investment monitoring

➢ Macro / industry assessments
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❑ Head of Market Insights, Advan Research

❑ Co-Chair Retail / Consumer, National Assoc. for 

Business Economics

❑ Consumer / markets / industry analyst for 25+ years

Your Speaker



US Away-from-Home



The Coffee Away-from-Home Market Shifts

❑ That Drive-Through drove +$1.5B in growth while 

Coffee House held, while also improving unit volumes, 

demonstrate that the Drive-Through offering is 

adding consumer occasions and growing the pie. Said 

differently, it is not reducing the size of Coffee House 

Brands’ slice of pie. 

❑ Drive-Through is often serving a different consumer 

type. 

❑ Commentary from national C&G brands suggests 

favorable AM-daypart results. Adding that to the 

Grand Total would boost 2025’s growth.

13

millions 2024 2025 YoY % Ch $- Ch

Coffee House Brands
Spend $38,231 $38,796 1% $565
Transactions 2,789 2,753 -1%

Drive-Through Brands
Spend $3,632 $5,144 42% $1,512
Transactions 317 439 39%
Locations 2,322 2,910 25%
Rev / EOP Loc $1.56 $1.77 13%

McDonald's estimated AM
Spend $13,367 $13,635 2% $267
Transactions 1,234 1,246 1%

Grand Total
Spend $55,230 $57,575 4% $2,345
Transactions 4,340 4,439 2%

Source: Advan Research, foot traffic and SpendViewTM, & SEC filings

Coffee House includes Starbucks, Dunkin, and Einstein

Drive-Through includes Dutch Bros, 7 Brew, Black Rock, and Scooters

MCD estimates: AM is 25% of revenue and 30% of transactions

Nationwide Away-from-Home Coffee 
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Family Segment Pop Rank Visits Rank Visits Rank Visits Rank Visits HHI Age Married Kids Renting Description
Upper Suburban Diverse Families Bootstrappers 2.11 10 3.11 26 1.56 13 2.89 5 3.23 $70,258 38 53 36 28 Upper-middle income families near cities, working management roles in service, blue-collar, and admin jobs. These people work hard. They have the highest income to education ratio of all segments (many do not have college degrees). A steady source of entertainment is TV; They watch TLC, Disney, Animal Planet, and Showtime. Their favorite TV shows include American Horror Story, Impractical Jokers, and Mythbusters. Even their favorite magazine is TV Guide. They drive Jeeps and Dodges. Although not fashion-focused, they enjoy casual restaurants like Papa Murphy's, Friendly's, and Miller's Ale House. They follow Snooki, Dane Cook, Linkin Park, and hashtag things like #workinprogress, #kids, #fakenews, and #labordayweekend.
Upper Suburban Diverse Families Flourishing Fusion 1.91 21 1.57 9 3.01 16 2.17 14 2.04 $76,588 35 56 41 27 Families with children living in diverse white and black exurbs. These people value hard work and know-how to make a dollar stretch. You'll find them listening to My Brother, My Brother, and Me and reading Country Living Magazines. They also enjoy listening to Dave Ramsey podcasts, watching SEC Network, and visiting websites like TheBlaze and Babylon Bee. They like high-quality secondhand stores like Clothes Mentor, Plato's Closet, and The Exchange, visit Kids 'R' Kids, and feed the family at Marco's Pizza. On social media, they follow brands like Chick-fil-A, and influencers like Lecrae, Beth More, and Hannah Brown (The Bachelorette). They hashtag topics like #pokemongo, #familytime, #maythe4thbewwithyou, and #secondhandnamebrand.
Upper Suburban Diverse Families Good Life Citizens 1.81 1 7.38 34 1.16 33 1.06 7 2.99 $94,033 41 58 32 20 Upper-income families living their best life just outside cities. These professionals have free time for leisure, enjoying dogs, craft beer, sports, and the outdoors. They read Psychology Today and Ad Age, and flip between the Golf Channel, and Seinfeld. Health-conscious consumers, you'll find them working out at Life Time Fitness, visiting Elements Massage, drinking local coffee, and eating at Panera Bread. They drive Volvo's and Subarus. They follow personalities like Dave Portnoy, and U2, and hashtag things like #nationalcoffeeday, #wellness, and #familyfun.
Upper Suburban Diverse Families Family & Faith 1.65 42 0.75 49 0.47 43 0.55 49 0.79 $92,508 36 69 45 13 Young faith-focused families with children in suburban enclaves. These professionals use their careers to support family endeavors. They read Christianity Today and Deadspin, lean conservative, watch college sports, and enjoy This Is Us. They visit local malls looking for deals at places like Kohl's, and Kid to Kid. Restaurants are about getting the family fed, so they will hit Chicken Salad Chick or Qdoba, and get frozen yogurt afterward. They exercise at Snap Fitness and drive Dodge Caravans. They follow brands like Stich Fix and Lululemon, and hashtag topics like #lifeisgood, #fakenews, and #team.
Upper Suburban Diverse Families Frugal Fashionistas 0.80 11 3.06 8 3.64 11 3.43 10 2.55 $75,693 39 52 33 24 Active, educated, and diverse couples and singles in near suburbs. They work professional jobs and social service. They have a tendency to listen to podcasts and are social media users. Perhaps their most interesting feature is their affinity for high-end secondhand stores. Not out of necessity (they are fairly well off) but because of the hunt. They visit stores like Uptown Cheapskate, Clothes Mentor, and Plato's Closet. They live fast lives and enjoy picking up Planet Smoothie after visiting trendy fitness locations like Burn Boot Camps or 9 Round. They follow brands like Williams Sonoma, Target, and Petsmart and hashtag things like #fitstats, #run, #starbucks, and #nationalpuppyday.

8.28 15.87 9.84 10.10 11.60

Blue Collar Suburbs Old Town Road 2.34 17 2.22 5 4.32 4 4.88 21 1.69 $50,944 35 40 35 40 Black and white and families renting and owning in lower-priced suburbs. This eclectic mix is at the crossroads of two distinct cultures. They read Ebony & Essence Magazines, but also follow Dave Ramsey. Both love college football and go to church on Sunday, albeit very different services. They love fast food and comfort food like White Castle and Golden Corral. You won't see them at the gym, but know they love music festivals (jazz, hip-hop, jam band) from their website visitation. They follow Cheryl Underwood, Bow Wow, and Joel Osteen and hashtag things like #blowitup, #trapmusic, and #happysunday.
Blue Collar Suburbs Game Time Glory 2.09 38 0.90 13 2.45 18 1.71 28 1.41 $60,361 38 45 29 37 Younger singles and couples living in mixed blue and white-collar neighborhoods near cities. These sports-loving, second-hand thrifters like to shop at Clothes Mentor and Plato's Closet. They drive Dodge, and Subaru, buy budget gym memberships, and visit breweries. They follow Sports Podcasts and news like PFTCommenter and ESPN. Big Ten Network and SEC fans, you'll find them cheering on their local teams at stadiums. They follow Twenty One Pilots and James Corden on social media and post about #merica, #marchmadness, and #beastmode.
Blue Collar Suburbs Fast Lane Families 1.93 40 0.78 36 1.01 37 0.78 52 0.70 $58,286 32 53 49 32 Working-class Hispanic and Black households with low-priced homes and lots of kids. Their blue-collar inclination makes them handy. A common pastime for this group is modding cars. They visit muscle car and car parts websites, visit Dodge and used car dealerships, and live in areas where #EngineEnthusiast is the prevailing topic. To fund some of their interests they may turn to cash advance venues. You can reach these people via channels like Oxygen and Hallmark. They are 2x as likely to follow monthly beauty subscription-box websites, keep up with fast-food brands, and hashtag #homeproject, #cigars, and #arsenal.
Blue Collar Suburbs Penny Wise Parents 1.23 27 1.18 23 1.69 10 3.71 51 0.72 $58,075 36 49 35 27 Young families living in affordable neighborhoods near cities and small towns. Working blue-collar jobs, these people are looking for the best deal for the entire family. They shop at off-price department stores, get haircuts at Cost Cutters, and get fit on budge gym memberships. They feed the family at the Piggly Wiggly and Godfather's Pizza and haul the kids around in Jeeps and GMC's. Waterparks are ideal for family fun. They listen to talk radio by Pat McAfee and NPR's Up First. They follow Luke Combs and Twenty One Pilots on social media and hashtag #dad, #timeflies, #jeeplife, and #grind.
Blue Collar Suburbs Military 0.29 5 3.96 35 1.05 34 0.97 15 1.96 $56,626 23 78 68 98 Families and singles living on military bases. These patriots live in barracks and military family housing. 60% of these households have children. They read science, technology, and outdoor magazines, and enjoy podcasts. They get civilian clothes from Adidas Running and Backcountry, and are 7x as likely to visit Military Exchange stores. They eat at restaurants like Twin Peaks, Buffalo Wild Wings, and are more than 3x as likely to commute by motorcycle. They follow the NRA and department of defense and hashtag things like #callofduty, #merica, #4thofjuly.

