
A Skai survey of 1,000 U.S. consumers reveals how economic 
pressure and smart shopping strategies are shaping some of 

retail’s biggest sales events of the year. 

How Consumers Are Approaching the

2025 SUMMER
DEAL SEASON

Consumers aren’t skipping the season—85% are gearing up for at 
least one summer deal event from Amazon, Walmart, and Target

expect to spend the same or 
more than last year, even with 
economic uncertainty

say they don’t usually 
shop during these 
events

Consumers are feeling the pressure, but not pulling back entirely

69%

From discovery to decision: 
Where consumers find value and seal the deal

36%

14%
say their personal budget is tighter than usual

say economic concerns aren’t affecting 
their shopping

62%

52%
say inflation may reduce their spending

are concerned about tariffs influencing 
what they buy

GROCERIES & HOUSEHOLD ESSENTIALS

BEAUTY & PERSONAL CARE

FASHION & APPAREL
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50% 11%
ONLY

88% 33% 26%

turn to retailer websites 
or apps to uncover 

summer deals

confidently use Google to 
make sure they’re getting 
the best price—even while 

browsing a deal

feel more connected 
to a retailer’s website 
when there’s a nearby 

store, boosting trust and 
convenience

have purchased 
summer deals because 
of influencer or content 

creator mentions

83%

PRICE (91%) and AVAILABILITY (82%) lead purchase decisions in 2025, 
overtaking ratings and reviews of recent years

Deal-driven and ready to buy

would consider spending more during 
summer sales if they expected prices to 
rise later in the year

63%
say brand reputation is very important 
when deciding to buy

52%
are more likely or would consider trying 
subscriptions when there’s a deal

58%
research products seen in streaming 
TV ads before buying

Social 
commerce 
depends on 
retailer trust

More than half of consumers 
(52%) say they’d be more 
likely to buy directly within 
social media apps from 
trusted retailers like Amazon, 
Walmart, or Target.

Do you ever wait for big summer shopping events
 to make large purchases?

GEN Z
(1997–2012)

MILLENNIALS
(1981–1996)

GEN X
(1965–1980)

BOOMERS
(1946-1964)

SILENT GEN
(1928-1945)

Sales boost 
consumer 
commitment

More than two-thirds (69%) 
of consumers say they’re 
less likely to return items 
bought during summer sales 
events, reflecting stronger 
confidence and commitment 
to their purchases.

3% 9% 8%
24%

53%

Age inversely affects deal research

97% 91% 92% 76% 47%

NEVERYES or

Last-minute 
deal hunting 
remains strong

30% of consumers wait until 
the day or days of summer 
sales to begin researching 
deals, showing a strong 
preference for last-minute 
urgency and spontaneous 
decision-making.

Popular Categories 
(In order of interest) 

4. CONSUMER ELECTRONICS
5. TOYS & GAMES

6. GIFTING
7. PET PRODUCTS

AI shopping is 
just getting started

ONLY 11% of consumers 
have used it so far.


