
Back-to school season can be very stressful 

for learners and parents and very profitable 

for retailers. 

The Coinstar Back-to-School Survey, 

conducted among 1 001 US parents, 

was recently released and reports that 

the majority (70%) say back-to-school 

shopping is stressful. And we have no 

reason to believe that the numbers will be 

any different in South Africa.

Contributing to the anxiety are 

increasing school expenses, peer pressure 

to buy the latest fashions and ongoing 

costs throughout the school year, according 

to the survey. 

The survey also revealed that two-thirds 

(67%) of parents believe school costs are 

increasing, a trend that has shot up since 

2017 when 50% of parents responded that 

costs continue to rise.

Nearly half (47%) of parents say they 

expect to spend between $101 and $300 

per child on back-to-school shopping. Nine 

in 10 parents say they will incur added 

expenses during the school year to cover 

extracurricular activities such as field trips, 

projects and book fairs. These tacked-on 

expenses add up with two-thirds of parents 

expecting to spend an additional $51 to 

$300 this year.

Keeping up with fashion trends also 

comes at a price and the majority of 

parents responded that they anticipate 

clothing to be the single largest expense 

related to back-to-school costs. This 

puts pressure on parents’ wallets and is 

compounded by three in five parents dis-

closing they feel like they (or their children) 

need to keep up with the latest fashion 

trends that may carry a hefty price tag.

Over 60% of parents prefer to shop for 

back-to-school supplies with their children 

and nearly half (47%) say decisions 

regarding clothing are made jointly 

between parent and child. While shopping 

with children is more common, parents 

who shop without their children are more 

likely to stay on budget. Forty-nine percent 

of parents who shop with their children 

for back-to-school clothing and supplies 

reported they spent more than they 

planned, compared with 32% of parents 

who shop without their chil-dren.

The majority (62%) of parents report 

creating a back-to-school budget; this 

is up slightly from 2017 when 57% of 

parents reported having a budget. When 

it comes to paying for back-to-school 

basics, the clear majority of parents (86%) 

say they use cash on hand (cash, checks 

or debit card). One-third of respondents 

say they have borrowed from their child’s 

grandparent to cover costs. Parents also 

disclosed going into overdraft (17%) or 

delaying credit card payments (16%) to 

manage expenses. 

Well over half of respondents (60%) say 

they are considering or will cash in spare 

change to defray school expenses. Other 

cost-saving measures revealed by parents 

include shopping for clothing at second-

hand stores and cutting back on household 

expenses.

Most survey respondents (83%) prefer to 

shop at big-box retailers for back-to-school 

essentials. Parents also reported shopping 

at clothing stores (48%), online (30%), 

and at office-supply stores (25%) for their 

back-to-school needs.

The vast majority of parents start their 

back-to-school shopping early with 70% of 

respondents saying they start one to three 

months before school begins.

To do whatever it takes to make this 

time less stressful for shoppers will not 

only buy you loyalty. It will also be very 

beneficial for your bottom line.

Back-to-school season is the second-

biggest shopping season of the year, with 

29 million households across the United 

States planning to spend a total of $27,6 

billion, according to a report released by 

Deloitte’s 2018 Back-to-School Survey. 

To capitalise on this shopping sprint, 

retailers should consider taking a closer 

look at where consumers are planning to 

shop, what items they are planning to buy, 

and how digital will likely influence their 

decisions.

What to look for this year
This back-to-school season, consumers 

plan to turn to a variety of retailers to get 

their kids ready for the school year. But 

mass merchants remain the top shopping 

destination, with the vast majority of 

households (83%) planning to visit these 

retailers.

In-store shopping prevails
Average household planned spending 

remains fairly flat this year (up to $510 

from $501 in 2017), with 57% of back-to-

school spend planned to take place 
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complement your products, then use 

your online platforms to shout about 

the products you have, and why they are 

perfect for your customers.

Gear up your website

Setting up a dedicated back-to-school 

section on your website is a great way 

to showcase all of your stock and make 

shopping on your site easier. Bolster 

your ranking in Google by including clear 

product titles, informative descriptions 

and remember imagery is key – with 

video being the bonus level! According to 

research, shoppers are 144% more likely to 

add a product to their basket if they have 

watched the product video.

Shout about it on social media

Even if you don’t have a website, you can 

get your message out there with social 

media. Use high-quality imagery to show 

the great products you have to offer. 

Creating a Facebook Shop on your Business 

Page allows you to either sell directly via 

the plat-form or direct shoppers to your 

website. You can then share your products 

as content onto your Facebook page.