Subtotal 7.88 9.04 10.52 12.05 6.48

Young Urban Singles Rust Renters 1.60 3 4.76 3 5.38 5 4.74 13 2.27 $43,404 32 28 23 67 Young, white, and lower-income renters scattered across 2nd and 3rd tier cities. Big fans of college football, they also watch other popular American TV like Parks and Rec and The Big Bang Theory. They follow outdoor brands like The North Face and Black Diamond. These people are consignment connoisseurs, shopping at Plato's Closet, Uptown Cheapskate, and ClothesMentor. They follow Bob Goff and Elijah Wood on social and use terms like #TheForceAwakens, and #SharkWeek.
Young Urban Singles Multicultural Renters 1.19 18 1.84 19 1.80 20 1.63 26 1.61 $46,810 31 38 41 70 White and Latino renters making low relative income in high property value areas. These primarily blue-collar and service workers are likely to have children and may be struggling to make ends meet. Their top over-indexing brand is Money Mart, quickly followed by a slew of discount stores and services. This segment watches ESPN Deportes and follows Latino influencers such as George Lopez and Shakira. They follow FC Barcelona and brands like SkullCandy and Anastasia Beverly Hills. They use hashtags like #SmallBusiness, #WonderWoman, #Entrepreneur, #Queen, and #DontGiveUp.
Young Urban Singles Big City Progressives 0.84 9 3.14 45 0.54 46 0.45 16 1.93 $51,566 38 31 25 84 Young diverse renters working service and low paying arts/entertainment jobs trying to "make it" in top tier cities. They read NY Magazine and The Intercept, listen to You're Wrong About... (the podcast), and exclusively use public transportation. These individuals are twice as likely to use meal delivery services. They love dog parks and art museums, get their exercise at trendy workout studio's like Equinox and Soul Cycle, and like to look good, visiting fashion stores like Jimmy Jazz, ALDO, and Zara. They follow activist accounts like ColorOfChange and Black Lives Matter on social media. Common hashtags include #LoveIsLove, #Fashion, #Jazz, #GoldenGlobes, #Resist, and #Tech.
Young Urban Singles Adulting 0.82 6 3.64 43 0.67 48 0.43 20 1.72 $39,540 30 21 25 94 Single, diverse renters working service jobs and transitioning to independent lives. Although many drop out of high school, they often go on to receive vocational skills training. They follow Ebony magazine, watch the SEC and BET, and follow Whataburger on social. They shop at Citi Trends, visit LGBTQ bars, and tend to work service jobs, especially at hotels. Rickey Smiley, Kirk Franklin, Maxwell, and Keri Hilson are top influencers. They use hashtags like #engaged, #focused, and #adulting.
Young Urban Singles Solos 0.82 69 0.08 75 0.00 74 0.01 40 0.89 $39,255 39 31 25 61 Heavily Hispanic, urban singles making low incomes. This segment primarily works in service and blue-collar jobs, often supplementing income as Uber and Lyft drivers. They watch ESPN Deportes, and Enrique Iglesias is one of their top influencers. They enjoy RuPaul's Drag Race and regularly visit LGBTQ establishments. They regularly visit cash advance stores like Money Mart and get their clothes at DD's Discounts and independent thrift stores. They hashtag #construction, #lit, #drink, and #fit.

5.27 13.46 8.39 7.26 8.42

Small Town Main Street USA 1.67 36 0.92 12 2.77 15 2.29 54 0.64 $41,208 35 37 35 46 Moderate income, young, blue-collar workers living near main streets in small-town America. These (mostly) single renters like sports and engines. They watch WWE, read Car & Driver, watch America's Got Talent, and are more likely to own a motorcycle. They follow beauty brands like BoxyCharm and Anastasia. When it comes to music, it is country and pop punk like Fall Out Boy and Machine Gun Kelly all the way. And although not into technology or social media, they tend to be gamers, playing Xbox, and PokemonGo. They drive Jeep and GMC and grocery shop at Save-A-Lot. They talk about #ps4share, #marchmadness, #pulledpork, and #singlelife.
Small Town Small Town Satellites 1.67 78 0.01 52 0.31 63 0.09 76 0.08 $44,115 46 42 23 32 Older ruralites satelliting small towns in blue-collar, farm, and service professions finding time to enjoy the simple things. They read Golf Digest, and Country Living, watch A&E and USA. Favorite shows include Duck Dynasty and Nascar. They eat at wallet-friendly and southern-style restaurants like Bob Evans, Perkins, and Dairy Queen. Their online interests indicate they find time for the simple things like crocheting and wood carving. They enjoy visiting breweries and cinemas and stay healthy by visiting Snap Fitness, Weight Watchers, and YMCA. They hashtag #boots, #espn, and #veteransday.
Small Town Starting Line 1.09 16 2.27 6 4.09 6 4.48 34 1.18 $33,136 33 31 35 55 Blue-collar renters starting out in small towns and urban clusters making meager wages. TV is the best place to reach them, they watch shows like The Blacklist, Mythbusters, and channels like TV Land, USA, and CBS (Football). They shop at Aramark for work uniforms and pick-up deals at Factory Connections. They eat at Long John Silvers, Fazoli's, Rally's, and follow brands like Arby's and Papa John's. They drive Dodge's and Jeeps, follow Tobey Keith and Mike Epps, and hashtag #bestfriends, #underarmour, and #singlelife.
Small Town Harmonic Hamlets 0.63 46 0.70 16 1.88 7 3.88 55 0.61 $29,032 31 22 40 52 Small town African American households with little earnings. A third of households are single-parent, and this segment has a higher number of people per household. They read magazines like The Root, watch BET, TBS, and NBA TV, and watch Dateline and Scandal. They follow fast food brands like Arby's and KFC and are into basketball shoe culture. They visit brands like Citi Trends, It's Fashion, and Ashley Stewart while eating at Church's Chicken, White Castle, and Popeye's. Social hashtags include #workinprogress, #represent, #marijuana, and #parents.

5.06 3.90 9.05 10.74 2.51

Rural Average Income John Deere Country 2.45 65 0.11 41 0.78 27 1.19 70 0.19 $57,296 38 53 35 26 Families and couples in far-out suburbs or towns with average income typically working blue-collar jobs. You can reach these people on their TV watching anything football, Ducky Dynasty, CMT, and Hallmark. They visit Dollar General and John Deere, eat at Waffle House, Logan's Roadhouse, and exercise at Workout Anytime. They vacation at the Smoky Mountains and have a tractor around - even if they aren't full-time farmers. They follow conservatives, especially the NRA, and country music, and hashtag things like #ranchwater, #gunsense, and #merica.
Rural Average Income Kids & Country 2.05 67 0.10 58 0.19 35 0.92 77 0.08 $54,380 36 59 40 23 Younger families working farming and blue-collar jobs in small towns and rural communities. You can best reach this segment by TV. They keep up with watching The Big Bang Theory, Big Brother, and NCIS. They listen to Dave Ramsey and get a kick out of the Babylon Bee. They follow outdoor brands, beauty brands like BoxyCharm and Ipsy, and fitness brands like Dick's and Under Armour. They drive Jeeps, GMCs, and tractors, and are more likely to visit off-grid living websites. An ideal vacation for them involves the beach or a cabin in the Smokeys. They follow country artists and hashtag #football, #redemption, and #freepeople.
Rural Average Income Camo & Cornfields 1.37 26 1.19 2 5.48 12 3.10 29 1.38 $55,060 45 59 28 16 Industrious farming and blue-collar families who love DIY and fast food. They rank #1 for researching hunting online. Advertise via television; they watch channels like CMT and college sports, and binge programs like Nascar and The Blacklist. They are fast food fans, visiting restaurants like Dairy Queen, Long John Silver's, and Arby's 3x the national average, and follow those brands on social media as well. They follow Cabela's and Bass Pro Shops and tend to DIY home improvement visiting True Value Hardware, 84 Lumber, and Tractor Supply. They follow Cloyd Rivers, and tweet about #fakenews, #boots, and #freedom.
Rural Average Income Wide Open Spaces 1.04 45 0.71 7 4.02 8 3.86 46 0.84 $58,633 47 60 26 18 People in communities characterized by cornfields, farming, and open land. They work farming and blue-collar jobs and trend older. They follow conservative influencers, read magazines like Country Living and Outside, enjoy channels like The CW and Animal Planet, and watch Dr. Phil. They visit farm equipment dealers, shop at Boot Barn and Factory Connection, and eat at Perkins, Applebee’s, and Texas Roadhouse. They follow outdoor brands, research tractor shopping, rodeos, diesel vehicles, and dirt biking online, and hashtag things like #oil, #grit, and #corn.

6.91 2.11 10.47 9.07 2.49

Young Professionals Raising The Bar 1.91 25 1.20 42 0.71 41 0.70 24 1.62 $55,045 34 30 24 71 Primarily young, well-educated renters raising the waterline in diverse, mixed-income areas. This segment enjoys podcasts like My Favorite Murder and has an interest in African American media outlets. They visit independent beauty stores for cosmetics and LGBTQ Bars for fun. Many get their workouts at their local LA Fitness. They design and buy unique products from independent artists on RedBubble.com. Top influencers include prominent African Americans like Keisha Bottoms and Jill Scott and activist accounts like the Human Rights Campaign. They are frequent social media users and common social hashtags include #adulting, #BlackLivesMatter, #TikTok, and #WakandaForever.
Young Professionals Young Stars 1.74 29 1.15 24 1.59 36 0.88 47 0.82 $75,400 36 42 26 48 Early-career, high-income young professionals renting near city centers or in nice, denser suburbs. Six times as likely to visit local coffee shops and three times as likely to visit breweries. Their diverse interests include sports, news, and the great outdoors (they follow REI and Backcountry on social). Big fans of natural and organic, they shop at co-op grocers, like smoothies, and hit the juice bar much more often than the average American... perhaps as a post-workout treat. Speaking of working out, their favorite gyms (like Barre3 and CycleBar) feature group classes. They discuss various work and leisure topics on social like #Trending, #WorkFromHome, #Yoga, #StrangerThings, #SEO, #Vinyl, and #Cats.
Young Professionals Rising Professionals 0.80 13 2.44 27 1.54 26 1.26 6 3.14 $61,333 34 20 9 76 Well-educated college graduates renting in the trendiest parts of town. Huge podcast listeners, this segment loves NPR and a host of podcasts, particularly related to true crime. For them, local is cool. Independent coffee shops are a place to hang out, LGBTQ bars are nearby, and co-op grocers are commonplace. Insomnia Cookies is a unique place for a treat. Rock climbing is a popular recreation activity, with brand influence from Black Diamond, Back Country, and Mountain Hardware. They follow Queer Eye on social and talk about #Friyay, #Local, #Single, #Coffee, and #FirstWorldProblems.
Young Professionals College 0.72 7 3.41 18 1.81 17 1.96 4 3.24 $20,633 23 10 7 92 Student renters making to little to no income at school. This segment loves college football, podcasts, and Rick and Morty. They regularly visit a number of student focused brands like Insomnia Cookies, Jimmy John's, and Pita Pit. Yoga is one of their favorite ways to exercise. These people follow the Gymshark and LuluLemon brands on social media as well as college focused accounts like @CollegeStudent and Total Frat Move. Many are gamers--- this segment heavily overindexes on video games like League of Legends. They hashtag #FinalFour, #Fortnite, #BackToSchool, and #BFFs.

5.17 8.20 5.65 4.80 18.65 8.82

Ultra Wealthy Families Suburb Chic 1.81 74 0.03 72 0.01 78 0.01 67 0.22 $138,758 41 78 45 7 Wealthy family-focused households straddling the suburban/rural line. Their retail patterns revolve around kids, health, and entertainment: visiting places like the Goddard School, CycleBar, Clean Juice, and Country Clubs. You'll find them consuming sports and conservative, business related news sources. They are willing to spend their money on fitness and the outdoors, picking up expensive items from Peloton, LuluLemon, and Mountain Hardwear. On social media, you can find them following Christian authors Bob Goff and Beth Moore center-right leaning figures like John Kasich, Romney, and Boehner. They use #relationships and #parenting on social.
Ultra Wealthy Families Exclusive Exburbs 1.14 44 0.72 53 0.27 54 0.22 19 1.73 $168,785 43 76 45 11 High-income families living in wealthy enclaves on the outskirts of major cities. Interested and often employed in tech, they read MIT Technology Review and TechCrunch and follow CEOs Satya Nadella and Sundar Pichai. They frequent independent electronic retailers, bookstores, and Trader Joe's, drive Teslas, and get their clothes from Chico's and Nordstrom. Topics include #technology, #cloud, and #womenempoweringwomen.
Ultra Wealthy Families Midas Might 1.07 61 0.16 78 0.00 72 0.02 35 1.16 $201,855 45 79 42 6 Extremely wealthy families living in large estate homes. Frequently working in finance or business you can find them reading The Wall Street Journal and The Financial Times, or listening to podcasts such as Freakonomics and How I Built This. They enjoy watching and playing golf and tennis and frequent the country club. They get their groceries from Whole Foods and prefer ultra-luxury automobiles such as Ferrari and Aston Martin. They often follow VCs such as Reid Hoffman and Marc Andreessen and hashtag #innovation and #leadership.
Ultra Wealthy Families Family Outposts 1.05 50 0.51 65 0.07 58 0.18 11 2.50 $139,129 42 74 41 8 Affluent families living in higher-priced suburbs not too far from the city center. These avid sports fans follow golf via the Golf Channel, get sports updates from BarStoolSports, and watch ESPN FC. They get their news from WSJ and NYT. Concerned with fashion and fitness, they shop at Vineyard Vines and are more likely to have a Peloton. They follow Howard Stern and Ellie Schnitt and post about #olympics and #twinning
Ultra Wealthy Families Tech Titans 0.58 54 0.40 50 0.36 51 0.39 27 1.60 $135,700 43 70 41 21 Tech-forward wealthy families in proximity to software and highly technical jobs. These well-educated and mostly Asian families are 3x as likely to be engineers. They get news from Forbes, read MIT Technology Review, visit websites like Ars Technica, and ReadWrite. Children influence TV choices, Nickelodeon, Disney, and Cartoon Network being the top three. They drop their kids off at Kumon, shop at Kate Spade, and drive Teslas. On social they follow tech influencers like Sundar Pichai (Google), Satya Nadella (Microsoft), and hashtag things like #cloud, #drones, and #startrek.
Ultra Wealthy Families Sky High 0.30 14 2.38 14 2.23 9 3.77 3 4.20 $170,263 40 50 26 41 High income, highly educated, singles and young couples, living in the dense urban core of major cities. Their sky-high income is matched by sky-high real estate prices, so they frequently rent rather than purchase. Interested in fashion and progressive politics, you can find them reading The Intercept, NYT Style and Fashion, Vulture, and T Magazine. Rather than children, many have pets and they frequent the local dog park. Their top brands include Jonathan Adler, Everlane, and Gilt. They use hashtags such as #loveislove, #design, and #style.

5.95 4.20 2.94 4.59 11.73 11.41

Wealthy Suburban Families Fusion Families 2.23 2 6.46 1 5.90 1 7.13 2 4.46 $110,239 36 68 49 19 Family-centered, suburban high-income households who still visit the mall. A diverse Asian, Hispanic, Black, and Caucasian blend, the thing that brings them together is children. This is the top segment for visiting the mall. They take their children to pre-schools like Kids 'R' Kids, visit Charming Charlie, Motherhood Maternity, and Buy Buy Baby, drop their clothes off at Tide Cleaners and eat noodles at Bonchon. They stay fit and grocery shop at Costco. They follow brands like Sur La Table and BMW, and hashtag #selfcare, #cincodemayo, #healthyfood, and #motherdsay.
Wealthy Suburban Families Backyard Bliss 1.99 22 1.48 54 0.25 57 0.19 8 2.66 $98,843 43 71 35 9 Outdoor-loving upper-income families straddling the suburban rural divide. On the outskirts of cities, where the yards are plentiful, you'll find these white-collar families raising their kids and enjoying the outdoors near suburban amenities. They watch Fox News, read Runner's World and Golf Digest. They follow brands like Nike Golf, Mod Cloth, and Under Armour. They drive GMC and Lincoln and stay fit at the local YMCA. They follow country music, Dave Ramsey, and hashtag #ncaa, #takemeback, #espn, and #masters.
Wealthy Suburban Families Satellite Scions 1.99 23 1.42 4 4.36 2 5.61 17 1.87 $109,485 43 62 33 19 Highly educated suburbanite families living on the outskirts of tech hubs. You'll find them reading Forbes Tech, Science News, and watching Shark Tank. They grocery shop at Trader Joes, stop by Nekter Juice Bar and drop their kids off at Kumon and Mathnasium. Fashionable, you'll see them shopping at Nordstrom, Urban Outfitters, and Lululemon. They like shopping online, following brands like Stance and Bonobos. They have an affinity for Land Rovers and talk about things like #transparency, #cookies, #mindset, and #selflove.
Wealthy Suburban Families Babies Burbs & Blessings 1.75 4 4.13 51 0.34 39 0.73 1 4.89 $97,303 33 70 51 17 Younger, upper-middle-class suburban families that take parenting and faith seriously. Kids drive much of the retail activity for these people; they visit Kid to Kid, feed the family at Noodles & Company, drive GMCs, and go to fitness boot camps. They read Christianity Today, Runner's World, and The Babylon Bee. They love listening to Dave Ramsey and true crime podcasts and flip between the Disney Channel and Big Ten Network. And when the kids are down, you might find them watching The Bachelor and The Bachelorette. They follow country music, Chip and Joanna Gaines, and hashtag things like #engaged, #dogs, #believe, #datenight, and #blessed.