Do not overlook other social media 
platforms! Check what your competitors 

are doing on which social media channels, 

or just try them all for yourself to find the 

best fit for you. 

2.  Create a buzz, in store, online, 
or both!

A fun and generally easy way to create 

buzz around your back to school stock in 

in-store. The opportunity for retailers? 

About 20% of parents’ back-to-school 

spend is still undecided between online and 

in-store spend.

Shifting retail preferences
Mass merchants remain the top location 

for back-to-school shopping, with 83% 

of shoppers noting they plan to shop this 

format. While price-based retailers can 

expect a large percentage of shoppers, 

customers tend to spend more when they 

shop at traditional retailers like department 

stores, home electronic stores and office 

supply stores.

When we look a bit deeper into 

preferences across income levels, the trends 

are more nuanced; high-income households 

($100K+ annual income) are more likely 

to shop at retailers that offer premier 

products and experiences, while low-

income households (<$50K) are more likely 

to shop at retailers that sell at the lowest 

possible prices. .

Timing matters
About two-thirds of shoppers (62%) plan 

to begin their back-to-school shopping 

early, spending about $100 more than 

shoppers who get a later start. This presents 

an opportunity for retailers to be ready for 

the back-to-school shoppers early.

The need for digital innovation
Over the last three years of back-to-school 

shopping, it became clear that consumers 

may be reaching a digital saturation 

point. Mobile adoption has shown very 

minimal increases, and computer and 

social media usage have decreased. 

Customers are mainly using their devices 

to access websites, look for prices, and 

collect coupons and discounts—instead of 

actually making purchases. This could signal 

that shoppers are looking for the next 

innovation in retail technology.

Keycraft, a distributer of toys, science 

and craft kits and stationery, shares some 

tips on how you can stand out from the 

retail crowd this back to school season? 

1.  Showcase your back to school 
range – everywhere!

Ensure your back to school range is in 

the spotlight, both in-store and online. 

If shoppers can’t see it, then they can’t 

want it! Maximise your space in store 

with eye catching display solutions which 

store and online is to run a giveaway. Invite 

all customers and visitors to enter your 

giveaway by filling in a form. Alternatively, 

you could run the giveaway on Facebook 

and tell your customers to like your 

Facebook page to enter.

Once you have drawn the winner, invite 

them to collect their prize in store, or ask 

them for a photo with their prize to show 

the authenticity of your giveaway. This 

makes for a really lovely post on social 

media, or on your news page of your 

website.

3.  Collaborate with local 
youtubers and bloggers

Did you know that 71% of shoppers are 

more likely to buy based on social media 

referrals? With an influx of child youtubers 

and parent blogs, there has never been a 

better time to collaborate with local talent 

and grow authentic reviews as well as your 

fan base by using influencer marketing.

Influencer marketing has been around 

for years, but with 39% of marketers 

increasing their budgets on this sector, 

so it is some-thing that should not be 

overlooked.

How do I find local youtubers  
and bloggers?

Talk to your customers, put your feelers 

out in the local community, and even put 

out requests on social media. Ask children 

of your friends and family; who are their 

favourite youtubers? Are any of their 

friends youtubers or do any of your friends 

know any parent bloggers.
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ALL-IN-ONE
STATIONERY

DEPARTMENT
STOCKED

& READY TO GO

What Do You Get?

*Turnover Dependent

     A wide range of popular, fast-moving 
       stationery products 

     Quick, convenient, scheduled stock 
       replenishment

     Competitive trade pricing

     Ongoing merchandising and promotions   
        with point of sale support

     Fantastic margins to earn with a 
       trusted reputable brand

     A lasting trade partnership

1m, 2m, 3m or 5m+ Drops Available
Get in touch for more information

HEAD OFFICE
TEL: 032 459 2820

CARELINE@FREEDOMSTATIONERY.CO.ZA

DURBAN
TEL: 087 350 7861

SALES@FREEDOMSTATIONERY.CO.ZA

MIDRAND
TEL: 011 314 0953

GPSALES@FREEDOMSTATIONERY.CO.ZA

EAST LONDON
TEL: 087 350 7862

ELSALES@FREEDOMSTATIONERY.CO.ZA

BLOEMFONTEIN
TEL: 087 353 7861

BFNSALES@FREEDOMSTATIONERY.CO.ZA

CAPE TOWN
TEL: 087 350 7863

CTNSALES@FREEDOMSTATIONERY.CO.ZA

FAX: 032 459 3255 FAX: 031 502 3754 FAX: 011 314 0957 FAX: 043 731 2421 FAX: 051 430 9618 FAX: 021 557 9155