7.96 13.49 10.85 13.66 13.88

Dutch Bros Scooters Starbucks

Excludes locations in airports, grocery stores, indoor malls, and urban canyons
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Family Segment Pop Rank Visits Rank Visits Rank Visits Rank Visits HHI Age Married Kids Renting Description
Upper Suburban Diverse Families Bootstrappers 2.11 10 3.11 26 1.56 13 2.89 5 3.23 $70,258 38 53 36 28 Upper-middle income families near cities, working management roles in service, blue-collar, and admin jobs. These people work hard. They have the highest income to education ratio of all segments (many do not have college degrees). A steady source of entertainment is TV; They watch TLC, Disney, Animal Planet, and Showtime. Their favorite TV shows include American Horror Story, Impractical Jokers, and Mythbusters. Even their favorite magazine is TV Guide. They drive Jeeps and Dodges. Although not fashion-focused, they enjoy casual restaurants like Papa Murphy's, Friendly's, and Miller's Ale House. They follow Snooki, Dane Cook, Linkin Park, and hashtag things like #workinprogress, #kids, #fakenews, and #labordayweekend.
Upper Suburban Diverse Families Flourishing Fusion 1.91 21 1.57 9 3.01 16 2.17 14 2.04 $76,588 35 56 41 27 Families with children living in diverse white and black exurbs. These people value hard work and know-how to make a dollar stretch. You'll find them listening to My Brother, My Brother, and Me and reading Country Living Magazines. They also enjoy listening to Dave Ramsey podcasts, watching SEC Network, and visiting websites like TheBlaze and Babylon Bee. They like high-quality secondhand stores like Clothes Mentor, Plato's Closet, and The Exchange, visit Kids 'R' Kids, and feed the family at Marco's Pizza. On social media, they follow brands like Chick-fil-A, and influencers like Lecrae, Beth More, and Hannah Brown (The Bachelorette). They hashtag topics like #pokemongo, #familytime, #maythe4thbewwithyou, and #secondhandnamebrand.
Upper Suburban Diverse Families Good Life Citizens 1.81 1 7.38 34 1.16 33 1.06 7 2.99 $94,033 41 58 32 20 Upper-income families living their best life just outside cities. These professionals have free time for leisure, enjoying dogs, craft beer, sports, and the outdoors. They read Psychology Today and Ad Age, and flip between the Golf Channel, and Seinfeld. Health-conscious consumers, you'll find them working out at Life Time Fitness, visiting Elements Massage, drinking local coffee, and eating at Panera Bread. They drive Volvo's and Subarus. They follow personalities like Dave Portnoy, and U2, and hashtag things like #nationalcoffeeday, #wellness, and #familyfun.
Upper Suburban Diverse Families Family & Faith 1.65 42 0.75 49 0.47 43 0.55 49 0.79 $92,508 36 69 45 13 Young faith-focused families with children in suburban enclaves. These professionals use their careers to support family endeavors. They read Christianity Today and Deadspin, lean conservative, watch college sports, and enjoy This Is Us. They visit local malls looking for deals at places like Kohl's, and Kid to Kid. Restaurants are about getting the family fed, so they will hit Chicken Salad Chick or Qdoba, and get frozen yogurt afterward. They exercise at Snap Fitness and drive Dodge Caravans. They follow brands like Stich Fix and Lululemon, and hashtag topics like #lifeisgood, #fakenews, and #team.
Upper Suburban Diverse Families Frugal Fashionistas 0.80 11 3.06 8 3.64 11 3.43 10 2.55 $75,693 39 52 33 24 Active, educated, and diverse couples and singles in near suburbs. They work professional jobs and social service. They have a tendency to listen to podcasts and are social media users. Perhaps their most interesting feature is their affinity for high-end secondhand stores. Not out of necessity (they are fairly well off) but because of the hunt. They visit stores like Uptown Cheapskate, Clothes Mentor, and Plato's Closet. They live fast lives and enjoy picking up Planet Smoothie after visiting trendy fitness locations like Burn Boot Camps or 9 Round. They follow brands like Williams Sonoma, Target, and Petsmart and hashtag things like #fitstats, #run, #starbucks, and #nationalpuppyday.

8.28 15.87 9.84 10.10 11.60

Blue Collar Suburbs Old Town Road 2.34 17 2.22 5 4.32 4 4.88 21 1.69 $50,944 35 40 35 40 Black and white and families renting and owning in lower-priced suburbs. This eclectic mix is at the crossroads of two distinct cultures. They read Ebony & Essence Magazines, but also follow Dave Ramsey. Both love college football and go to church on Sunday, albeit very different services. They love fast food and comfort food like White Castle and Golden Corral. You won't see them at the gym, but know they love music festivals (jazz, hip-hop, jam band) from their website visitation. They follow Cheryl Underwood, Bow Wow, and Joel Osteen and hashtag things like #blowitup, #trapmusic, and #happysunday.
Blue Collar Suburbs Game Time Glory 2.09 38 0.90 13 2.45 18 1.71 28 1.41 $60,361 38 45 29 37 Younger singles and couples living in mixed blue and white-collar neighborhoods near cities. These sports-loving, second-hand thrifters like to shop at Clothes Mentor and Plato's Closet. They drive Dodge, and Subaru, buy budget gym memberships, and visit breweries. They follow Sports Podcasts and news like PFTCommenter and ESPN. Big Ten Network and SEC fans, you'll find them cheering on their local teams at stadiums. They follow Twenty One Pilots and James Corden on social media and post about #merica, #marchmadness, and #beastmode.
Blue Collar Suburbs Fast Lane Families 1.93 40 0.78 36 1.01 37 0.78 52 0.70 $58,286 32 53 49 32 Working-class Hispanic and Black households with low-priced homes and lots of kids. Their blue-collar inclination makes them handy. A common pastime for this group is modding cars. They visit muscle car and car parts websites, visit Dodge and used car dealerships, and live in areas where #EngineEnthusiast is the prevailing topic. To fund some of their interests they may turn to cash advance venues. You can reach these people via channels like Oxygen and Hallmark. They are 2x as likely to follow monthly beauty subscription-box websites, keep up with fast-food brands, and hashtag #homeproject, #cigars, and #arsenal.
Blue Collar Suburbs Penny Wise Parents 1.23 27 1.18 23 1.69 10 3.71 51 0.72 $58,075 36 49 35 27 Young families living in affordable neighborhoods near cities and small towns. Working blue-collar jobs, these people are looking for the best deal for the entire family. They shop at off-price department stores, get haircuts at Cost Cutters, and get fit on budge gym memberships. They feed the family at the Piggly Wiggly and Godfather's Pizza and haul the kids around in Jeeps and GMC's. Waterparks are ideal for family fun. They listen to talk radio by Pat McAfee and NPR's Up First. They follow Luke Combs and Twenty One Pilots on social media and hashtag #dad, #timeflies, #jeeplife, and #grind.
Blue Collar Suburbs Military 0.29 5 3.96 35 1.05 34 0.97 15 1.96 $56,626 23 78 68 98 Families and singles living on military bases. These patriots live in barracks and military family housing. 60% of these households have children. They read science, technology, and outdoor magazines, and enjoy podcasts. They get civilian clothes from Adidas Running and Backcountry, and are 7x as likely to visit Military Exchange stores. They eat at restaurants like Twin Peaks, Buffalo Wild Wings, and are more than 3x as likely to commute by motorcycle. They follow the NRA and department of defense and hashtag things like #callofduty, #merica, #4thofjuly.

Subtotal 7.88 9.04 10.52 12.05 6.48

Young Urban Singles Rust Renters 1.60 3 4.76 3 5.38 5 4.74 13 2.27 $43,404 32 28 23 67 Young, white, and lower-income renters scattered across 2nd and 3rd tier cities. Big fans of college football, they also watch other popular American TV like Parks and Rec and The Big Bang Theory. They follow outdoor brands like The North Face and Black Diamond. These people are consignment connoisseurs, shopping at Plato's Closet, Uptown Cheapskate, and ClothesMentor. They follow Bob Goff and Elijah Wood on social and use terms like #TheForceAwakens, and #SharkWeek.
Young Urban Singles Multicultural Renters 1.19 18 1.84 19 1.80 20 1.63 26 1.61 $46,810 31 38 41 70 White and Latino renters making low relative income in high property value areas. These primarily blue-collar and service workers are likely to have children and may be struggling to make ends meet. Their top over-indexing brand is Money Mart, quickly followed by a slew of discount stores and services. This segment watches ESPN Deportes and follows Latino influencers such as George Lopez and Shakira. They follow FC Barcelona and brands like SkullCandy and Anastasia Beverly Hills. They use hashtags like #SmallBusiness, #WonderWoman, #Entrepreneur, #Queen, and #DontGiveUp.
Young Urban Singles Big City Progressives 0.84 9 3.14 45 0.54 46 0.45 16 1.93 $51,566 38 31 25 84 Young diverse renters working service and low paying arts/entertainment jobs trying to "make it" in top tier cities. They read NY Magazine and The Intercept, listen to You're Wrong About... (the podcast), and exclusively use public transportation. These individuals are twice as likely to use meal delivery services. They love dog parks and art museums, get their exercise at trendy workout studio's like Equinox and Soul Cycle, and like to look good, visiting fashion stores like Jimmy Jazz, ALDO, and Zara. They follow activist accounts like ColorOfChange and Black Lives Matter on social media. Common hashtags include #LoveIsLove, #Fashion, #Jazz, #GoldenGlobes, #Resist, and #Tech.
Young Urban Singles Adulting 0.82 6 3.64 43 0.67 48 0.43 20 1.72 $39,540 30 21 25 94 Single, diverse renters working service jobs and transitioning to independent lives. Although many drop out of high school, they often go on to receive vocational skills training. They follow Ebony magazine, watch the SEC and BET, and follow Whataburger on social. They shop at Citi Trends, visit LGBTQ bars, and tend to work service jobs, especially at hotels. Rickey Smiley, Kirk Franklin, Maxwell, and Keri Hilson are top influencers. They use hashtags like #engaged, #focused, and #adulting.
Young Urban Singles Solos 0.82 69 0.08 75 0.00 74 0.01 40 0.89 $39,255 39 31 25 61 Heavily Hispanic, urban singles making low incomes. This segment primarily works in service and blue-collar jobs, often supplementing income as Uber and Lyft drivers. They watch ESPN Deportes, and Enrique Iglesias is one of their top influencers. They enjoy RuPaul's Drag Race and regularly visit LGBTQ establishments. They regularly visit cash advance stores like Money Mart and get their clothes at DD's Discounts and independent thrift stores. They hashtag #construction, #lit, #drink, and #fit.

5.27 13.46 8.39 7.26 8.42

Small Town Main Street USA 1.67 36 0.92 12 2.77 15 2.29 54 0.64 $41,208 35 37 35 46 Moderate income, young, blue-collar workers living near main streets in small-town America. These (mostly) single renters like sports and engines. They watch WWE, read Car & Driver, watch America's Got Talent, and are more likely to own a motorcycle. They follow beauty brands like BoxyCharm and Anastasia. When it comes to music, it is country and pop punk like Fall Out Boy and Machine Gun Kelly all the way. And although not into technology or social media, they tend to be gamers, playing Xbox, and PokemonGo. They drive Jeep and GMC and grocery shop at Save-A-Lot. They talk about #ps4share, #marchmadness, #pulledpork, and #singlelife.
Small Town Small Town Satellites 1.67 78 0.01 52 0.31 63 0.09 76 0.08 $44,115 46 42 23 32 Older ruralites satelliting small towns in blue-collar, farm, and service professions finding time to enjoy the simple things. They read Golf Digest, and Country Living, watch A&E and USA. Favorite shows include Duck Dynasty and Nascar. They eat at wallet-friendly and southern-style restaurants like Bob Evans, Perkins, and Dairy Queen. Their online interests indicate they find time for the simple things like crocheting and wood carving. They enjoy visiting breweries and cinemas and stay healthy by visiting Snap Fitness, Weight Watchers, and YMCA. They hashtag #boots, #espn, and #veteransday.
Small Town Starting Line 1.09 16 2.27 6 4.09 6 4.48 34 1.18 $33,136 33 31 35 55 Blue-collar renters starting out in small towns and urban clusters making meager wages. TV is the best place to reach them, they watch shows like The Blacklist, Mythbusters, and channels like TV Land, USA, and CBS (Football). They shop at Aramark for work uniforms and pick-up deals at Factory Connections. They eat at Long John Silvers, Fazoli's, Rally's, and follow brands like Arby's and Papa John's. They drive Dodge's and Jeeps, follow Tobey Keith and Mike Epps, and hashtag #bestfriends, #underarmour, and #singlelife.
Small Town Harmonic Hamlets 0.63 46 0.70 16 1.88 7 3.88 55 0.61 $29,032 31 22 40 52 Small town African American households with little earnings. A third of households are single-parent, and this segment has a higher number of people per household. They read magazines like The Root, watch BET, TBS, and NBA TV, and watch Dateline and Scandal. They follow fast food brands like Arby's and KFC and are into basketball shoe culture. They visit brands like Citi Trends, It's Fashion, and Ashley Stewart while eating at Church's Chicken, White Castle, and Popeye's. Social hashtags include #workinprogress, #represent, #marijuana, and #parents.

5.06 3.90 9.05 10.74 2.51

Rural Average Income John Deere Country 2.45 65 0.11 41 0.78 27 1.19 70 0.19 $57,296 38 53 35 26 Families and couples in far-out suburbs or towns with average income typically working blue-collar jobs. You can reach these people on their TV watching anything football, Ducky Dynasty, CMT, and Hallmark. They visit Dollar General and John Deere, eat at Waffle House, Logan's Roadhouse, and exercise at Workout Anytime. They vacation at the Smoky Mountains and have a tractor around - even if they aren't full-time farmers. They follow conservatives, especially the NRA, and country music, and hashtag things like #ranchwater, #gunsense, and #merica.
Rural Average Income Kids & Country 2.05 67 0.10 58 0.19 35 0.92 77 0.08 $54,380 36 59 40 23 Younger families working farming and blue-collar jobs in small towns and rural communities. You can best reach this segment by TV. They keep up with watching The Big Bang Theory, Big Brother, and NCIS. They listen to Dave Ramsey and get a kick out of the Babylon Bee. They follow outdoor brands, beauty brands like BoxyCharm and Ipsy, and fitness brands like Dick's and Under Armour. They drive Jeeps, GMCs, and tractors, and are more likely to visit off-grid living websites. An ideal vacation for them involves the beach or a cabin in the Smokeys. They follow country artists and hashtag #football, #redemption, and #freepeople.
Rural Average Income Camo & Cornfields 1.37 26 1.19 2 5.48 12 3.10 29 1.38 $55,060 45 59 28 16 Industrious farming and blue-collar families who love DIY and fast food. They rank #1 for researching hunting online. Advertise via television; they watch channels like CMT and college sports, and binge programs like Nascar and The Blacklist. They are fast food fans, visiting restaurants like Dairy Queen, Long John Silver's, and Arby's 3x the national average, and follow those brands on social media as well. They follow Cabela's and Bass Pro Shops and tend to DIY home improvement visiting True Value Hardware, 84 Lumber, and Tractor Supply. They follow Cloyd Rivers, and tweet about #fakenews, #boots, and #freedom.
Rural Average Income Wide Open Spaces 1.04 45 0.71 7 4.02 8 3.86 46 0.84 $58,633 47 60 26 18 People in communities characterized by cornfields, farming, and open land. They work farming and blue-collar jobs and trend older. They follow conservative influencers, read magazines like Country Living and Outside, enjoy channels like The CW and Animal Planet, and watch Dr. Phil. They visit farm equipment dealers, shop at Boot Barn and Factory Connection, and eat at Perkins, Applebee’s, and Texas Roadhouse. They follow outdoor brands, research tractor shopping, rodeos, diesel vehicles, and dirt biking online, and hashtag things like #oil, #grit, and #corn.

6.91 2.11 10.47 9.07 2.49

Young Professionals Raising The Bar 1.91 25 1.20 42 0.71 41 0.70 24 1.62 $55,045 34 30 24 71 Primarily young, well-educated renters raising the waterline in diverse, mixed-income areas. This segment enjoys podcasts like My Favorite Murder and has an interest in African American media outlets. They visit independent beauty stores for cosmetics and LGBTQ Bars for fun. Many get their workouts at their local LA Fitness. They design and buy unique products from independent artists on RedBubble.com. Top influencers include prominent African Americans like Keisha Bottoms and Jill Scott and activist accounts like the Human Rights Campaign. They are frequent social media users and common social hashtags include #adulting, #BlackLivesMatter, #TikTok, and #WakandaForever.
Young Professionals Young Stars 1.74 29 1.15 24 1.59 36 0.88 47 0.82 $75,400 36 42 26 48 Early-career, high-income young professionals renting near city centers or in nice, denser suburbs. Six times as likely to visit local coffee shops and three times as likely to visit breweries. Their diverse interests include sports, news, and the great outdoors (they follow REI and Backcountry on social). Big fans of natural and organic, they shop at co-op grocers, like smoothies, and hit the juice bar much more often than the average American... perhaps as a post-workout treat. Speaking of working out, their favorite gyms (like Barre3 and CycleBar) feature group classes. They discuss various work and leisure topics on social like #Trending, #WorkFromHome, #Yoga, #StrangerThings, #SEO, #Vinyl, and #Cats.
Young Professionals Rising Professionals 0.80 13 2.44 27 1.54 26 1.26 6 3.14 $61,333 34 20 9 76 Well-educated college graduates renting in the trendiest parts of town. Huge podcast listeners, this segment loves NPR and a host of podcasts, particularly related to true crime. For them, local is cool. Independent coffee shops are a place to hang out, LGBTQ bars are nearby, and co-op grocers are commonplace. Insomnia Cookies is a unique place for a treat. Rock climbing is a popular recreation activity, with brand influence from Black Diamond, Back Country, and Mountain Hardware. They follow Queer Eye on social and talk about #Friyay, #Local, #Single, #Coffee, and #FirstWorldProblems.
Young Professionals College 0.72 7 3.41 18 1.81 17 1.96 4 3.24 $20,633 23 10 7 92 Student renters making to little to no income at school. This segment loves college football, podcasts, and Rick and Morty. They regularly visit a number of student focused brands like Insomnia Cookies, Jimmy John's, and Pita Pit. Yoga is one of their favorite ways to exercise. These people follow the Gymshark and LuluLemon brands on social media as well as college focused accounts like @CollegeStudent and Total Frat Move. Many are gamers--- this segment heavily overindexes on video games like League of Legends. They hashtag #FinalFour, #Fortnite, #BackToSchool, and #BFFs.

5.17 8.20 5.65 4.80 18.65 8.82

Ultra Wealthy Families Suburb Chic 1.81 74 0.03 72 0.01 78 0.01 67 0.22 $138,758 41 78 45 7 Wealthy family-focused households straddling the suburban/rural line. Their retail patterns revolve around kids, health, and entertainment: visiting places like the Goddard School, CycleBar, Clean Juice, and Country Clubs. You'll find them consuming sports and conservative, business related news sources. They are willing to spend their money on fitness and the outdoors, picking up expensive items from Peloton, LuluLemon, and Mountain Hardwear. On social media, you can find them following Christian authors Bob Goff and Beth Moore center-right leaning figures like John Kasich, Romney, and Boehner. They use #relationships and #parenting on social.
Ultra Wealthy Families Exclusive Exburbs 1.14 44 0.72 53 0.27 54 0.22 19 1.73 $168,785 43 76 45 11 High-income families living in wealthy enclaves on the outskirts of major cities. Interested and often employed in tech, they read MIT Technology Review and TechCrunch and follow CEOs Satya Nadella and Sundar Pichai. They frequent independent electronic retailers, bookstores, and Trader Joe's, drive Teslas, and get their clothes from Chico's and Nordstrom. Topics include #technology, #cloud, and #womenempoweringwomen.
Ultra Wealthy Families Midas Might 1.07 61 0.16 78 0.00 72 0.02 35 1.16 $201,855 45 79 42 6 Extremely wealthy families living in large estate homes. Frequently working in finance or business you can find them reading The Wall Street Journal and The Financial Times, or listening to podcasts such as Freakonomics and How I Built This. They enjoy watching and playing golf and tennis and frequent the country club. They get their groceries from Whole Foods and prefer ultra-luxury automobiles such as Ferrari and Aston Martin. They often follow VCs such as Reid Hoffman and Marc Andreessen and hashtag #innovation and #leadership.
Ultra Wealthy Families Family Outposts 1.05 50 0.51 65 0.07 58 0.18 11 2.50 $139,129 42 74 41 8 Affluent families living in higher-priced suburbs not too far from the city center. These avid sports fans follow golf via the Golf Channel, get sports updates from BarStoolSports, and watch ESPN FC. They get their news from WSJ and NYT. Concerned with fashion and fitness, they shop at Vineyard Vines and are more likely to have a Peloton. They follow Howard Stern and Ellie Schnitt and post about #olympics and #twinning
Ultra Wealthy Families Tech Titans 0.58 54 0.40 50 0.36 51 0.39 27 1.60 $135,700 43 70 41 21 Tech-forward wealthy families in proximity to software and highly technical jobs. These well-educated and mostly Asian families are 3x as likely to be engineers. They get news from Forbes, read MIT Technology Review, visit websites like Ars Technica, and ReadWrite. Children influence TV choices, Nickelodeon, Disney, and Cartoon Network being the top three. They drop their kids off at Kumon, shop at Kate Spade, and drive Teslas. On social they follow tech influencers like Sundar Pichai (Google), Satya Nadella (Microsoft), and hashtag things like #cloud, #drones, and #startrek.
Ultra Wealthy Families Sky High 0.30 14 2.38 14 2.23 9 3.77 3 4.20 $170,263 40 50 26 41 High income, highly educated, singles and young couples, living in the dense urban core of major cities. Their sky-high income is matched by sky-high real estate prices, so they frequently rent rather than purchase. Interested in fashion and progressive politics, you can find them reading The Intercept, NYT Style and Fashion, Vulture, and T Magazine. Rather than children, many have pets and they frequent the local dog park. Their top brands include Jonathan Adler, Everlane, and Gilt. They use hashtags such as #loveislove, #design, and #style.

5.95 4.20 2.94 4.59 11.73 11.41

Wealthy Suburban Families Fusion Families 2.23 2 6.46 1 5.90 1 7.13 2 4.46 $110,239 36 68 49 19 Family-centered, suburban high-income households who still visit the mall. A diverse Asian, Hispanic, Black, and Caucasian blend, the thing that brings them together is children. This is the top segment for visiting the mall. They take their children to pre-schools like Kids 'R' Kids, visit Charming Charlie, Motherhood Maternity, and Buy Buy Baby, drop their clothes off at Tide Cleaners and eat noodles at Bonchon. They stay fit and grocery shop at Costco. They follow brands like Sur La Table and BMW, and hashtag #selfcare, #cincodemayo, #healthyfood, and #motherdsay.
Wealthy Suburban Families Backyard Bliss 1.99 22 1.48 54 0.25 57 0.19 8 2.66 $98,843 43 71 35 9 Outdoor-loving upper-income families straddling the suburban rural divide. On the outskirts of cities, where the yards are plentiful, you'll find these white-collar families raising their kids and enjoying the outdoors near suburban amenities. They watch Fox News, read Runner's World and Golf Digest. They follow brands like Nike Golf, Mod Cloth, and Under Armour. They drive GMC and Lincoln and stay fit at the local YMCA. They follow country music, Dave Ramsey, and hashtag #ncaa, #takemeback, #espn, and #masters.
Wealthy Suburban Families Satellite Scions 1.99 23 1.42 4 4.36 2 5.61 17 1.87 $109,485 43 62 33 19 Highly educated suburbanite families living on the outskirts of tech hubs. You'll find them reading Forbes Tech, Science News, and watching Shark Tank. They grocery shop at Trader Joes, stop by Nekter Juice Bar and drop their kids off at Kumon and Mathnasium. Fashionable, you'll see them shopping at Nordstrom, Urban Outfitters, and Lululemon. They like shopping online, following brands like Stance and Bonobos. They have an affinity for Land Rovers and talk about things like #transparency, #cookies, #mindset, and #selflove.
Wealthy Suburban Families Babies Burbs & Blessings 1.75 4 4.13 51 0.34 39 0.73 1 4.89 $97,303 33 70 51 17 Younger, upper-middle-class suburban families that take parenting and faith seriously. Kids drive much of the retail activity for these people; they visit Kid to Kid, feed the family at Noodles & Company, drive GMCs, and go to fitness boot camps. They read Christianity Today, Runner's World, and The Babylon Bee. They love listening to Dave Ramsey and true crime podcasts and flip between the Disney Channel and Big Ten Network. And when the kids are down, you might find them watching The Bachelor and The Bachelorette. They follow country music, Chip and Joanna Gaines, and hashtag things like #engaged, #dogs, #believe, #datenight, and #blessed.

7.96 13.49 10.85 13.66 13.88

Dutch Bros Scooters Starbucks

Excludes locations in airports, grocery stores, indoor malls, and urban canyons
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The US Coffee Away-from-Home Market
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Excludes locations in airports, grocery stores, indoor malls, and urban canyons

Visitor Mix (2025) Summed Variance

7- & Dutch & Dutch & Scooters & 7- &
Scooters Seven Scooters Starbucks Starbucks

32 75 75 86 89

More Similar More Diverse

For context:

In Texas, 7 Brew and McDonald’s are a 75 and Dutch Bros and McDonald’s are a 55



Fusion Families – That’s where there’s overlap

17

7 Brew
% of % of % of % of % of

Family Segment Pop Rank Visits Rank Visits Rank Visits Rank Visits

Wealthy Suburban Families Fusion Families 2.23 2 6.46 1 5.90 1 7.13 2 4.46
Wealthy Suburban Families Backyard Bliss 1.99 22 1.48 54 0.25 57 0.19 8 2.66
Wealthy Suburban Families Satellite Scions 1.99 23 1.42 4 4.36 2 5.61 17 1.87
Wealthy Suburban Families Babies Burbs & Blessings 1.75 4 4.13 51 0.34 39 0.73 1 4.89

7.96 13.49 10.85 13.66 13.88

Dutch Bros Scooters Starbucks

Excludes locations in airports, grocery stores, indoor malls, and urban canyons



Fusion Families – but no one is outgaining the others
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7 Brew
2024 2025 2024 2025 2024 2025 2024 2025

% of % of % of % of % of % of % of % of % of
Segment Pop Visits Visits Visits Visits Visits Visits Visits Visits
Fusion Families 2.23 6.54 6.46 6.20 5.90 7.34 7.13 4.53 4.46

Dutch Bros Scooters Starbucks

Excludes locations in airports, grocery stores, indoor malls, and urban canyons

3X

General 

Population

2X

General 

Population



Texas – A Drive-Trough Bonanza

❑ Texas has seen a lot of expansion from drive-through; 

at 21% of the segment’s nationwide footprint and over 

64% of MCD morning day-part, i.e. it’s a sizable 

segment.

❑ Again, that Drive-Through drove +29% in growth 

while Coffee House held, while also improving unit 

volumes, demonstrate that the Drive-Through 

offering is adding consumer occasions and growing 

the pie. Said differently, it is not reducing the size of 

Coffee House Brands’ slice of pie. 

19

millions 2024 2025 YoY % Ch

Coffee House Brands
Spend $2,138 $2,103 -2%
Transactions 152 150 -1%

Drive-Through Brands
Spend $534 $687 29%
Transactions 48 60 26%
Locations 381 431 13%
% of nation 19.0% 21.4%

McDonald's estimated AM
Spend $1,050 $1,067 2%
Transactions 106 106 0%

Grand Total
Spend $3,722 $3,858 4%
Transactions 305 316 4%

Source: Advan Research, foot traffic and SpendViewTM

Coffee House includes Starbucks, Dunkin, and Einstein

Drive-Through includes Dutch Bros, 7 Brew, Black Rock, and Scooters

MCD estimates: AM is 25% of revenue and 30% of transactions

Away-from-Home Coffee in Texas



Less Cross Visitation Between Segments

20
Excludes locations in airports, grocery stores, indoor malls, and urban canyons

2025

Coffee Drive-

House Through

Coffee House 89% 51%

Drive-Through 59% 100%

Source: Advan Research

Relative Cross Visitation - Texas



Less Cross Visitation Between Segments + Different Day Parts

21

Excludes locations in airports, grocery stores, indoor malls, and urban canyons

Starbucks has disclosed that 50% or revenue comes from the <11am daypart,

Dutch Bros has shared that 33%% of revenue comes from the <10am daypart.

2025

5am-8am 8am-10am 10am-2 pm after 2pm

Coffee House 13% 15% 29% 43%

Drive-Through 10% 13% 28% 47%

Source: Advan Research

Day Part - Texas



7-Brew’s Largest Growing Consumer Segments

22
Excludes locations in airports, grocery stores, indoor malls, and urban canyons

7-Brew in Texas
Visitor Mix

% of  % Visits % of % of Ch in Ch in
Segment Pop to Pop Rank Visits Rank Visits Mix Visits Description

Wealthy Suburban Families Fusion Families 2.23 2.8 X 1 6.20 1 5.90 -0.30 64% Family-centered, suburban high-income households who still visit the mall. A diverse Asian, Hispanic, Black, and Caucasian blend, the thing that brings them together is children. This is the top segment for visiting the mall. They take their children to pre-schools like Kids 'R' Kids, visit Charming Charlie, Motherhood Maternity, and Buy Buy Baby, drop their clothes off at Tide Cleaners and eat noodles at Bonchon. They stay fit and grocery shop at Costco. They follow brands like Sur La Table and BMW, and hashtag #selfcare, #cincodemayo, #healthyfood, and #motherdsay.
Rural Average Income Camo & Cornfields 1.37 4.1 X 2 5.64 2 5.48 -0.16 67% Industrious farming and blue-collar families who love DIY and fast food. They rank #1 for researching hunting online. Advertise via television; they watch channels like CMT and college sports, and binge programs like Nascar and The Blacklist. They are fast food fans, visiting restaurants like Dairy Queen, Long John Silver's, and Arby's 3x the national average, and follow those brands on social media as well. They follow Cabela's and Bass Pro Shops and tend to DIY home improvement visiting True Value Hardware, 84 Lumber, and Tractor Supply. They follow Cloyd Rivers, and tweet about #fakenews, #boots, and #freedom.
Young Urban Singles Rust Renters 1.60 3.1 X 3 4.91 3 5.38 0.47 88% Young, white, and lower-income renters scattered across 2nd and 3rd tier cities. Big fans of college football, they also watch other popular American TV like Parks and Rec and The Big Bang Theory. They follow outdoor brands like The North Face and Black Diamond. These people are consignment connoisseurs, shopping at Plato's Closet, Uptown Cheapskate, and ClothesMentor. They follow Bob Goff and Elijah Wood on social and use terms like #TheForceAwakens, and #SharkWeek.
Wealthy Suburban Families Satellite Scions 1.99 2.3 X 4 4.66 4 4.36 -0.30 61% Highly educated suburbanite families living on the outskirts of tech hubs. You'll find them reading Forbes Tech, Science News, and watching Shark Tank. They grocery shop at Trader Joes, stop by Nekter Juice Bar and drop their kids off at Kumon and Mathnasium. Fashionable, you'll see them shopping at Nordstrom, Urban Outfitters, and Lululemon. They like shopping online, following brands like Stance and Bonobos. They have an affinity for Land Rovers and talk about things like #transparency, #cookies, #mindset, and #selflove.
Blue Collar Suburbs Old Town Road 2.34 1.8 X 5 4.28 5 4.32 0.04 74% Black and white and families renting and owning in lower-priced suburbs. This eclectic mix is at the crossroads of two distinct cultures. They read Ebony & Essence Magazines, but also follow Dave Ramsey. Both love college football and go to church on Sunday, albeit very different services. They love fast food and comfort food like White Castle and Golden Corral. You won't see them at the gym, but know they love music festivals (jazz, hip-hop, jam band) from their website visitation. They follow Cheryl Underwood, Bow Wow, and Joel Osteen and hashtag things like #blowitup, #trapmusic, and #happysunday.
Rural Average Income Wide Open Spaces 1.04 4.0 X 6 4.15 7 4.02 -0.13 67% People in communities characterized by cornfields, farming, and open land. They work farming and blue-collar jobs and trend older. They follow conservative influencers, read magazines like Country Living and Outside, enjoy channels like The CW and Animal Planet, and watch Dr. Phil. They visit farm equipment dealers, shop at Boot Barn and Factory Connection, and eat at Perkins, Applebee’s, and Texas Roadhouse. They follow outdoor brands, research tractor shopping, rodeos, diesel vehicles, and dirt biking online, and hashtag things like #oil, #grit, and #corn.
Small Town Starting Line 1.09 3.8 X 7 4.11 6 4.09 -0.02 71% Blue-collar renters starting out in small towns and urban clusters making meager wages. TV is the best place to reach them, they watch shows like The Blacklist, Mythbusters, and channels like TV Land, USA, and CBS (Football). They shop at Aramark for work uniforms and pick-up deals at Factory Connections. They eat at Long John Silvers, Fazoli's, Rally's, and follow brands like Arby's and Papa John's. They drive Dodge's and Jeeps, follow Tobey Keith and Mike Epps, and hashtag #bestfriends, #underarmour, and #singlelife.
Upper Suburban Diverse Families Frugal Fashionistas 0.80 4.8 X 8 3.84 8 3.64 -0.20 63% Active, educated, and diverse couples and singles in near suburbs. They work professional jobs and social service. They have a tendency to listen to podcasts and are social media users. Perhaps their most interesting feature is their affinity for high-end secondhand stores. Not out of necessity (they are fairly well off) but because of the hunt. They visit stores like Uptown Cheapskate, Clothes Mentor, and Plato's Closet. They live fast lives and enjoy picking up Planet Smoothie after visiting trendy fitness locations like Burn Boot Camps or 9 Round. They follow brands like Williams Sonoma, Target, and Petsmart and hashtag things like #fitstats, #run, #starbucks, and #nationalpuppyday.
Rural High Income Cornfield Cabernet 2.08 1.5 X 9 3.02 10 2.96 -0.06 69% Farming and blue-collar couples living their best lives in the country. They adorn their tables with fresh-cut flowers, and they enjoy hobbies like quilting, archery, and antiquing. TV and sports drive much of the in-home entertainment watching Big Ten, truTV, and Nascar. They frequent farm goods stores, drive Jeeps and Buicks, order Godfathers Pizza, and eat at Bob Evans. They follow brands like Cabela's and Jimmy Johns, listen to country music, and hashtag things like #preach, #tacobell, and #countryliving.
Upper Suburban Diverse Families Flourishing Fusion 1.91 1.5 X 10 2.95 9 3.01 0.06 75% Families with children living in diverse white and black exurbs. These people value hard work and know-how to make a dollar stretch. You'll find them listening to My Brother, My Brother, and Me and reading Country Living Magazines. They also enjoy listening to Dave Ramsey podcasts, watching SEC Network, and visiting websites like TheBlaze and Babylon Bee. They like high-quality secondhand stores like Clothes Mentor, Plato's Closet, and The Exchange, visit Kids 'R' Kids, and feed the family at Marco's Pizza. On social media, they follow brands like Chick-fil-A, and influencers like Lecrae, Beth More, and Hannah Brown (The Bachelorette). They hashtag topics like #pokemongo, #familytime, #maythe4thbewwithyou, and #secondhandnamebrand.

Other 56.24 56.84 74%

Total 100.00 100.00 72%

2024 2025



Starbucks’ Investor Day (January 29th)

Global Chief Brand Officer Tressie Lieberman:

Starbucks is more than a coffee brand. It's a global ritual. It's your third place to sit and 

stay a while, where your partner knows you by name. 

Before the [Starbucks’] flywheel could truly gain momentum, we had to reclaim our 

narrative last year. And we grounded ourselves in a simple, powerful objective: to be 

visible, relevant, and loved everywhere

23



How Do You Monitor / Measure Love?

24



The Answer -- Geolocation / Mobility Data

25

Source: Advan Research Data

* Excludes locations in airports, grocery stores, indoor malls, and urban canyons



How Do You Monitor / Measure This?

26



Starbucks’ Investor Day (January 29th)

CEO Brian Niccol:

We want our customers to be in our coffee houses.… We expect our [remodeling] uplift

to add more than 25,000 additional seats across our U.S. company-operated portfolio and 

replace thousands more with more comfortable options. And customers are already 

responding with longer dwell times and, frankly, improved customer satisfaction and 

connection scores.

27



What Success / More Enjoyment Looks Like

28

Source: Advan Research Data

* Excludes locations in airports, grocery stores, indoor malls, and urban canyons

❑ Dwell Time Q4 ’25 vs. Q4 ‘24

➢ Los Angeles: +6.7%

➢ Arizona: +4.4%

For our purpose here, we are defining Loas Angeles as a 50-mile radius surrounding Santa Monica



The US Coffee Away-from-Home Market’s Metrics

29

❑ Coffee House

➢ Visits, visitors, and frequency

➢ Visits per day per location, and daypart

➢ Loyalty metrics

➢ Check size, UPT, AUR, and spend and units per visit. 

➢ Dwell Time and visits by dwell frame

➢ Usage / time spent enjoying the coffee house

➢ Satisfaction score across the experience

❑ Drive-Though

➢ Visits, visitors, and frequency

➢ Visits per day per location, and daypart

➢ Check size, UPT, and AUR

➢ Loyalty metrics

➢ Satisfaction score with the transaction



GLP-1s on Retail



US’ Largest Grocers: Growth in RX Sales = Growth in Grocery Sales

31

1Q24 2Q24 3Q24 4Q24 1Q25 2Q25 3Q25 4Q25

Walmart U.S. Sales $108,670 $115,347 $114,875 $123,523 $112,163 $120,911 $120,678 $129,223

y/y change 4.6% 4.1% 5.0% 5.0% 3.2% 4.8% 5.1% 4.6%

$ change YoY $3,493 $5,564 $5,803 $5,700

Grocery $66,431 $68,680 $69,344 $71,548 $67,831 $71,092 $71,713 $74,846

$ change YoY $1,400 $2,412 $2,369 $3,298

Health & Wellness $14,249 $15,030 $16,360 $16,453 $16,244 $17,248 $18,379 $17,676

$ change YoY $1,995 $2,218 $2,019 $1,223

General Merchandise $25,711 $28,980 $26,621 $32,609 $25,276 $29,458 $27,366 $32,960

$ change YoY ($435) $478 $745 $351



Apparel’s “Super-Cycle” stemming from GLP-1s

32

Monthly Retail by Kind of Business: 2025
$-millions

NAICS Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

4481 Clothing stores $14,097 $14,489 $18,313 $18,129 $20,242 $18,379 $19,429 $20,126 $17,507 $19,287 $23,107 $28,613

YoY % Ch 8.5% 0.0% 5.8% 9.0% 7.6% 5.6% 10.8% 8.7% 10.3% 9.8% 9.3% 8.1%

Source: Census Bureau M onthly Retail Trade Survey, Annual Retail Trade Survey, Service Annual Survey, and administrative records]
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No Attenuation in Growth
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No Attenuation in Growth

➢ Novo noted that more than 246k patients in the US 2/11/26) are on the new oral Wegovy

and most of them are new to the GLP-1 category 

➢ Novo’s oral is ramping much faster than the injectable version and LLY’s Zepbound. 

➢ Approval for LLY’s oral (Ofer) is expected next month. 

➢ Hims & Hers is coming back to market with a compounded version of Wegovy



GLP-1 Developments

35

❑ Oral formulations showed strong efficacy. Novo’s is on the market; Lilly’s is expected in Q2.

❑ Lilly’s oral is $149-$399 (depending on dosage) for self-pay, <$50 for Medicare ($245/mo to LLY 
/Novo), and $149 - $346 on TrumpRX. 

❑ Medicaid, 13 states currently offer full coverage, more coming in 2016.

❑ There is a full advertising blitz ongoing in 2026, vs. ~$1B in 2025; see the Super Bowl.



The K-Shaped 
Consumer Economy



The High-End Accelerated Since August
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1



Thrifty K-Shaped Economy

38

fiscal 2023 fiscal 2024

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

Costco-US
vs. last year -2% -2% -3% 5% 7% 7% 13% 12% 12% 9% 7% 7%

vs. 2019 57% 43% 38% 38% 68% 53% 56% 55% 88% 67% 67% 65%

Dollar General
vs. last year -6% -8% -6% -11% -7% -7% -4% -2% 3% 3% 2% 6%

vs. 2019 4% 2% 1% 0% -3% -5% -3% -2% 0% -2% -1% 4%

Source: Company reported results, compiled by Advan Research, with COST aligned to DG's fiscal period

2025

General Merchandise Comp-Sales

      a-la thrifty K-shaped economy



Thank You
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Advan’s Insights

Link to Insights page

https://advanresearch.com/mobility-insights-blog/advances-for-advance-auto-parts-better-in-stocks-and-delivery-speeds-are-showing-results/


Disclosure: All Advan Research (“Advan”) publications and website content (“Content”) have been prepared in accordance with Advan’s compliance and conflict management policies. Advan is 

unconditionally committed to the integrity, objectivity, and independence of its research. Content and any opinions expressed herein are current only as of the date published and are subject to change without 

notice. Although the information contained in the Content has been obtained from sources we believe to be reliable, the accuracy and completeness of such information cannot be guaranteed. Advan shall 

have no obligation to update or amend any information contained in the Content and the frequency of subsequent changes to the Content, if any, remain in the discretion of Advan. The Content is furnished to 

you for informational purposes only and on the condition that it will not form the sole basis for any investment decision. Any opinion contained herein may not be suitable for all investors or investment 

decisions. Each investor must make their own determination of the appropriateness of an investment in any Company referred to herein based on the tax, or other considerations applicable to such investor 

and its own investment strategy. By virtue of these Publications, neither Advan nor any of its employees or contributors shall be responsible for any investment decision.

The Content may not be reproduced, distributed, or published without the prior consent of Advan. All Content copyright © Advan Research. All rights reserved.

Thomas Paulson

Head of Market Insights, Advan Research

Thomas has been Head of Market Insights since January 2025. Previously, he served as Director of Research and Business Development at 

Placer.ai, where he was instrumental in providing actionable insights derived from location analytics and the path for expansion into new 

verticals. His extensive background also includes two decades as a buyside analyst and portfolio manager AllianceBernstein, Cornerstone, 

and others. Prior to that tenure he worked as an economist. Thomas also currently serves as the Co-Chair of the National Association for 

Business Economics Retail / Consumer Roundtable.

thomas@advanresearch.com LinkedIn
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https://www.linkedin.com/in/thomas-paulson-09ab52b/
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